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Abstract. — Based on automated content analysis, the paper 

considered the specifics of the semantic-pragmatic 

organization of communicative strategies of psychological 

telegram channels with different popularity ratings. With the 

help of machine learning methods, it was determined which 

topic in the field of psychology the post in the form of text 

belongs to, the thematic structure of the content was described, 

statistical information on publication activity and the average 

volume of characters used in published posts was analyzed. 

The leading communication strategies implemented by 

channels with different ratings have been identified. Groups of 

communicative tactics that have a direct or indirect impact on 

the addressee are reconstructed. It is shown that the 

communication strategies of psychological telegram channels, 

regardless of their rating, are complemented by typical 

"network" methods of influencing the audience's opinion to 

attract traffic. 

Keywords— communication strategies, information space, 

automated data collection, communication tactics, telegram    

I. INTRODUCTION 

With the development of virtual communication, the 
"digitalization" of society and social institutions, including 
professional communities, is increasing. The sphere of 
helping activities is also undergoing a major transformation, 
with many professionals providing psychological support to 
the population offering their assistance on information 
platforms. Modern professional discourse in the digital 
media is also changing its institutional attributes, which is 
connected with changes in the ways and channels of 
communication.  In this situation there is a lack of research 
aimed at studying the communicative and pragmatic 
specificity of interaction in network communities dedicated 
to psychological issues. By "network communities" we mean 
websites that use collaborative applications and allow 
participants to communicate, create and share user-generated 
content [1,2]. Participants in network communities can use a 
variety of tools to create their own publications, participate 
in discussions, blog and microblog, broadcast live, and create 
virtual worlds [3]. Network communities allow their users to 
create their own public or private profiles, compile a list of 
other users with whom they share a connection, view and, if 
necessary, suppress the list of connections to their page, refer 
to the pages of other community members [4]. According to 
BrandAnalitic (a Russian developer of a system for 
monitoring and analyzing social media and mass media) at 
the end of 2022, the number of active authors in social media 
in Russia was 62.2 million, and authors wrote more than 1.5 
billion public messages - posts, reposts and comments [5]. 
Psychologists, along with other professional groups, are 
increasingly using social media to provide professional 
services to the public, psychological outreach and education, 
and to promote personal brands. Studies of the effectiveness 

of online counseling by psychologists in a number of studies 
[6,7] have shown that they play the same role in maintaining 
the subjective well-being of the population as face-to-face 
counseling. Nevertheless, working online psychologists have 
to solve economic communication tasks, such as increasing 
recognition in social networks, achieving audience loyalty, 
and attracting new clients. The main task of economic 
communication is to influence the consumer in order to 
induce him to buy goods and services. The ethical tension 
arising in this situation is associated with the reputational 
aspect of the professional activity of the psychologist, which 
implies a high degree of responsibility for the information 
publicly broadcast by specialists [8]. However, at the 
moment there are no unambiguous rules governing the 
content and form of a psychologist's presentation of himself 
or herself in digital media [9]. In this situation, the study of 
communicative strategies that psychologists use in digital 
media becomes relevant.1 

II. LITERARY REVIEW 

The information environment plays an increasing role in 
the life of professional communities, and as a consequence, 
the role and importance of communication in digital media is 
increasing.  In this situation, there is a constant 
transformation of communicative connections and interactive 
communication in the virtual communication environment.  
Professional communication in digital media can be defined 
as a socio-verbal sphere with its inherent discursive practices 
and genre forms of implementation [10]. V.V. Stepanova 
understands professional discourse as a process of 
communication in a particular sphere of activity, 
characterized by the presence of a producer and a recipient of 
information (being in direct / indirect contact), at least one of 
which is a specialist (i.e. a person who has received a 
specialized education or has the necessary skills to work in a 
particular field of professional activity) [11]. The 
professional discourse of helping activities from the point of 
view of L. S. Beilinson can be defined "as the 
communication of specialists among themselves or with 
those who turn to them for advice or professional help". [12]. 
Given these definitions, professional psychological discourse 
in digital media in its most general form can be understood 
as communication on psychological topics occurring in a 
virtual environment, which can be viewed as an integral 
object in the unity of linguistic, communicative and 
pragmatic, cognitive, socio- and ethnocultural, 
communicative and technological characteristics [13]. At 
present, there are studies of some types of discursive 
interaction in digital media: engineering [14], scientific [15], 

                                                        
1 The research was carried out at the expense of the grant of the Russian Science Foundation No. 

22-78-10047, https://rscf.ru/project/22-78-10047 / "Constructive and destructive communicative 

practices of specialists of helping professions in digital media". 
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confessional [16], security discourse [17], media discourse 
[18].  It is necessary to note a number of works devoted to 
the network discourse of helping professionals (which 
includes specialists in the field of psychology): legal [19], 
medical [13]. There are very few works devoted to the study 
of communication practices of psychologists working in 
virtual space. We would like to mention the study of E. K. 
Novikova and E. V. Zvonova [20], dedicated to the 
promotion of the psychologist's expert blog.  The authors 
have focused their attention to a greater extent on economic 
and social factors that condition psychologist's 
communicative practices in digital media, which, in turn, are 
realized through interesting content for the network 
community that is comprehensible and supplemented by 
techniques of visual self-presentation. Psychological aspects 
of interaction of the psychologist and the network 
community are addressed in their work by N.V. Klyueva et 
al. [21].  The study established the requirements for the 
presentation of the information about oneself by the 
psychologist-consultant on the personal page in the social 
network, not contradicting the ethical principles of helping 
activity, as well as ethically questionable and unacceptable 
communicative tactics. Despite the high significance of the 
results obtained in the aforementioned works, they did not 
cover the specifics of professional psychological discourse 
related to its types with their inherent genres, did not cover 
the specifics of communication practices of psychologists in 
the virtual space, and did not consider the possibilities of 
automated analysis of the network helping discourse. In this 
regard, the goals of our work included: 1) analysis of 
communicative strategies used by telegram channels of 
psychological orientation to achieve high attendance and 
engagement of their audience, 2) use of methods of 
automated analysis of professional psychological discourse 
in digital media. Taking into account the goals of the work, 
we would like to present 2 research questions. 

RQ1. What is the specificity of the semantic-pragmatic 
organization of communicative strategies on psychological 
telegram channels with different popularity ratings? 

 RQ2. What are the techniques of psychological and 
specific "network" influence to implement the influence on 
the opinion of the audience? 

III. RESEARCH DESIGN 

The Telegram platform was chosen for the study due to 
the fact that at the moment the audience of this resource in 
Russia exceeds 35 million people and includes more than 
300 thousand channels. We considered the rating (by the 
number of subscribers) of channels devoted to psychological 
problems of the TGStat service, including 100 positions.    
All links to 100 educational channels, in descending order of 
popularity, as well as extended statistics for each channel 
were retained. The TGStat service provides various 
information, including citation index, publication coverage, 
external traffic, top publications, etc. The next step required 
the uploading of all the posts that had been published in the 
collection. Telegram has an advanced API for creating bots. 
The Bot API makes it easy to create programs that use 
Telegram messages for the interface. The Telegram API and 
TDLib APIs allow you to create your own customizable 
Telegram clients. At the same time, chats themselves can be 
unloaded without API using the standard functionality 
available in the messenger. Telegram's built-in messenger 

functions were used to collect information; the PC program 
interface has the ability to unload messages in JSON format 
from the channel. The result of the collection was 100 Json 
files.  Figure 1 shows a general scheme of data collection. 

 
Fig. 1. General scheme of information collection 

During the study, we compared the most popular 
channels with the less popular ones, for this purpose, we 
selected the first 10 channels from the selection and the last 
10. The processing of textual information consisted in the 
following. Using the available set of publications of different 
psychology topics collected from Telegram, we 
automatically (without manual markup, using machine 
learning methods) determined, to which topic the post as a 
text refers.   To do this, it was necessary to solve the task of 
text clustering, i.e., splitting the text array into an arbitrary 
number of groups (clusters) for further expert analysis to 
determine the approximate topics of a particular group of 
news. At this stage of the study, as an experiment, it was 
decided to use the ready-made service from Megaputer 
Intelligence - PolyAnalyst. PolyAnalyst supports all stages of 
the data analysis process: from downloading and processing 
data to advanced text and data analysis, as well as creating 
custom reports. PolyAnalyst provides clustering of 
documents using the KMeans method. The algorithm works 
by minimizing the total quadratic deviation of cluster points 
from the centers of these clusters themselves.  Lists with top-
10 keywords specific to each cluster were created for each of 
the formed clusters. 

 

Fig. 2. General scheme of data analysis 

In addition, we analyzed publication activity by year, 
statistics on the number of characters in posts, and other 
parameters. 

IV. RESULTS 

Professional psychological discourse in Telegram can be 
characterized by such properties as heterogeneity of the 
subject sphere (the subject can be any person who decided to 
join or view the channel, and, as we pointed out above, at 
least one of the subjects (author, addressee) is a 
psychologist), polycodality (use of iconic, symbolic and 
verbal communication codes), interactivity, hypertextuality. 
At the same time, the communication strategies of 
psychological telegram channels are mediated by a number 
of characteristics of digital media: the ability to work with 
individual elements of the web page, the use of links, the 
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standardization of many functions and communication 
elements, the presence of non-text elements (such as 
animation, recorded sound and video) in hypertext, and the 
presence of software (electronic) agents that send standard 
messages in the absence of the user, interact with other 
software agents. The leading functions of professional 
psychological discourse in Telegram indicate the integration 
of its types such as educational-educational, professional-
practical, advertising-commercial. 

Psychological telegram channels with high ratings 
represent long-term projects, with the volume of publications 
increasing evenly over the last 5 years. At the same time, 
low-rated telegram channels posted most of their information 
in 2022, attracted by the simplicity and capabilities of the 
messenger, and motivated by the need for mass transfer of 
target subscribers from Instagram. Figure 3 shows in red the 
10 channels trailing the rankings (least popular), the channels 
from the top 10 are shown in blue. 

 

Fig. 3. Publication activity  

At the next stage of processing the statistical information 
about the content of telegram channels, we analyzed the 
average volume of characters used in the posts published. It 
was found that psychological telegram channels with high 
ratings mainly publish rather short messages (39% of the 
content - posts of up to 500 characters), while the content of 
telegram channels with low ratings is diverse, with posts of 
up to 500 characters - 14%).  Perhaps due to the fact that 
educational telegram channels with a high rating publish 
more concise and concise information, it is easier to perceive 
and attracts a larger audience. 

The work analyzed the content aspects of the content 
posted from the 10 most popular channels and 10 least 
popular channels. After conducting a cluster analysis, lists 
with the top 10 keywords specific to each cluster were 
created for each of the clusters formed. The results of 
visualizing the distribution of posts across clusters are shown 
in Figures 4 and 5. 

 

Fig. 4. Categorical structure of communicative tactics of psychological 

telegram channels with a high rating 

It was revealed that the leading communicative tactics of 
highly rated telegram channels are associated with the 
spheres of intimate-personal (1 cluster, key words: man, 
woman, sex, sexual, female), interpersonal (2, 9 and 10 
clusters, key words: person, interlocutor, often, like, 
colleague, look, phrase, compliment, stand), family (clusters 
3, 6, 7 and 8, keywords: man, woman, sociotype, wife, 
character, function, love, forgive, happiness, let go) and 
existential (cluster 5, keywords: life, purpose, live, meaning, 
happiness, achieve, start) aspects of the relationship system.  

The next most pronounced communicative tactic is 
related to the presentation of information related to 
psychological preparation in the situation of choosing an 
educational route (cluster 4, key words: ticket, public, online 
consultation, meeting, soon, fear, find, July, June, talk). 

Thus, the analysis of the semantic and pragmatic 
organization of highly-rated psychological telegram channels 
allowed to reconstruct two groups of communicative tactics, 
implementing a direct or indirect impact on the addressee. 
One of them is combined in a strategy that can be designated 
as "Psychological education in the sphere of relations". The 
psychological prerequisite for influence in this case is the 
person's need for healthy relationships, the deficiency of 
which, often unconsciously, reduces the quality of ordinary 
life.  The second group of tactics forms the strategy 
designated by us "Psychological Support of Choice of 
Educational Route" focused on young people and their 
parents. The psychological prerequisite for the impact for 
this strategy is the conflict between the need for self-
development and the need for emotional security.  

Analysis of the content of educational telegram channels 
with low ratings allowed to identify 10 thematic clusters. It 
was revealed that the leading communicative tactics can be 
designated as "Incitement to personal growth". Key words 
are located in 1, 2, 6, 12 and 13 clusters (day, charge, 
success, tracker, do, video, pass, complete, outline, new, 
training, challange, day, do, flat, course, broadcast, 
recording, link, mirror, news, site, marathon, training, place). 
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Fig. 5. Categorical structure of communicative tactics of psychological 

telegram channels with a low rating 

This tactic is associated with the promotion of various 
self-development info-products, as well as the constant 
monitoring of the level of audience involvement through the 
organization of contests, marathons, Challenges, trainings 
and other types of online activity.  The next most frequent 
tactic is "Offering time-management techniques" (clusters 3 
and 7, keywords: task, case, goal, time, work, list, perform, 
important, habit, performance, make, prepare, plan, make 
up). It is oriented to people seeking to improve their 
efficiency, as well as those who are prone to procrastination. 
The third tactic is "Introduction to the techniques of wish 
fulfillment" (clusters 4, 8, 9, key words: life, live, failure, 
think, fear, affirmation, dream, mistake, believe, world, 
friend, parable, man, love, woman, son, once, love, god, 
meditation, do). This tactic stimulates psychological 
attunement to work with the individual unconscious and 
implements techniques used in both scientific and 
pseudoscientific psychology (affirmations), spiritual-
religious or wellness practices (meditations), and in the 
psychotherapeutic practice of specialists working with 
metaphor (parables).  The fourth tactic "Informing about 
mental disorders" (cluster 10, key words: disorder, patient, 
mental, illness, depression, syndrome, schizophrenia, suffer, 
condition, symptom). The use of this tactic seems to be 
related to the fact that recently the topic of mental health is 
no longer taboo, and mental illness itself is no longer 
something shameful in the public consciousness. Moreover, 
in some cases, it is possible to encounter people who have 
not sought specialized help attributing a mental disorder to 
themselves.   Thus, this tactic is focused on people who are 
acutely experiencing problematic situations, who experience 
difficulties in maintaining a healthy mental state, who are 
inclined in some cases to run away from other problems and 
unwillingness to take responsibility. 

In general, the analysis of the semantic and pragmatic 
organization of low-rated psychological telegram channels 
suggests that they implement the communicative strategy 
"Choice of popular and effective promotion mechanics". 
Psychological prerequisites of influence have more 
pronounced manipulative overtones and are associated with 
the use of value-attractive models of "success", "self-
development", "personal growth", the formation of an 
"attitude to a miracle", the promotion of self-infusion 
techniques, which for some people will not have the desired 
effect, because they should have resorted to the help of a 
qualified specialist.  

The communication strategies of psychological telegram 
channels, regardless of their rating, are supplemented by 
typical "network" techniques of influencing the opinion of 
the audience in order to attract traffic, through effective 
channel design techniques (use of video and gif-images, 
cross-posting techniques, through and contextual linking, 
etc.), as well as placement of advertising posts, which can be 
presented in verbal, iconic and mixed forms. 

V. CONCLUSIONS 

The paper was based on the automated content analysis 
to consider the specificity of semantic and pragmatic 
organization of communicative strategies of psychological 
telegram channels with different popularity ratings. Using 
machine learning methods it was determined to which topic 
in the field of psychology the post as a text refers, described 
the thematic structure of the content, analyzed statistical 
information about the publication activity and the average 
volume of characters used in the published posts. It was 
found that highly rated channels implement communication 
strategies "Psychological relationship education" and 
"Psychological support for the choice of educational route", 
while channels with a low rating adhere to the strategy 
"Choice of popular and effective promotion mechanics". The 
analysis of psychological telegram channels made it possible 
to reconstruct groups of communicative tactics that 
implement direct or indirect influence on the addressee. For 
high-rating channels they are associated with addressing the 
sphere of intimate-personal, interpersonal and existential 
aspects of the system of relations, as well as with the 
preparation for the situation of choosing an educational 
route. The psychological prerequisites for influence are the 
needs for healthy relationships and the conflict between the 
need for self-development and the need for emotional safety. 
The influence on the addressee on low-rated channels is 
realized through such tactics as "encouragement to personal 
growth", "offer of time-management techniques", 
"technologies of wish fulfillment", "informing about mental 
disorders". Psychological prerequisites of influence have 
more pronounced manipulative overtones and are associated 
with the use of value-attractive models of life activity, the 
formation of a "miracle attitude", the promotion of self-
insertion techniques. Communicative strategies of 
psychological telegram channels regardless of their rating are 
supplemented by typical "network" techniques of influencing 
the opinion of the audience in order to attract traffic which 
include effective techniques of content design: use of video 
and gif-images, cross-posting techniques, through and 
contextual symbols. 

Practical importance of the received results is connected 
with possibility of their use for development of tools for the 
analysis and monitoring of the professional psychological 
communication in the Internet. The technique of the 
automated cluster analysis of communicative strategies of 
psychological telegram channels will be demanded by a wide 
range of experts in the field of management of psychological 
services, developers of content of educational Internet 
channels, marketologists, psychologists working in the 
virtual environment. 
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Abstract—The paper analyses the factors for the 

Krasnoyarsk city residents’ involvement in local online groups. 

These groups are connected by their place of residence, activity 

or a specific problem. The global Internet is abounding with 

small communities, and social practices are constantly 

transforming. Being or not being affiliated with a community is 

not always determined by age or information technology 

proficiency. Axiological characteristics that affect the 

participation and contribution to housing resident chat rooms 

are revealed. 

Keywords—network society, online groups on social 

networks, virtual community, Krasnoyarsk, personal values. 

I. INTRODUCTION 

Information technologies have become ubiquitous and are 
used by modern society to solve technical and social 
problems [1]. Organizations and institutions rely on their 
information technology infrastructure [2]. Modernization and 
progress in the public mind are often associated with 
information technology [3]. 

The nature of information technologies is most often 
understood as: a tool for achieving certain goals through the 
expansion of human capabilities [4] or as a continuation of 
social interactions, the result of social determinism, an event 
that itself affects society [5]. Axiological factors are 
considered in terms of the second approach. New practices 
created as a result of changes in social reality due to the 
impact of information technologies do not only expand the 
horizons of social concepts, but also form new social strata 
and institutions. 

Each information technology potentially embodies needs, 
interests and values. Practices in which information 
technologies are introduced become ethically significant. 
Particular attention of researchers is drawn to the role of 
information technology as a tool to overcome the limits of 
the ‘permanent present’ [6]. It becomes possible not only to 
establish facts of the past using technical means, but also to 
relive and re-evaluate them. With regard to the future, 
information technology also affects the conditions of life and 
the people themselves: ‘...when we develop new 
technological systems, we also develop the kind of people 
that we are (or will become)’ [7]. Thus, through technology a 
person creates individuals of the future. Interestingly, the 
people of the future perceive the new reality created by 

information technologies as a fact of life, as part of their 
ongoing activity. 

The impact of information technology on human values 
and rights is a major ethical issue in this field. The 
stratification of people according to their ability to use 
technological advances divides society into layers that differ 
in the type of information sources they exploit. New ways of 
obtaining information and ways of interacting with each 
other are changing most of the socio-demographic and 
psychographic characteristics of society. 

II. OVERVIEW OF THE SUBJECT AREA 

At the 7th St. Petersburg Winter Festival of Practical 
Psychology in 2021, psychologists concluded: ‘We are faced 
with a new reality — the world of a hybrid offline and online 
human existence… we should not set the digital world 
against reality’ [8]. Digital socialization, as a process of 
mastering and appropriating social experience by a person 
mediated by information and communication technologies, is 
similar to its traditional form. Digital socialization is 
characterized by an increase in the time of user activity 
(hyperconnectivity), blurred boundaries between online and 
offline (mixed reality) - the phenomenon of ‘digital 
personality’. Accordingly, in a hybrid world, values are also 
to be hybrid. 

A number of researchers argue that the following values 
are often inherent in the new sociality of a hyperconnected 
person: the idea of the Internet as a source of absolute 
knowledge; denial of semantic control of open information 
spaces; potential accessibility and easy development of the 
cultural fields of all nations and social groups [9]. The listed 
values confirm the idea of post-materialists that in the 
mindset of a modern person, the former ‘material’, tangible 
and understandable values of adaptation to the outside world 
and the desire for security have been replaced by post-
material values: self-realization, self-development, ecological 
thinking and ‘self-concern’ [10]. 

At the same time, the data of sociological studies 
contradict the conclusions of theorists: traditional values 
have remained the same and dominate over digital ones. 
According to the All-Russian Public Opinion Research 
Center [11], the most important value for Russians is a high 
level of personal and family well-being, safe and comfortable 
living conditions, and the opportunity to communicate with 
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friends and relatives (these points were noted by more than 
half of the respondents). Table I shows the response options 
to the question: ‘Please tell us to what extent the following 
areas of life are important to you?’ and data on the parameter 
‘very important’. 

TABLE. I. DISTRIBUTION OF ANSWERS TO THE QUESTION: 
‘PLEASE TELL US TO WHAT EXTENT THE FOLLOWING AREAS 

OF LIFE ARE IMPORTANT TO YOU?" 

Answer option Parameter ‘very 

important’ (%) 

Your own health and the health of family 

members 

89 

Relationship in the family 84 

Personal and family safety 83 

Your financial situation and that of family 

members 

73 

Habitat, ecology in the place of residence 69 

Social infrastructure in the place of residence 62 

Opportunity to communicate with friends and 

family 

57 

Opportunities to achieve goals 49 

General economic and political environment 47 

Availability of leisure and opportunities for its 

implementation 

33 

Creative self-realization 25 

Your social status, position in society 20 

Career advancement, the opportunity to reach a 

high position 

12 

Participation in public and political life 10 

Thus, the hybridization of values has not yet occurred. In 
any case, the values of Russians in the context of 
digitalization are a unifying concept for representatives of 
various social groups. Every Russian wants to live in a safe 
place where the well-being of loved ones can be controlled, 
and plans for the future can be made. One of the conditions 
for prosperous living is knowing your neighbours and being 
able to communicate with them. In small towns and 
communities, face-to-face communication is a natural 
phenomenon. In the city, the places where the community 
could function are high-rise blocks and their yards. The 
digital age has had an impact on the way that neighbours of 
high-rise buildings, especially new ones, interact. Residents 
create their own chat rooms for information exchange and 
communication. Already at the construction stage, future 
owners can get acquainted and understand what kind of 
neighbours they are going to live with. 

Public authorities began to use this form of social 
interaction for their own purposes and even tried to control it. 
Thus, Moscow officials have created a single platform 
‘Electronic Home’. Now, according to Rossiyskaya Gazeta, 
90% of Moscow high-rise buildings are connected to it [12]. 
As planned, all issues related to housing can now be resolved 
in one place. On the other hand, the authorities use this 
platform to communicate with tenants, especially during 
election campaigns. It is assumed that tenants of old 
buildings who have never had a resident chat room will 
become active users of the new service. 

Thus, a question arises. Since resident chat rooms are 
more natural for new buildings, with the majority of residents 
living in houses of the old type and not having chat rooms or 
not using them even where they do exist, do the tenants of 
old and new houses differ axiologically? Does the economic 
performance of people and their level of access to 
information technology affect the emergence of a digital 
community such as ‘resident chat rooms’? Can a ‘house 

tenant chat room’ be a channel of communication between 
the authorities and the population? 

14 residential blocks have recently been built in the 
Bolshoi Vavilovskiy housing estate of Krasnoyarsk, and five 
more are planned to be built in the near future. The marketing 
department specialists of the developer identified three main 
problems of the housing estate. 

1. Blocks which are not included in the renovation 
programme. 

2. The existing layout of the area does not allow 
residential developments to be built according to new 
standards with large yards and car parks. 

3. Even with the demolition of wooden houses, many old 
blocks and facilities with outdated infrastructure remain. 

4. Lack of a unique concept that would add value to the 
area. 

At meetings of housing estate activists with the 
administration and representatives of the developers, the 
following criticisms are also expressed: residents do not have 
enough green spaces for walking; the overcrowding in the 
area is frightening (the territory will be densely built up with 
high-rise blocks, and due to overloaded facilities, it will be 
difficult to obtain educational and healthcare services). 
People are worried about the risk of traffic congestion. At the 
same time, an objective study of the needs and interests of 
the Vavilovskiy housing estate residents has not been 
conducted before. As a result, at present, the long-term 
dwellers blame the tenants of new buildings for their 
troubles, who, in turn, demand that the district and city 
authorities solve the problems of the housing estate. The 
confrontation between the three parties has reached a dead 
end: long-term dwellers oppose further development of the 
Vavilovskiy housing estate, the new settlers are building 
fences around their blocks, and authorities are searching for 
communication channels and ways to influence the current 
situation. 

In this regard, we conducted a study aimed at identifying 
the current social needs and interests of the Bolshoi 
Vavilovskiy tenants. As part of our study, we rely on the 
option of understanding individual values, bringing them 
closer to the concepts of need and motivation, which will 
help us link values and needs in the structure of the semantic 
regulation of the individual [13]. 

III. PROBLEM STATEMENT AND METHOD OF ITS SOLUTION 

Research objectives: 

1. Identification of the objective prerequisites for the 
social needs of the Bolshoi Vavilovskiy tenants using the 
analysis of statistical data; 

2. Identification of quantitative and qualitative data on the 
current social needs and interests of the Bolshoi Vavilovskiy 
tenants. 

The database of the study: 

 statistical data provided by property management 
companies about the tenants included in the study 
sample; 

 statistical data of schools and polyclinics to which the 
tenants of the above houses are attached; 
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 results of a survey among tenants of the housing 
estate; 

 results of research in focus groups among the housing 
estate tenants. 

The survey respondents were selected by applying a two-
stage stratified sampling method. The first stage selection 
units were the dates when the housing occupied by the 
respondents was commissioned: ‘new’ housing was occupied 
no later than the last 12 years; ‘old’ housing is more than 50 
years old. From the lists of residential blocks in the housing 
estate, typical buildings were selected: ‘Stalinka’ (years of 
construction - 1933-1958), ‘Khrushchevka’ (years of 
construction - 1960-1984) and two multi-storey new 
buildings. It should be noted that there are two times fewer 
new buildings in the district than ‘old’ blocks, while the 
number of long-term residents and ‘brand new’ ones is 
almost the same. 

At the second stage, lists of tenants of selected houses 
over 18 years old were taken as the sampling frame. Based 
on them, the quota for the number of people living in the 
block was calculated. Thus, the sample of respondents 
reproduced the structure of the inhabitants of the selected 
blocks. The total number of people over 18 comprised 923, 
and the number of survey participants equalled 314. The 
confidence level was 95%. 

A total of four focus group studies were conducted. Focus 
group participants were represented by tenants of the housing 
estate and distributed by age: 

 tenants aged 18-25; 

 tenants aged 26-45; 

 tenants aged 46-65; 

 tenants over 66. 

IV. EXPERIMENTS 

Tenants of ‘new’ housing have the highest income level: 
they can buy large household appliances more often than 
tenants from ‘old’ houses (46.7% compared to 13.4%). 
Tenants of ‘old’ housing have a low level of income: a third 
of the respondents can only afford food and utility bills 
(34.6%), and half of the respondents can buy small 
household appliances (50.3%). 

Analysis of the results obtained showed that respondents 
of retirement age mostly live in ‘old’ houses (82% of the 
total number of pensioners), while younger tenants live in 
new buildings. 

A comparative analysis of the marital status data of 
survey participants found that more family people live in 
‘new’ housing (38% more than in ‘old’ housing); 
significantly fewer were divorced (by 15%) or were widows 
or widowers (by 14%). 

79% of children live in ‘new’ housing, compared to 21% 
for ‘old’ blocks (Figure I). Respondents in new homes have 
more children of school (by 45%) and preschool (by 28%) 
ages. The survey data practically coincide with the statistical 
data presented in Table II.  

 

Fig. 1. Distribution of the number of children living in ‘new’ and ‘old’ 

housing, based on survey data (%) 

TABLE. II. DISTRIBUTION OF TENANTS INCLUDED IN THE 

STUDY SAMPLE, DEPENDING ON AGE 

House type  Adult tenants 

(persons/%) 

Children up to 18 

(persons/%) 

New block no. 1  398 / 43% 134 / 48% 

New block no. 2 216 / 23.5% 87 / 31% 

‘Khrushchevka’ 175 / 19% 35 / 12.5 

‘Stalinka’ 134 / 14.5% 23 / 8.5 

Total number  923 / 100% 279 / 100% 

The dependency ratio k in ‘new’ housing is 0.35, 
compared to 0.19 for ‘old’ blocks. 

The formula for calculating the dependency ratio: k = 
n1/n2, where n1 is the number of children living in the study 
area; n2 is the number of residents in the study area. 

Tenants of three of the four blocks included in the sample 
have chat rooms: two in new buildings and one in a 
Khrushchevka. Moreover, 90% of the residents of the newly-
built blocks are participants in chat rooms, while only eight 
people out of 175 (4.5%) tenants of Khrushchevkas are 
subscribed to their chat room (Table III). Tenants of the ‘old’ 
housing explain that there is no need for a chat room (no 
desire to participate in it, no interest or practical need). 

TABLE. III. DISTRIBUTION OF TENANTS PARTICIPATING IN THE 

HOUSE CHAT ROOM 

House type  The total number 

of the housing 

tenants 

Number of 

participants in 

the chat 

(persons) 

New block no. 1  398 359 

New block no. 2 216 201 

‘Khrushchevka’ 175 8 

‘Stalinka’ 134 0 

According to the results of the study in focus groups, the 
needs of the respondents are structured in accordance with 
the social infrastructure of the municipality: 1) the transport 
system (transport lines serving the population); 2) 
information and communication system (mass media, 
communications, Internet); 3) a complex of the consumer 
market (trade, public catering and consumer services); 4) 
socio-cultural complex (facilities relating to healthcare, 
education, science, culture, art, leisure, fitness and sports); 5) 
housing and municipal complex [14]. 
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Speaking about the housing estate, the respondents name 
the problems that are mainly related to the housing and 
municipal complex: 

 lack of electric lighting in the streets and yards; 

 stray dogs (they notice attacks), rats; 

 uncollected waste from waste bins, or their absence; 

 old trees that block the light to the windows of flats 
not only on the lower floors, but also on the upper 
floors, or there is a threat of them falling; 

 poor quality of the road surface or its absence; 

 lack of pavements or their ‘deplorable state’. 

The problems associated with the housing and municipal 
complex include conflicts related to new buildings. 
Households claim that the new blocks ‘steal’ the adjacent 
territory of the ‘old’ ones, infringing on the rights of long-
term residents: people argue about parking spaces, 
playgrounds, and debris left after construction. The low-key 
role of management companies and activists of ‘old’ housing 
should also be noted: the issues of relocating the waste 
collection site, developing the adjacent territory, and 
renovation remain unresolved. 

The social and cultural structure of the district (facilities 
relating to health care, education and science, social 
protection, culture, art and leisure, fitness and sports), which 
is designed for a smaller number of residents and cannot cope 
with the current situation, also causes great tension. The load 
on schools is almost twice as much as allowed (1,426 people 
against a maximum load of 700 people). There are no leisure 
and sports centres for either children or adults. 

Respondents also express criticisms of the transport 
structure, but to a lesser extent: traffic congestion, lack of 
shuttle buses, and “wrong” road layouts for public transport 
(that impede traffic). 

The complex of the consumer market (trade, public 
catering and public services) causes the least criticism. Most 
often, respondents note that ‘everything is sufficient’, 
‘everything is present’. 

The information and communication structure is 
generally outside the attention of focus group participants. 
The interests and actual needs of the respondents are not 
connected with it. Chat rooms are needed to solve the 
everyday problems of tenants residing in new buildings. For 
them, moving to a newly-built block is associated with the 
development of new land and the creation of a new 
settlement. For interaction, they use all communication tools, 
including innovative ones. The residents of the ‘old’ houses 
do not have the task of creating a new community, and 
therefore, they are not willing to change the established 
practices of communicating with their neighbours [15]. 

V. RESEARCH RESULTS 

A significant difference was revealed in the socio-
demographic characteristics of the tenants of houses that 
have recently been put into operation (‘new’) and housing 
that has been occupied for a long time (‘old’). The ‘old’ 
housing is are mostly inhabited by people of retirement age 
with an income below the average and without minor family 
members. In the ‘new’ housing, tenants are younger than the 
long-term residents of the housing estate, their income is 
higher and they more often have the status of family people. 

The percentage of children living in ‘new’ homes in relation 
to the adult population is twice as high as in ‘old’ ones 
(dependency ratio 0.35 and 0.19). 

Chat rooms are actively exploited only by tenants of new 
buildings. Representatives of district administrations or 
property management companies do not have access to chat 
rooms. In this regard, we can talk about a relatively large 
democracy and freedom to discuss chat rooms. 

In general, the needs and interests of the respondents are 
related to the safety of living on the housing estate and 
family well-being: safe and comfortable living conditions, 
the opportunity to provide quality education and medical care 
to their loved ones, the opportunity to walk and communicate 
with friends and family in landscaped and green zones or 
parks. The need for self-realization and self-development, 
interaction with residents of other city areas, and 
participation in the city public life are mentioned extremely 
rarely and only by young tenants, regardless of their place of 
residence. According to young people, the well-being of the 
district depends on them, while middle-aged and older 
respondents delegate responsibility entirely to the local 
government and the business structure. 

VI. CONCLUSIONS ON THE RESULTS OBTAINED 

The study did not reveal any hybridization of values. The 
analysis of the value characteristics of the tenants showed 
that traditional values have remained the same and dominate 
over the post-material values of the information society. At 
the same time, the stratification of society on the basis of 
accessibility to information technologies and the level of 
their use have been revealed. There is a need for additional 
studies of the stratification of society in the time of 
digitalization. 

Resident chat rooms are used as a tool to achieve certain 
goals of tenants living in new buildings. Participation in chat 
rooms is not directly related to the level of income and age of 
a person. The main motivation for joining the chat room is: 
the desire to become part of a mini-community, quickly 
receive up-to-date information and participate in public life at 
home. At the same time, it should be noted that digital 
socialization does not exclude personal communication 
between neighbours. 

The development (even in large cities of provincial 
Russian) of resident chat rooms as a social phenomenon with 
the potential to influence society is still ahead and is 
associated with the further digitalization of society and the 
development of technologies. It is possible that such chat 
rooms will become an important tool for communication 
between the public authorities and the population. 
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Abstract— The relevance of the topic is due to the following 

contradiction. According to comparative international studies 

there is a decrease in the interest of young people in scientific 

activity in a number of developed countries. In this regard 

Russia is an exception since young Russians relate more loyal 

to science than their peers, for example, in Europe. At the same 

time, the problem of «depreciation» of scientific personnel in 

Russia has not been resolved. Efforts are being made to 

transform high-tech industries, but not all relevant science 

schools are replenished with promising young people, as 

representatives of the digital generation prefer to choose more 

dynamic and open areas of application of their abilities. 

Against the background of this contradiction, the authors put 

forward hypothesize about the insufficient involvement of 

engineering students in scientific research. 

Basing on the concept of "student involvement", the 

consideration of this topic from a sociological point of view 

allows measuring the level of interest of students in scientific 

activities and evaluating the effectiveness of measures aimed at 

increasing the involvement of young people in science. The 

concept of "student involvement" establishes the relationship 

between the institutional, including the communication, 

environment of the university, as well as the behavior of the 

student and the results of his educational and scientific 

activities. To develop the research methodology, the authors 

relied on the concept of the influence of the university on the 

student (E. Pascarella, P. Terenzini); the theory of the 

determinacy of student success by its integration into various 

areas of university life (V. Tinto). To clarify the concept of 

"scientific communication", the authors turned to the 

conceptual model, which differentiating channels of society's 

access to scientific information (M. Bucchi, B. Trench). 

The purpose of the study was to determine the degree of 

student involvement in the scientific activities of the university 

and to analyze the conditions for the formation of 

communication strategies that promote involvement.  

The following results are obtained. First, although students 

consider science as a significant activity, they do not realize it 

as a model of their professional identity. Secondly, although 

science is of interest to many respondents, it remains at the 

level of ideas, not actions. Desirable career scenarios are not 

related to scientific activities but to work in business. Students 

are involved in scientific activities only at the level of the 

educational process, although they would like to take part in 

scientific events. Respondents see an obstacle to this in their 

own lack of confidence in their scientific and technical training. 

Thirdly, respondents' satisfaction with scientific 

communications at the university is not uniform. During the 

research there were identified communication strategies that 

both arouse interest in science and form in students a sense of 

progress in mastering research competencies. 

Keywords— student engagement, scientific communication, 

digital generation in science, undergraduate and graduate 

students of engineering specialties, professional identity. 

I. INTRODUCTION  

The paper presents the results of a study on the 
involvement of engineering students in science and the 
analysis of communication strategies that contribute to the 
involvement of representatives of the digital generation in 
scientific research. 

The relevance of the topic is due to the following 
contradiction. According to international research in a 
number of developed countries of the world, there has been a 
decline in the interest of young people in scientific activities. 
In this respect, Russia is an exception, as young Russians are 
more loyal to science in general than, for example, their 
European peers, and appreciate the impact of scientific 
achievements on society, associate the economic growth of 
the state and the improvement of living standards with 
scientific and technological development [1, p.11]. 

At the same time, it is difficult not to mention the fact 
that the problem of "depreciation" of scientific personnel in 
Russia has not yet been completely solved. This problem was 
defined in the 10s of the XXI century as a combination of 
aging of scientific personnel, deformation of its structure and 
the breakdown of continuity in scientific schools [2]. The 
ageing process has now slowed down, but it is still too early 
to talk about the age balance of research personnel. The 
uneven development of scientific fields has also not been 
overcome. Although considerable efforts have been made to 
transform high-tech industries, not all relevant science and 
technology schools are being replenished with promising 
young people, as members of the digital generation prefer to 
choose more dynamic and open fields for the application of 
their talents. Some engineering schools have disappeared or 
are on the verge of disappearing. 

II. RESEARCH 

In the light of this contradiction, the authors propose 
hypotheses about the insufficient involvement of engineering 
students in scientific research and the dissatisfaction of 
representatives of the digital generation with the formats of 
scientific communication that they have to face. 

Metadological platform. In the modern scientific 
literature, students’ research activities are one of main 
subjects of pedagogical research. Looking at this issue from 
the sociological point of view, based on the concept of 
"student engagement", makes it possible to measure the level 
of students' interest in research activities, to analyze their 
motives, to evaluate the effectiveness of activities aimed at 
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increasing young people’s involvement in science. The 
methodological aspects of "student engagement" research are 
not sufficiently explored, although they are of particular 
interest in the sociology of higher education. The concept 
establishes the relationship between the institutional, 
including communication, environment of the higher 
education institution, student behavior and the results of its 
educational and scientific activities. 

The theoretical and methodological framework of the 
presented study was based on the concept of university’s 
influence on the student (E. Pascarella); the psychological 
tradition of studying student engagement (P. Terenzini, A. 
Astin, A. Martin, M. Dowson); the theory of determining 
student success through their academic and social integration 
in different areas of the university life (V. Tinto); works on 
the role of university environment in shaping the student 
experience (R. Pace).  

E. Pascarella was one of the first researchers to actively 
and sensibly introduce the concept of "student engagement" 
into academic circles. Working on ways to assess the success 
of universities, he proposed to shift the focus from the usual 
indicators of the economic efficiency of universities or the 
demand for their graduates to the educational process itself. 
Pascarella saw the main criterion of performance in the 
"quality of effort" invested by students in the educational 
practices of universities [3]. This is how the researcher 
described the essence of student engagement and then 
defined the concept accordingly. The main idea of 
Pascarella's approach was that those higher education 
institutions that provide the highest level of student 
engagement achieve the maximum impact in their activities. 
According to this approach, students' educational activities, 
which include both academic and research components, can 
only be successful if there is a high level of student 
engagement. 

The concept of student engagement was used by 
Pascarella to compare universities, so it is no coincidence 
that the central task of the approach focused on creating a 
valid procedure for assessing the new indicator. This 
procedure, according to the author, should minimize the use 
of subjective factors and focus on objective characteristics, 
such as describing students' behavior patterns and obtaining 
actual data on the allocation of time to different learning and 
extra-curricular activities [3]. Pascarella's approach has been 
criticized for its limitations and lack of attention to subjective 
- psychological and social - factors of student engagement. 

The psychological tradition of studying student 
engagement is associated with the names of P. Terenzini, A. 
Astin and others. The former, while not rejecting Pascarella's 
ideas about the impact of the university on the student, 
developed his own concept that extended the range of factors 
of student engagement, placing at the center the individual 
experience of the student [4]. The latter, who supported 
Pascarella in understanding the importance of the behavioral 
expression of student engagement, combined the objective 
and subjective sides of the phenomenon in his definition. 
Student engagement, according to Astin, is the totality of 
physical and psychic energy expended in the academic 
experience [5, p.299]. The physical energy is manifested in 
the student's behavior, his/her participation in university 
practices. Psychic energy in Astin's understanding is similar 
to the psychoanalytic concept of "cathexis", i.e. it is a certain 
energy charge, a kind of psychic quantum invested in an 
object. 

Combining the two psychological approaches to the 
analysis of student engagement, it can be argued that the 
cognitive background, i.e. images, perceptions of an activity 
and its perception by actors, becomes a fundamental factor in 
its dynamics. If individual experience is understood as a way 
of perceiving reality based on its sensual practical 
appropriation, then the result of such perception must be 
recognized as images and representations of objects of reality 
formed in the individual's consciousness. The cathexis 
represents objects in the mental structures of consciousness 
and, depending on the nature of the representations, may 
increase, decrease or disappear altogether. Thus the dynamics 
of student engagement are related to images, perceptions and 
attitudes towards particular learning or academic practices. 
Engagement can increase or decrease to inert behavior within 
an activity [6], or even to total alienation from it [7]. Young 
people's engagement in scientific research is therefore 
determined by their image of science, their perception of the 
profession of scientist and the interiorisation of the research 
track into the students' professional identity model. 

Another manifestation of the psychological tradition of 
studying student engagement is associated with the work of 
A. Martin, M. Dowson. Australian researchers link student 
engagement to motivation, interest and academic 
achievement in young people [8]. 

The sociological tradition itself is of great interest to the 
study of student engagement. The most influential 
explanatory model in this tradition is W. Tinto's idea of the 
relationship between levels of student engagement and 
students' social and academic integration into the university 
community [9]. According to Tinto, social integration 
increases engagement, which in turn conditions academic 
integration. Academic integration, according to the 
researcher, is the adherence to explicit norms such as 
scientific ethics and academic integrity in scientific and 
educational research, as well as the internalisation of the 
values of the academic community. Tinto defines social 
integration as the involvement of students in social relations 
within the university. 

Tinto's ideas about the impact of social integration on the 
level of student engagement are enriched by P. Bramming 
and R. Pace. Bramming, who presents an alternative to the 
'consumerist' model of the student's relationship with the 
university community [10], argues that the purposeful basis 
of social interactions in higher education is the mutually 
beneficial transformation of learners and teachers. University 
communication, including scholarly communication [11], 
becomes a crucial aspect of this transformation. Pace, noting 
the relationship between the institutional environment of the 
university and the student learning experience, insists that the 
university experience is shaped by events that occur in the 
college/university environment [12]. Thus, when examining 
student engagement in university science, it seems necessary 
for students to assess the quality of scientific communication 
and the attractiveness of particular scientific events. 

To clarify the concept of "science communication" and to 
reproduce the current trends in the development of the 
relationship between society and science, the authors turned 
to the conceptual model of M. Bucchi, B. Trench, which is 
differentiating the channels and methods of access to 
scientific information for society [13]. 

The empirical basis of the article was the results of the 
authors' sociological study "Science through the eyes of 
LETI students", conducted in 2022-2023. Students of 1-3 
years of study in technical specialities of one of the leading 
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universities in Russia - St. Petersburg State Electrotechnical 
University "LETI" named after V.I. Ulyanov (Lenin) took 
part in the research (N=304 in 2022; N=103 in 2023). The 
research method was an electronic survey. Secondary results 
of sociological research were used as additional data to 
formulate hypotheses and verify the authors' conclusions. 

The aim of the sociological research was to determine the 
level of engagement of students in university research 
activities and to analyze the conditions for the development 
of communication strategies that increase engagement. 
According to the theoretical-methodological model, the 
research objectives included: 

1) to reconstruct the image of science developed by 
undergraduate and postgraduate engineering students; 

2) to analyze the level of interest, motivation and 
willingness of students to engage in scientific activities; 

3) to explore respondents' views on the quality of 
scientific communication at the University and to determine 
their level of satisfaction. 

Results and discussion.  

One of the determining factors for high student 
involvement in education and science is a set of student 
perceptions of these types of academic activities. Cognitive 
structures determine the goals and the choice of behavioral 
scenarios of students. Therefore, in the first stage of the 
study, it was necessary to assess the qualities of the cognitive 
background of young people's involvement in science. This 
was done by reconstructing the image of science formed by 
undergraduate and graduate students in technical fields. 

The analytical reconstruction of the image of science was 
carried out on several levels. First, the general attitude of the 
respondents towards science as a phenomenon and as a 
branch of human activity was reconstructed. Second, the 
perception of the profile of a scientist's professional activity 
was reconstructed. Thirdly, the degree of inclusion/exclusion 
of scientific activity in the respondents' models of 
professional identity and images of the desired future was 
determined. 

The explication of respondents' attitudes towards science 
was carried out both through rational assessments of the 
importance of the phenomenon and through the analysis of 
associative and semantic fields expressing the subjective 
perception of the phenomenon.. 

In order to assess the importance of scientific activity, 
respondents were asked to rate the importance of scientific 
and technological development on a 10-point scale (with 10 
being the most important).  

 

Fig. 1. Scale of the importance of scientific and technological 

development. 

The average score of the sample was significantly higher 
than 8 points (Fig. 1). This means that students appreciate the 
importance and significance of scientific and technological 
(S&T) development. This result is in line with the 
conclusions of the HSE researchers, which point to a 
peculiarity of Russian youth compared to their European 
peers [1]. 

Students' subjective perceptions of science were studied 
using the free association method and the incomplete 
sentence method. 

The respondents' associations with the word "Science" 
can be grouped into an associative series with the following 
structure (associations are arranged in descending order of 
frequency of mention in the respondents' answers): 

 Future; 

 Progress; 

 Development; 

 Technology; 

 Research; 

 Discoveries; 

 Inventions; 

 Experiment. 

The following associations have priority: Science - 
Future, Progress, Development. 

In order to test undergraduate students' subjective 
perceptions of science, the unfinished sentence method was 
used, which involves, among other things, the selection of 
fixed/closed semantic fields related to the phenomenon under 
study.  

In this case, respondents were asked to complete the 
sentence: "Science is..." (Fig. 2). Among the responses were 
suggested formulations selected in the preliminary phase of 
the study, during which the focus group highlighted the 
lexical units most frequently mentioned by the participants 
(undergraduate students, postgraduate students and young 
scientists in technical fields) to describe the notion of 
'science'. These included, for example, descriptions of the 
nature of modern research activities: "Science is a serious 
and complex activity"; "Science is a drive". The list of 
responses also included phrases based on the hypothesis of 
how science is perceived by 'zoomers', i.e. members of the 
digital generation: "Science is boring and long" and "Science 
should be accompanied by a hype". Finally, there were 
phrases that allowed us to make assumptions about the 
inclusion or exclusion of science in the structure of the 
respondents' professional identity: "Science is a way of life 
that appeals to me" and "Science is a profession for the 
privileged". It was also possible to give one's own answer. 
Only 3% of respondents used this option. 

 

Fig. 2. Selection of semantic fields related to the perception of the 

characteristics of modern science. 

The vast majority of respondents (73%) chose to describe 
the nature of scientific work, noting its seriousness and 
complexity. 
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Of particular interest in the responses to this question is 
the response 'Science is a way of life that is acceptable to 
me'. The proportion of respondents who answered in this way 
was only 14%. This result led to the assumption that science 

is excluded from the respondents' professional identity 
model. 

 

 

Fig. 3. Profile of the scientist’s professional activity as perceived by students.  

In order to test this assumption, the study used a semantic 
differential that made it possible to reconstruct the perception 
of the profile of the professional activity of the scientist (Fig. 
3). 

The results of the semantic differential analysis 
confirmed the conclusions drawn from the reconstruction of 
the image of science. The activities of a scientist are 
presented by the respondents as a useful, socially influential 
occupation for the benefit of humanity. At the same time, 
according to the respondents, it is a complex profession, not 
understandable for ordinary people. 

The respondents were most uncertain about the 
characteristics of a scientist's professional profile, such as 
remuneration and the fame achieved by success in the 
profession. The students were not able to place their 
assessment at either pole of the scale.  

This confirms the hypothesis that most engineering 
students do not see scientific research as a possible/desirable 
career path in their early years. 

In order to clarify the extent to which scientific activities 
are embedded/excluded in models of professional identity 
and images of the desired future, respondents were asked a 
closed-ended test question: "In which of the listed fields 
would you like to work after graduation?" (Fig. 4). 

 

Fig. 4. Respondents' preferred professional career scenarios. 

Of the career scenarios offered, 82% of respondents 
chose to work in business. Only 16% said they would like to 
work as a researcher in a scientific institution after graduation 
and 8% would like to work as a researcher in a university. 
For a third of students (32%), the most attractive career path 
indirectly related to research is working as a research analyst 
in commercial organizations. It can be said that the 
professional tasks of this career path do not involve the 
independent production of new scientific knowledge, but 
consist in processing secondary data and non-proprietary 
research results for applied purposes. 

Thus, in the course of solving the first task it was found 
out that undergraduate students of engineering courses of 
ETU “LETI” perceive science as a highly significant type of 
activity and evaluate scientific and technological 
development as extremely important for the state and 
humanity in general. The image of scientific activity formed 
among 1-3 year undergraduate students includes the 
following characteristics of science: important, useful, 
influencing society, serving the good of humanity, serious, 
complex, but abstract in relation to the student's personality 
(for 86% of respondents). Although students see science as a 
very important activity, they do not see it as a model for their 
own professional identity and future. 

The identified contradiction indicates that cognitive 
background contributes to a potentially high level of student 
engagement in science, but its actual level is not sufficient for 
young people to perceive scientific research as a desirable 
"cause of life", confirming the initial hypothesis of the study. 
The hypothesis of low engagement of 1-3 year engineering 
students in science was also confirmed by measuring their 
current level. 

Fig. 5 shows the distribution of responses to the question 
about the forms of scientific activity in which respondents 
were directly involved. 65% of respondents indicated that 
they had only been indirectly involved in scientific research 
as part of the regular academic process. It is reasonable to 
assume that this level of engagement is satisfactory for 
students. In order to verify this assumption, it was necessary 
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to analyze motivation and interest and to assess students' 
willingness to engage in scientific activities. 

 

Fig. 5. Student engagement in science among respondents. 

The main motivations for engaging in scientific research 
were identified by the technical students (Fig. 6): 

 satisfying an interest in the scientific field; 

 better career prospects. However, as previous findings 
have shown, this is not in the field of producing new 
knowledge (scientific discoveries and inventions), but 
in business in the professional role of research 
analyst; 

 an intellectual challenge; 

 acquaintance and communication with scientists. 

As the majority of respondents (65%) cited interest in 
science as their main motive for engagement, it was 
important to assess the level of interest among respondents 
(Fig. 6). 26% said they were not interested in science. 5% 
said that their interest in science had been translated into 
action and led them to engage in research activities. The most 
sought-after forms of research practices by students outside 
the educational process are science competitions and 
olympiads (Fig. 5). 

 

 

Fig. 6. Motives for engaging in scientific research and interest in science. 

The interest of 69% of respondents has not been 
translated into action. 24% of respondents associate science 
with the future rather than the present, leaving it in the realm 
of the probable and abstract rather than the practical 'here and 
now' (Fig. 6). This is notable because research on the digital 
generation shows that "zoomers" value activities that are 
"here and now" and can lead to rapid progress more highly 
than long-term projects with uncertain and unpredictable 
outcomes [14]. 

The highest proportion of respondents (45%) indicated 
that they were interested in science activities, but that 'not 
knowing where to start' prevented them from turning their 
interest into action (Fig. 6). Against the background of a clear 
interest in science activities, it was interesting to find out 
what else was a barrier to participating in them (Fig. 7). 

 

Fig. 7. Barriers to student engagement in research. 

Hypothetically, the lack of information about university 
activities could have been an obstacle. However, only one 
third of the respondents agreed with this answer. On the one 
hand, students point out that they do not know/understand 
where to start to realize their interest in science, but on the 
other hand, most of them (70%) claim that the information 
about scientific events and opportunities available at the 
university is sufficient. Consequently, even if they have 
information about the field of implementation of their 
scientific interest, students in the 1st-3rd year do not know 
how to take advantage of the available opportunities. 

The reason is most likely to be hidden in the distribution 
of other responses to the question about barriers (Fig. 7). The 
predominant barriers to participation in research activities 
identified by respondents were insufficient preparation for 
participation and lack of time for this preparation. This 
distribution of responses attracts particular attention from 
researchers, not only because it provides an explanation for 
the information contradiction (there is enough information, 
but they do not know how to start a research activity), but 
also in the context of one of the dominant motives for 
engagement in science - intellectual challenge (Fig. 5). 

The notion of intellectual challenge entered the scientific 
language with the development of concepts of intellectual 
culture [15]. Interestingly, this phrase was used in everyday 
language even before it was conceptualized. Intuitively, its 
meaning was easily recognized by users. The concept of 
"intellectual challenge" is multidimensional, but one of its 
meanings is quite clear for the 17-20 year old respondents: 
when applied to an individual, the words "intellectual 
challenge" mean a certain person's achievements in the field 
of cognitive activity [15, p.12]. Intellectual challenge means 
facing a new, challenging task. If a person feels and evaluates 
his or her intellectual resources as sufficient for the task, he 
or she accepts the challenge and is likely to succeed. 
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However, if there is insecurity, the challenge will not be 
accepted, self-esteem will continue to decline, and interest in 
the task will be suppressed in order to protect a positive self-
image. For this reason, the perceived lack of research training 
among 1-3 year engineering students is a fundamental issue 
in the work to increase student engagement in science. 
Overcoming this problem becomes a paramount task in the 
field of improving scientific communication in the academic 
community. Moreover, the communicative aspect plays an 
important role in motivating students to engage in research 
practices: the motive "to meet and communicate with 
scientists" ranked 4th in the list of determinants of scientific 
engagement of the respondents. 

Thus, the second task confirmed the basic hypothesis of 
the research about the low engagement of students in science 
and disproved the hypothesis about the satisfaction of 1-3 
year engineering students with this level of engagement. The 
vast majority of students are interested in research activities, 
but a significant proportion do not know/understand how to 
get involved in scientific practices. In addition to interest in 
the scientific field, respondents identified intellectual 
challenge and the opportunity to meet and communicate with 
scientists as determinants of high engagement. The 
intellectual challenge motive is weakened by students' lack of 
confidence in their own scientific training and their lack of 
time for such training. It is important to note that the latter 
obstacle is specific to the digital generation, in particular its 
problem of poor self-organization. The motivation to 
communicate with scientists focuses the attention of 
researchers and practitioners on the communication aspect of 
the engagement process. The problem of young people's lack 
of confidence in their research skills requires special 
attention in the construction of scientific communication. 
Addressing this issue can be seen as one of the criteria for the 
success of university research communication. 

The final task of the survey was to explore respondents' 
views on the quality of scientific communication at the 
university and to determine their level of satisfaction with it. 
When asked to assess the overall level of awareness of 
research at the university, the respondents were fairly evenly 
divided: more than a third (39%) felt that there was enough 
information; 43% felt that there was not enough information 
or that they did not know where to get it (Fig. 8). 

 

Fig. 8. Respondents' satisfaction with information provision. 

When asked openly what information students lack, 
respondents said that they knew little about the involvement 
of young people at university in science, or about the topics 
and scientific achievements of leading scientists at the 
university. Notably, that according to earlier findings, the 
latter issue is of particular interest to the students who took 
part in the sociological survey. 

As expected, social media and messengers were the most 
preferred format for science communication among 
respondents from the digital generation (Fig. 9). 

The results draw particular attention to a format such as 
science and technology festivals, which was ranked second 
by respondents (38%). This format allows not only to inform, 
but also to involve students both in scientific communication 
with scientists and in the realization of practical scientific 
activities. Communication with scientists maintains a high 
level of interest among students, while the opportunity to 
participate directly in the actual practice of scientific 
activities strengthens their confidence in the relevant 
competences.  

 

 

Fig. 9. Attractive formats for science communication and events. 

When it comes to the content of science festivals, the 
most attractive events are probably the master classes of 
renowned scientists (49%) (Fig. 9), i.e. events that combine 
both the opportunity for direct communication to exchange 
experiences and the practice of participating in scientific 
research "here and now". 

III. CONCLUSION 

Summing up the results of the study, we would like to 
note that its results confirm the respect and interest of 
Russian youth in science. At the same time, the data collected 
for the target group consisting of 1-3 year students of 
technical specialties of one of the leading universities of 
Russia ETU “LETI” show that only 5% of the respondents 
showed that their interest turned into action and led them to 
participate in scientific research. The reasons for the low 
involvement of students in research activities lie in the 
dissatisfaction of young people with the quality of scientific 
communication with the academic community and the lack 
of confidence in their own research skills. The above factors 
are strong prerequisites for the reformatting of university 
research communication systems. 
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Interestingly, students' expectations of science 
communication reflect general trends in science 
communication around the world. In particular, these 
expectations clearly point to the need for communication 
strategies to engage the digital generation in science to shift 
from a deficit model to dialogic concepts. 

The deficit model was based on the assumption of 
unprepared recipients, the inability to easily understand 
scientists' ideas and discoveries, and the low scientific 
literacy of the audience. As a result, such science 
communication conveyed ready-made packages of 
knowledge in a comprehensible form. Downstream 
communication usually does not include explanatory 
mechanisms and is limited to the results of research without 
specifying its methodological principles. This is particularly 
characteristic of the communicative strategies of the learning 
process itself. The deficit model strengthens the recipients' 
sense of ignorance, incompetence and detachment from 
science, which blocks interest of some students in it, while 
some others transfer plans to engage in research activities to 
the realm of the abstract future.  

Among the dialogue concepts, the most prominent are the 
dialogue model itself and the engagement and participation 
models.  

The dialogue model, which directly replaces the one-
sided deficit model, has, like its predecessor, been criticized 
for focusing on the "fun of talking" about scientific and 
scholarly topics rather than on in-depth discussion of the 
scientific results themselves. A variation of this model in 
practice are the so-called "science cafés". Despite the general 
criticism of the dialogue model, this communication strategy 
is very useful for undergraduate students in particular, as the 
science café format creates a favorable cognitive background 
for the perception of science as an interesting and accessible 
field of human activity, reducing the fear and alienation of 
not being able to understand it. 

The engagement model consists of communication 
strategies aimed at the general public interested in learning 
about scientific issues, as well as involving the popularizes of 
science themselves. It is possible and effective for students to 
participate in this model from year 3 onwards. They can act 
as science popularizes and mentors in pupils' research 
practices, thereby strengthening their own research and 
academic competences. 

Finally, the third model - the participation model - 
involves the creation of an open information space based on 
the principles of communication formats such as "citizens of 
science" and "open science". [13]. The first strategy involves 
the contribution of citizens who are not, or not yet, scientists 
to the production of scientific data. The second is the open 
and publicly accessible publication of research protocols and 

data, results and conclusions of analyses carried out, etc. It 
seems that the creation of a digital university platform that 
operates according to the principles of the participation 
model will be helpful not only for the development of youth 
science, but also for the research practices of the entire 
academic community. 
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Abstract— This study will define the criteria for quantifying 

the image of the USSR in the pages of “Argumenty i Fakty”. 

The empirical basis of the article is based on the content 

presented in “Argumenty i Fakty” from 1982 to 2022. The use 

of mathematical methods made it possible to analyze all issues 

(on a continuous sample) and determine the range of articles 

mentioning the lexemes "USSR", "Soviet Union", "Soviet 

Union", "Soviet country". The most prominent images of the 

USSR in “Argumenty i Fakty” are the following: the winner in 

World War II and the geopolitical rival of the United States in 

the Cold War. A content analysis of the articles proves the 

importance of the Soviet experience for understanding Russian 

domestic and foreign policy. 
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I. INTRODUCTION 

Russian society today continues to have a pronounced 
demand for comprehension of the Soviet past. The study of 
films that represent the history of the USSR and the 
peculiarities of everyday life of Soviet people is particularly 
well represented in scholarly discourse [1; 2; 3; 4]. Also 
notable are studies devoted to the construction of knowledge 
about the Soviet Union on popular digital platforms.  

The Soviet Union casts a long shadow. Interest in Soviet 
cultural artifacts, social ideas, and political meanings, 
acquiring nostalgic forms, persists among young people born 
after the collapse of the USSR. The inexorable digitalization 
of social processes now actualizes, substantiates and 
predetermines the researchers' appeal to the study of the 
contemporary reception of the phenomena of Soviet 
civilization in the Internet space [5].  

To paraphrase Lenin, it can be argued that of all media, 
the most important for us now is the Internet, which allows 
not only to expand the circle of subjects constructing ideas 
about the USSR, but also creates platforms for public 
discussion of both contemporary media products telling 
about the Soviet experience, and Soviet products of material 
and spiritual culture [6]. One example is Parfyonov's 
YouTube projects (NMDN). 

In the comments under the videos, serious discussions 
unfolded in which historical parallels were drawn, including 
comparisons between the events of the Soviet past and the 
Russian present. Commentators often disagreed with those 
versions of Soviet history presented, for example, in the 
narratives of contemporary statesmen. Thus, at present, the 
Internet (including YouTube channels, which, in P. Nore's 

terminology, can be called digital memory sites) is a sphere 
in which new perspectives on the past are crystallized. 

The close connection between national and historical 
politics is commonplace in the social sciences and 
humanities. History is the basis for the construction of 
national solidarity. These studies follow the logic set by 
O.Yu. Malinova and A.I. Miller - historical politics allows 
the construction of national identity and performs a 
worldview function, determining the semantic field of 
reflection of modern processes. 

The attention of scholars is also attracted by Yuri Dudy's 
projects "Kolyma - the birthplace of our fear" [7; 8], Alexey 
Pivovarov - "Rzhev - Russian Death Valley", Katerina 
Gordeeva - "Afghan. A Man (Hasn't) Returned from the 
War" [9]. In the focus of research interest is the public 
reception of the films posted on the YouTube platform. 
Judging by the number of likes and comments, the above-
mentioned projects interested Internet users, which allows us 
to assert the high relevance of Soviet history in the current 
period of Russia's development.  

On the one hand, it is possible to study public references 
to the Soviet past as a tool of official discourse constructing 
the national macro-identity within the social sciences [10]. 
On the other hand, a discussion of the positive/negative 
statements of the contemporary political opposition/elite 
about the Soviet past and their political potential may be of 
academic interest [11]. It should also be noted that in the 
discourse of the modern (mostly non-systemic) opposition, as 
well as in the critical academic community, theses about the 
similarity of the principles of Soviet and Russian foreign 
(and even domestic) policy are often heard.  

II. THEORETHICAL PART: APPROACHES TO THE STUDY OF 

COMMUNICATION STRATEGIES 

Thus, the main focus of memory politics research is the 
study of the state historical narrative, which seems to be the 
most logical and simple in terms of choice of sources and 
methodological optics. Historical narratives of opposition 
politicians [12] are less frequently, but still come into the 
field of view of scholars, but this turn does not imply an 
expansion of the source base and innovations in 
methodology. 

The conversation about "the Soviet" with mass audiences 
is also conducted by the traditional print press, which 
(although it has digital avatars) is oriented toward an 
audience formed before the digital age of informational 
materialism. Thirty years after its collapse, the Soviet Union 
is acquiring the qualities of a meaningful "other" also for 
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those generations that can boast of possessing the conscious 
experience of Soviet life. 

Sharing the position of constructivism, we will formulate 
a thesis about the serious (though perhaps not fully reflected) 
influence of the media on the memories of the mature 
generations about the Soviet past. The peculiarities of the 
construction of representations about the USSR, or in other 
words "communication strategies", will be analyzed on the 
material of the all-Russian newspaper “Argumenty i Fakty”.  

The study of communication strategies is a field of 
interdisciplinary research. Appealing to the theories and 
methods of linguistics allows scientists to analyze a wide 
range of socio-humanitarian problems. In particular, the 
image of migrants, both in Russia and abroad, which is 
created by new and traditional media, is a popular topic of 
research.  

There is no generally accepted classification of 
communicative strategies in academic discourse. In each 
case, researchers construct their own communication 
strategies. However, for example, the sociologist M.V. 
Simonova, believes that the communication strategy is the 
identification of the recipient of information with a certain 
social community and the creation of negative 
representations about representatives of other social 
communities [13].  

The analysis of communication strategy, from the point 
of view of philologist E.B. Pavlova, is possible through the 
definition of the conceptual and thematic plan of speech 
action [14]. The thematic repertoire, for example, the printed 
press, constructing representations of social reality, can be 
identified through a frequency analysis of the vocabulary 
used in it.  

Thus, in this study, it is proposed to understand the 
communicative strategy as a way to create a template or 
stereotypical perceptions of the social world in the consumer 
of information. The media perform the function of 
"deconstructing" and "rationalizing" (in the words of M. 
Weber) the world around them, offering ways of 
understanding and forming the reader's view of phenomena 
unfamiliar to him, new, mysterious and having the potential 
to disrupt the usual order of things. Social scientists, 
considering the above-mentioned mission of mass media, 
often refer to the media image of migrants [15; 16] and 
(especially) new politicians [17], who bring elements of 
chaos and unpredictability to social reality. 

Discursive research on British material argues that a 
negative media image reduces a migrant's chances for 
successful socio-political adaptation [18]. The Muslim 
community and the Islamic religion are also presented in a 
rather critical manner in the European press [19; 20], which 
confirms the function of the media to construct boundaries 
between social groups by emphasizing the opposition "our 
own" - "alien".  

Scientific research aims to identify (positive and 
negative) media strategies of embedding (or in other words 
domestication) of the conventional "alien" or "other" (in the 
broad sense) in the everyday world of information 
consumers. Communication strategies are determined 
through the analysis of the frequency of mentioning certain 
word forms in the print discourse, which also allows to 
record the dynamics of their popularity in certain time 
intervals. The novelty of the present study lies in the 
involvement of quantitative methods and appeal to the 
traditional media, which is becoming rarer and rarer in the 

scientific discourse, although it allows recalling the existence 
of consumers of non-digital information. 

Appealing to the study of communication strategies 
implicitly involves an analysis of the goals possessed by the 
subject entering into communication [21]. Sharing ideas 
about the importance of historical content in the media, 
aimed at - "dissemination of relevant information and impact 
on public opinion". Following these authors, we will take 
into account three aspects: the past is "the source of 
modernity and the key to understanding its problems"; the 
past is "openly modernized, i.e. criticized from the 
perspective of current views on life"; the past is created as a 
market product and should be clothed in an entertainment 
shell [22; 23].   

"References to the past are used to form a historical 
perspective and contextualize current news" [24]. Talking 
about the Soviet past - can be defined within the strategy of 
creating a positive or negative image, which can either 
support or criticize the idea of continuity between modern 
Russians, Russia and Soviet people, civilization by the state. 

III. DESCRIPTION OF THE EMPIRICAL BASIS AND 

METHODS OF RESEARCH 

“Argumenty i Fakty” is among the most popular social 
and political print media in Russia, ranking eighth in the 
Medialogy's 2022 rating. According to the Mediascope 
analytical company, the audience of one (paper) issue of 
“Argumenty i Fakty” reaches 3.8 million people, twice as 
many as that of Komsomolskaya Pravda, for example. The 
newspaper “Argumenty i Fakty”, founded in 1978, has 
formed the largest group of subscribers in Russia, who 
continue to subscribe offline in the age of digital technology 
development.  

“Argumenty i Fakty” is listed in the Guinness Book of 
World Records for the largest circulation in world history. 
More than 33 million copies were printed in May 1990. 
Currently, "Argumenty i Fakty" has the largest readership in 
Russia, at more than 4.5 million, and the average monthly 
readership of AiF.ru is about 30 million users. The 
newspaper has the largest number of international and 
regional editions among Russian publications. 

Thus, the study of communication strategies of the above-
mentioned print publication allows us to identify modern 
media strategies aimed at the so-called "analog generation" 
[25] (consumers of information), which trusts traditional 
media.  

“Argumenty i Fakty” has prominence and appeal in the 
academic world as well, often serving as empirical material 
for research, such relevant and diverse topics as the image of 
China [26], the language of hostility [27] or the aesthetic 
potential of infographics [28]. There are articles devoted to 
the characteristics of the readership of “Argumenty i Fakty” 
[29]. 

Ignoring the fact of the existence of the USSR and the 
Soviet experience in contemporary Russia is impossible. 
However, determining the qualitative characteristics of 
communication (media) strategies for talking about the 
Soviet is an unsolved research problem. Is the mentioning of 
the USSR a process of historical memory formation and/or a 
way of explaining the events of the present? Both imply an 
influence on the identity of the readers. This study will define 
the criteria for determining the qualitative and quantitative 
characteristics of the image of the USSR in the pages of 
“Argumenty i Fakty”. 



22 

The empirical basis of the article is based on the content 
presented in “Argumenty i Fakty” from 1982 to 2022. The 
use of mathematical methods made it possible to analyze all 
the issues (by continuous sampling) and determine the range 
of articles in which the lexemes "USSR", "Soviet Union", 
"Soviet Union", "Soviet country" are mentioned. The data 
were extracted using a parser written in `Python` and the 
library `BeautifulSoup`. In the array of articles selected in 
this way the top-100 most popular words and phrases 
(bigrams) were determined, as well as a sentiment analysis 
[30], which allowed to register the general emotional tone of 
the articles and specific fragments in which the USSR was 
mentioned.  

The empirical data allow tracing the dynamics of the 
demand for the image of the USSR in “Argumenty i Fakty”. 
In the period from 1982 to 1991 the number of references to 
the USSR fluctuated from 50 to 100 in each issue, then the 
curve went sharply downwards. In the post-perestroika 
period, interest in history fell [31], but during the presidency 
of Dmitry Medvedev (2008-2012) a turning point in the 
editorial policy of “Argumenti i Fakti” occurred, a stable 
trend of the return of the "Soviet" in the field of interest of 
the editorial board and the staff of the newspaper (see Graph 
1).  

 

Graph. 1. The number of mentions of the lexemes "Soviet" in the articles 

of the newspaper “Argumenty i Fakty” by year 

In particular, an increase in interest to Soviet sports since 
2012 is registered; the emotional tone of the articles is rather 
positive (especially after 2007). The interest to the Soviet 
cinema, as well as to education, has been increasing since 
2011-2012. It should be noted that the emotional tone of the 
conversation about the achievement of Soviet 
cinematography steadily tended to be negative from 1994 to 
2008, but then (and up to the present moment) a positive 
trend began to be observed. Interest in Soviet space has been 
growing since 2007-2008, and the emotional tone of the 
articles is very high. Interest in the collapse of the USSR is 
shaping up from 2011-2012. From 2015 to 2022 the 
indicators of the popularity of the lexemes "USSR" and 
others reached the level of the 1980s. However, it should be 
noted that at the same time the volume of words in the issues 
of AiF increases. At the same time, the emotional tone of the 
articles (and their fragments), which mention the Soviet 
Union, varies little over the studied 40 years (see Graph 2). 

 

Graph. 2. The average emotional (sentimental) tone of the issues of the 

newspaper "Arguments and Facts", in which the lexeme "Soviet" is 

mentioned by year 

IV. MEDIATOPICS OF THE USSR 

The analysis of media communication strategies begins 
with the identification of an image of a particular 
phenomenon of social reality. A frequency analysis of word 
usage in the “Argumenty i Fakty” newspaper reveals so-
called buzz-topics, or in other words, topics frequently 
discussed in the media and presumably of high public 
importance [32]. 

The Soviet era is presented in “Argumenty i Fakty” in 
several ways as a "heroic" time and a period of 
accomplishments. The most popular collocations (bigrams) 
used next to the lexeme USSR are "hero Soviet" (1st place) 
and "twice hero" (8th place), "Cavalier Order" (20th place), 
"to award a title" (30th place), Order of Glory (32nd place).  

The prevalence of the positive component in the 
discourse about the Soviet era as a time of innovation and 
achievement can be evidenced by the fact that the eleventh 
place in the top 100 is occupied by the lexeme "the first" 
(3333). We should also note the fairly frequent use of such 
positive lexemes as "work" (37), "work" (42), science (54). 

“Argumenty i Fakty” pays special attention to the period 
of the Great Patriotic War. The biggram "Marshal Soviet" 
takes 7th place by popularity in articles devoted to the USSR, 
the word combination - "World War II" is in 20th place, and 
"Great Patriotic War" is in 21st place.  

The USSR is not only the winner of the Great Patriotic 
War, but also the superpower of the Cold War. In the articles 
of AiF, in which the lexeme "USSR" is found, such bigrams 
as "Berlin Wall" (29th place), "territory of FRG" (34th 
place), "security guarantee" (35th place), "NATO troops" 
(41st place) are often encountered. 

Thus, the most prominent images of the USSR in 
“Argumenty i Fakty” are the following: the winner in World 
War II and the geopolitical rival of the United States in the 
Cold War.  

V. THE CONTEXT OF ACTUALIZATION 

After determining the possible repertoire of images of the 
USSR, the reasons for the interest in "the Soviet" in the 
editors of “Argumenty i Fakty” should be suggested. A 
frequency analysis of the most popular words used in articles 
mentioning the Soviet Union makes for a curious conclusion. 
The lexemes in the first places are: USSR (61085), year 
(10219), country (7600), Soviet (7231) - which requires no 
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explanation. However, "Russia" (4,581) and "USA" (4,468) 
come next, which fixes the interest to the Soviet experience 
in the context of describing the realities of modern Russia 
(because the main goal of “Argumenty i Fakty” is to form 
stereotypical ideas about the current reality). 

The frequency of references in the same articles to such 
words as "the USSR" and "the United States" (which has 
been Russia's main geopolitical opponent/partner since the 
beginning of the Cold War era) suggests the relevance of 
memories of the Soviet experience in the context of 
presenting contemporary problems of Russian foreign policy 
on the pages of “Argumenty i Fakty”. The lexeme 
"American" is also a frequent visitor (in 56th place). At the 
same time, other countries are far behind. Even the word 
"Germany" (taking into account the importance and 
relevance of World War II) according to the number of 
mentions is on the 70th place, and "Europe" - on the 75th. 
Let us once again note that in the articles about the USSR, 
the lexemes related to the fall of the Berlin Wall and, 
presumably, to the promises made to Gorbachev in the era of 
the termination of the CFD, are popular. 

The following word forms are also frequent: "former 
Soviet" (5th place), "disintegration Soviet" (6th place), 
"collapse Soviet" (22nd place), "last year" (26th place), 
"disintegration" (39th place), which implies that “Argumenty 
i Fakty” pays considerable attention to the post-Soviet space. 
A discussion of the USSR (and even more so its 
disintegration) is an opportunity to once again draw the 
reader's attention to the structure and qualitative content of 
the post-Soviet space, and therefore to the type of 
relationship that Russia builds with the states of the Near 
Abroad 

Thus, the content analysis of “Argumenty i Fakty” proves 
the importance of the Soviet experience for understanding the 
domestic and foreign policy of the Russian Federation. The 
simpler and more stable the schemes based often on the 
opposition "their own - alien", the less changeable, the more 
viable they are in the human cultural space [28]. The 
representation of the Soviet era in a positive context allows 
us to mark the USSR as a significant "other" for 
contemporary Russia. The description of the USSR as the 
victor in World War II and a powerful rival of the United 
States during the Cold War can be defined as an element of 
contemporary symbolic identity politics, and “Argumenty i 
Fakty” as its important agent/subject. 
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Abstract— Based on the Russian educational standard, they 

are determined the vectors of digital transformation of the 

competence model of the future advertising and PR specialist 

as an effective communicator. The performing professional 

functions of a communicator in the digital sphere is based on 

specific communication strategies. They form the basis of a 

communications specialist’s personal brand. Based on the 

method of system analysis, the authors represent the concept of 

professional digital competence from the point of view of the 

communication, not the technological aspect. It is also given its 

significance in the formation of a professional brand of a 

communications specialist. The main purpose of the research is 

to identify communicative strategies in the digital environment 

in the competence model and the stages of their formation as 

part of the personal brand of an advertising and public 

relations specialist. Based on the modeling method, it is 

described the nomenclature of such strategies. It is noted that 

they contribute to the formation of the personal brand of the 

future communicator in the digital environment, as well as the 

students’ readiness to implement them in professional 

activities. 

Keywords—communication strategies, digital environment, 

personal brand of the communicator, professional 

communication culture, professional training of the future 

communicator 

I. INTRODUCTION  

The modern digital society is not limited only to the 
economy, but represents an integral system that changes all 
spheres of human activity. Today we live in conditions of 
forced transformation of the media and, in general, the 
infocommunication sphere, which main features are the 
following: global digitalization and the introduction of 
artificial intelligence into the media sphere; changing media 
consumption under the influence of new challenges and 
threats; activation of destructive content, including fakes, in 
huge information flows; the metamorphosis of the media and 
advertising space due to the departure from the Russian 
communication environment of a number of social networks, 
video hosting, the departure of some brands and the 
rebranding of others, etc. 

Modern advertising and PR education cannot but meet 
the challenges of the new digital environment and is forced to 
change the idea of professional competencies that a specialist 
should have to be in demand in the market. The architecture 
of higher education is changing, which obliges it to be more 
receptive to the challenges of the digital environment. 
Universities should have a flexible approach to the formation 
of "Advertising and public relations" basic educational 
programs. 

In the context of technological innovations and 
information confrontation, there is a need to comprehend not 
only the new principles and technologies of the 
communicator's activity in the digital environment, but also 
the new ethics of the communicator's profession. During this 
period, new professional competencies in the use of digital 
technologies, as well as flexibility and foresight of decisions 
made from the standpoint of social responsibility, were 
required from specialists who take over the functions of 
managing information flows passing through various 
channels. 

At the same time, it is important to note that in addition to 
high qualifications, practical experience, the ability to form 
an effective professional image, personal and professional 
brand plays a huge role in the modern labor market. 

This aspect is particularly relevant for mass and 
professional communications specialists, since they, 
performing the functions of a practical psychologist, 
sociologist, marketer, public relations specialist, advertiser, 
journalist, are public people. The need for specialist 
communicators has been growing in recent years. They are 
called upon to form a communicative space in their 
organization, create favorable conditions for its development, 
and increase public capital. The task of such a specialist 
includes the prevention of crisis situations, consulting 
activities on communications. 

The main purpose of the work is to identify 
communicative strategies in the digital environment in the 
competence model and the stages of their formation as part of 
the personal brand of an advertising and public relations 
specialist. 

II. PROBLEM STATEMENT 

According to the Russian federal state educational 
standard of higher education in the field of training 42.03.01 
"Advertising and public Relations" (bachelor's degree level), 
the field of professional activity of bachelors includes a 
number of components: 

1) communication processes in interpersonal, social, 
political, economic, cultural, educational and scientific 
spheres; 

2) techniques and technologies of mass, business and 
personal communications; 

3) technologies of promotion of competitive properties of 
goods, services, commercial companies, non-profit and 
public organizations, state institutions, their positioning in the 
market environment; 

4) public opinion [1]. 
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In the rubric "Generalized labor function: implementation 
of a communication strategy" we will also see a list of labor 
functions aimed at work related to communications: 
"organization of interaction with the media", "organization of 
direct communications", etc. [1]. 

In accordance with these statements, the possession of 
communication strategies is a key component of the personal 
brand of an advertising and public relations specialist in the 
context of digital transformation of the society. 

III. MATERIALS AND METHODS 

The presented research is based on the ideas of 
systematic, practice-oriented, competence-based and 
integrative approaches to the organization of the educational 
process of students in Advertising and public relations in 
order to form a set of communication strategies in the digital 
environment as the basis of future bachelors personal brand. 

The methods include content analysis of relevant 
regulatory documents; monitoring the implementation of the 
educational process; interviewing students to identify 
educational deficiencies; modeling the structure of training 
modules; analysis of the content of academic disciplines; 
designing a model of professional competence of an 
advertising and public relations specialist. 

From September to December 2022, we monitored 
students of 3-4 courses (126 people) in the field of 
Advertising and public relations at Linguistics University of 
Nizhny Novgorod. Attention to this contingent of students is 
due to the presence of initial professional knowledge and 
skills obtained as a result of practical training, internship and 
mastering modules of specialized disciplines. It should also 
be noted that 45% of respondents already have a part-time 
job in the professional field. 

IV. RESULTS 

The stated subject of the study determined the scientific 
and theoretical basis of this work. 

Digital space in the formation of personal communication 
strategies in the learning process, as well as pedagogical 
technologies in the management of educational and creative 
activities of students are the object of study of Russian and 
foreign specialists [2] 

Thus, D. Aijun, K. Zunyou, Y. Zhou have devoted their 
works to the analysis of the possibilities of adapting the 
audience of the media sphere to new realities [3; 4]. Special 
attention in communication research is paid to the problems 
of the digital competencies development in the field of higher 
education, taking into account global transformations [5]. An 
important problem of such studies is the comprehension of 
the importance of the formation of professional, social and 
personal competencies in the conditions of higher media 
education [6]. 

The issues of identifying effective strategies and tactics 
for creating an image are considered by such authors as D.V. 
Olshansky [7], E.B. Shestopal, E.V. Egorova-Gantman [8] 
and others. The research of A.I. Solovyov [9], E.L. Dotsenko 
[10] and others are devoted to the problems of manipulating 
mass consciousness with the help of public images. An 
important aspect of the application of image formation and 
actualization technologies in the modern communicative 
space is developed in the works of V.G. Danilova [11], A. U 
Piterova, A.A. Medvedeva [12], E. V. Shvets [13]. 

At the present stage of the science development, there are 
many definitions of a brand. Most often, it is somehow 
associated with the concepts of "image" and "reputation". 
Summarizing the opinions of various authors, it can be 
concluded that the brand is the quintessence of the most 
important features that are purposefully positioned, and 
which the manufacturer is trying to show from an attractive 
side. 

The issues of forming a specialist’s personal brand in the 
digital space are quite new in scientific usage, science has 
recently started studying this category. However, it is worth 
noting that a certain image of an advertising and public 
relations specialist in the digital landscape, considered 
collectively as professional and personal qualities, is 
beginning to take shape in research. 

The analysis of expert assessments and scientific research 
made it possible to identify the main professional 
requirements for advertisers and PR specialists that 
determine the ways of digital personal brand development: 

1) Possession of advanced advertising and PR 

technologies, especially in the field of digital 

communications. Kaiser Guntram, a German PR specialist 

and scientist, explains the formation of these requirements 

by the emergence of new information transfer tools and the 

development of Internet communication, social media, 

applications and a wide choice of gadgets [14]. 

2) Mobility, flexibility and stress resistance, activity. 

Researchers attribute this to the acceleration of the life 

speed, and hence with an increase in the volume of 

information, the diversification of forms and channels of its 

transmission. 

3) Communicative competence as the most important 

professional criterion is manifested in such qualities as: 

sociability (the ability to easily deal with people), 

proficiency in lecturing, a high level of emotional 

intelligence, the ability to convince, inspire, discuss, defend 

your point of view and at the same time be able to recognize 

the point of view of a partner, the ability to negotiate, 

formulate your thoughts clearly [15]. 

4) Knowledge of several languages. The international 

digital field defines the requirement for proficiency in 

several foreign languages. Knowledge of English is 

considered mandatory, as well as the languages of countries 

and peoples with whom effective cooperation of each 

particular company is developing. 

5) Broad outlook and erudition imply knowledge in the 

field of economics, politics, international relations, 

knowledge of basic categories of psychology, sociology, 

cultural studies and journalism in the sphere of digital 

communication. It is erudition that allows an advertiser and 

PR manager to work in conditions of multifunctionality and 

multitasking [14]. 

The presented components of the personal brand are 
based, first of all, on the communicative capabilities of an 
advertising and public relations specialist. Precisely chosen 
communication strategies are the most important factor in 
influencing other people and the basis of professional 
interaction. 

At the same time, personal and business communication 
processes are moving into a digital environment, which 
requires communicators to possess a special type of 
communicative culture, as well as communication strategies. 
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Only upon closer examination, it is possible to identify 
several basic elements that include the communicative 
strategies of an advertising and public relations specialist 
today: 

1) Communicative competence as readiness and ability 
to communicate as the most important component. It is 
studied in many research and is manifested in such qualities 
as: 

a) sociability, proficiency in lecturing, the ability to 

manage your emotions and mood, the ability to convince, 
inspire, argue, defend your point of view and at the same 

time be able to comprehend the partner's point of view, the 

ability to negotiate [16]; 

b) possession of the reflection skills — rational 

analysis of one's own experience and behavior, thinking, 

decisions made in order to identify the strengths and 

weaknesses of one's own personality and manage further 

behavior; 

c) lapidarity — the ability to briefly and clearly form 

your thoughts [17]; 

d) the ability to optimize interpersonal relationships 

in a group, the ability to express oneself, as well as the 

ability to influence other people [18]. 

2) Speech component: knowledge of the language, its 
phonetics, vocabulary, grammar, stylistics, culture of 
communication, possession of these means of language and 
mechanisms of speech — speaking, listening, reading, 
writing — in the frame of social, professional, cultural needs 
of a person [19]; 

3) Possession at the cognitive level of the skills of 
handling large amounts of information, including in the 
Internet space, including the ability to organize the search 
for necessary information, work with chosen information, 
structure, systematize, summarize and present in a way that 
will be understandable to the audience; 

4) The ability to analyze information from various 
sources, including contradictory, compare it, understand the 
tasks of the authors on the interpretation of information. The 
ability to competently apply the information received in 
everyday life and professional activities, to have the skills to 
switch to different rhetorical and substantive languages of 
communication (household, professional, journalistic, etc.);  

5) Awareness of the peculiarities of communication in 
the Internet community, management of one's own activity in 
the digital space, including the competent formation of the 
goals and objectives of communication via the Internet 
based on common moral values; 

6) Culture of nonverbal communication: gestures, 
movement plasticity, mimic score. 

The described aspects allow us to define a 
communicative strategy as a set of norms, methods and 
forms of interaction based on the best patterns and values of 
behavior in digital space. The cultural component of 
communication is connected with a system of standards and 
representations of personality, which are included at the 
moment of offline and online interaction with other subjects. 

As part of the training of specialists in advertising and 
public relations, the formation of communication culture in 
digital space is integrated into the training program of the 
basic and variable parts. However, in order to organize a 

purposeful process, it is necessary to identify the individual 
students’ communicative experience. 

A study conducted on the basis of the Department of 
advertisement, public relations and tourism at Linguistics 
University of Nizhny Novgorod showed the following 
features of the formation of the following students’ 
communicative skills. 

According to the results of the study, 55% of students 
have communication skills above average and high: students 
are able to listen to the interlocutor, are patient enough in 
communicating with others, calmly defend their point of 
view. 30% of students have average sociability, that is, they 
are sociable, but they are reluctant to participate in disputes 
and debates, they do not immediately feel comfortable in an 
unfamiliar environment. However, 15% of students do not 
have the necessary communication skills, they feel insecure 
in interpersonal communication situations. 

The results of communication styles that students obtain 
are interesting. Within the framework of the study, four 
communication styles were identified: 1) action orientation; 
2) process orientation; 3) social orientation; 4) perspective 
orientation. Among future advertising and public relations 
specialists, 21% are characterized by a desire to discussion of 
results, specific issues, behavior, responsibility, experience, 
achievements, decisions (the first style), 21% are focused on 
discussing facts, procedural issues, planning (the second 
style); 43% prefer communication with people, discussion of 
motives, feelings and emotions; only 15% of students 
communicate, understanding the purpose and prospects of 
interaction, are able to discuss concepts and strategies, that is, 
work for the future. 

These results are further used to form a personal brand of 
an advertising and PR specialist, namely communication 
strategies as its element. Within the disciplines of "Theory 
and practice of digital communication", "Image and 
reputation in digital space", "Development of a digital 
advertising product " and "Imagology", the concept, structure 
and skills of formation of communication strategies in the 
digital environment as a tool to ensure the personal brand of 
the future communicator are included in the content of the 
training program. The consolidation of communicative 
culture skills takes place during practical training 
(educational, productive and pre-graduate practice). In its 
formation, the process of mastering communication strategies 
in the digital environment goes through such stages as: 

Stage 1 — preparatory: the formation of a value attitude 
to effective forms of communication in the digital space. 

Stage 2 — theoretical training: formation of a system of 
knowledge about effective ways of communication, as well 
as communicative culture in the digital society. The 
acquisition of such knowledge at the higher school is realized 
both within the framework of separate topics, sections of 
specialized disciplines, and as separate academic disciplines 
(variable and optional). 

Stage 3 — practical training: development and practical 
consolidation of communication skills in the virtual space, 
where the main focus is on communication activities. 
Practical methods are used: observation and analysis of 
communicative activity, exercises and trainings, instruction, 
organization of student's communicative activity in various 
situations in terms of digital interaction. An important form 
of activity at this stage is productive practice.  
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As a result of mastering the skills and abilities of 
interaction and influence in the digital environment, a system 
of communication strategies is formed, namely: 

– possession of a theoretical basis in the field of 
advertising and PR for goods and services promotion in 
digital space; 

– ability to analyze and critically evaluate the digital 
media texts in order to determine the linguistic and cultural 
context of strategies, tactics and techniques of indirect 
influencing consumers; 

– the ability to practically implement existing knowledge 
in communicative and professional situations in digital 
society; 

– possession of direct and indirect influence techniques 
for the purpose of performing professional functions; 

– possession of strategies for autonomous professional 
development activities in Internet space and professional 
self-improvement. 

V. CONCLUSION 

It should be noted that within the framework of this 
article, the author's vision of communicative strategies for the 
formation of a personal brand of future communicators in the 
digital environment was presented. 

In conclusion, it should be noted that the possession of 
communication strategies determines the ability of a person 
to establish relationships with people easily and quickly, the 
desire to expand the sphere of communication, to participate 
in social and group events that satisfy the need of a person 
for broad and intensive communication in digital society.  

The success of the professional activity of an advertising 
and public relations specialist depends on the level of models 
of communicative behavior development in the modern 
digital landscape. Consequently, communication strategies 
are a key link in the formation of an employee's personal 
brand of an effective communicator of a digital society. At 
the same time, the modern realities of the digital society and 
the active transition of the business sphere to the system of 
digital interaction are changing the forms, types, system, 
structure and functions of communication. Communication 
and organizational skills in numbers, as one of the aspects of 
communication, can be developed by everyone. The 
perspective of the study is to describe the correlation of 
communication strategies with digital technological skills 
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Abstract—The article is devoted to the process of 

politicization of a non-political sports event in the digital media 

space. The purpose of the study is to identify the main tactics 

and techniques for implementing a communicative strategy for 

politicizing a sports incident in digital media on the example of 

the doping scandal during the 2022 Winter Olympics. 

The material of the study was a sample of 132 texts devoted 

to the topic of the doping incident associated with figure skater 

Kamila Valieva, and published in February 2022 in Russian 

digital media (electronic newspapers and blogs), adhering to a 

pro-government or opposition orientation. 

The main attention is paid to the tactics and techniques of 

discrediting, which are actively used in both sports and political 

media discourses. The main subjects of discrediting in different 

types of Russian media are highlighted. 

As a result of the conducted research, a conclusion was made 

about the polar opposite interpretations of the same sports 

incident by different media actors, depending on their political 

beliefs and value preferences. 

Keywords — communicative strategy, discrediting tactics, 

discrediting technique, politicization, sports incident, sports and 

politics, digital media, mediatization of sports 

I. INTRODUCTION 

In this article the concept of politicization is interpreted as 
the process of involving non-political issues in the sphere of 
politics. The objects of politicization can be a variety of social 
institutions: culture and art, religion and ethnic relations, 
economics and law, education, sports, etc. The process of 
politicization of non-political phenomena and events is largely 
determined by the factor of publicity, the transition to the 
digital information space [7; 92-96]. 

In today's mediatized digital society, there is a priori the 
potential for politicization of almost any informational 
occasion significant to the public. The politicization of a non-
political information occasion, as we have already written 
about it, is possible if the social fact, event, incident that 
formed the basis of this occasion contains the grain of a 
conflict of interests or values of some significant social actors 
[12]. Media audiences, social media users,platform 
subscribers, bloggers, influencers, discussers, i.e. those who in 
fact mediatizing and at the same time politicizing the 
corresponding information occasion, finding a coincidence or 
opposition of interests and / or values with one of the parties 

involved in the confrontation, are included in its discussion. 
And as a result, a spiral of mediatized politicization unwinds. 

Each social subject performing a communicative action to 
expand the information field of the incident acts as an agent of 
mediatization of a politicized social fact. The most significant 
agents of mediatization are digital prosumers with the largest 
communicative and social capital - mass media with large 
audiences and influencers / communicative capitalists / traffic 
monopolists [11]. 

Sports, especially big sports, with billions of audiences, 
huge budgets and sponsorship contracts have firmly entered 
the scope of public life with the highest potential for 
politicization and political mediatization. Not without reason 
sociology and political sports science very often put these two 
terms side by side - "sport" and "war". F. D'Agatti directly 
calls sport a "surrogate for war" [6]. 

In the modern mediatized world, where the most important 
meanings are formed in the mass consciousness through the 
channels of the mass media and social networks [5; 16; 17], 
the sports sphere is turning into the most important source 
from which politicians, influencers, journalists, bloggers draw 
seemingly objective information about the results of 
competitions, and then turn this information into a tool for 
manipulation and political struggle. The media presentation of 
“big sport” only exploits sport as a spectacle for economic 
agents to extract super profits, and political players for 
political dividends. Authoritative sociologists and political 
scientists view sports events as the psychological equivalent 
of war and, more broadly, the metaphysical confrontation 
between Good and Evil [14]. 

Thus, the sports sector, due to its media coverage, huge 
audiences and the closedness of spectacles to emotions, acts as 
a field for the formation of simple dichotomous political 
meanings - “we - they”, “friends-foes”, “friends-enemies”, and 
at the same time as a field of informational and psychological 
confrontations, which give reason to talk about the 
politicization of sports conflicts. 

An example of a sports incident turning into a political 
conflict was the situation associated with a wide discussion in 
the world media about the positive doping test of the Russian 
figure skater Kamila Valieva, who, as part of the team, showed 
the best result at the Winter Olympics in Beijing in 2022, and 
who was expected to win in individual competitions. News 
from the sports’ field has acquired a political connotation 
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under the influence of the publicity factor, the transition of 
public discussion to the media space, primarily digital. 

The purpose of the study is to identify the main tactics and 
techniques for implementing a communication strategy for 
politicizing a sports incident in digital media using the doping 
scandal during the 2022 Winter Olympics as an example. 

II. THEORETICAL FRAMEWORK 

A. Mediatization and politicization of a local incident 

By mediatization of a local event/incident, we mean “the 
process of expanding the social area of awareness and 
complicating the event’s discourse, unfolding in line with 
media logic, while simultaneously expanding and 
complicating the audiences involved in this discourse” [12, p. 
64]. This approach directly fits into the understanding of the 
category of mediatization at the meta-level as a process in 
which the media become part of other social institutions and 
change the norms and ways of their activity [17, 18] . At the 
same time, as we have already mentioned, the political 
mediatization of the incident will be the event-mediatization 
of “an event that is non-political in content, while at the same 
time giving it a political meaning through media 
communication” [12, p. 65] and becoming a significant 
element of the political agenda. 

B. Sports politization 

In the modern world, the relationship and interdependence 
of sports and politics is beyond doubt. For example, P. 
McIntosh pointed out that, by its very nature, sport is doomed 
to be associated with politics more than any other kind of 
human activity [23]. 

 Politics and sports are considered by researchers as 
interpenetrating social institutions that form new realities of 
the global politicization of sports [28]. 

L.V. Savinov, M.S. Aloyan and M.A. Shumakov [29] 
propose to understand the sports’ politicization as a significant 
increase in the political factor in modern sports and the 
associated increase in the use of sports as a political tool in a 
broad sense. Analyzing the interaction between sports and 
politics as the most important social institutions of modern 
society, these authors identify three significant trends: 

- removal of sports from politics and politics from sports 
(depoliticization); 

– including sports into politics and politics into sports 
(politicization); 

- a harmonious combination of sports and politics, 
political diversity and inclusion [29]. 

Within the framework of this article, the main attention 
will be paid to the problem of sports’ politicization, that is, the 
inclusion of sports into political field. 

No one argues about the profound role that sports plays in 
national and world business, political institutions and public 
policy. Since early Olympic Games there was an idea that 
sports and warfare can act interchangeably: ethnic disputes can 
be resolved on the playing field without resorting to open 
clashes on the battlefield [32]. Thus, sport can be seen not only 
as a mean of national politics, but can also be a part of 
international activity. J.A. Mangan names sports as a «useful 
substitute for war – competition without killing» and 
postulates, that sports and militarism go hand in hand 
throughout the whole European history [22]. Other scholars 
are more likely to have a look on sports as something 
additional to warfare rather than its equivalent alternative [4]. 

Regardless the works highlighted above, there are also a 
number of academics, asserting a slight correlation between 
sports and militarism [27].  

A lot of academic studies on sports politics would be 
clearly to name as historical accounts [26; 35; 15].  Another 
direction of sports and politics studies refer to sociology 
[34;24]. In comparison with law, sociology and economics 
political science research on sports is limited. Political science 
in relation to sports concentrates to a great extent on public 
authorities’ institutions and world competitions [20; 9].  

C. Sport and mediatization 

In the context of the syncretism of sports, politics and 
media, the ways of sports mediatization become important. 

Over a span of the last decade, the term “mediatization” 
has come into notice among a large number of scientists 
specialized in the media and sport discourse.  

Since the concept of mediatization gained wide interest 
among scholars, sport events were periodically used to 
demonstrated the grown power of traditional and digital 
media. Despite this fact, there were relatively few studies 
containing empirical analyses on how mediatization process 
and sport field affect each other.  

According to our analysis, strong attention to 
mediatization process of sport has been significantly grown 
since 2019. In 2019 Frandsen K. published a book on sport and 
mediatization, where the blank spaces highlighted above were 
partly filled up. The author showed, how the field of sport 
provides insights that conduce to mediatization theory and 
how mediatization promotes the development of sports 
sociology [10]. There is a number of dimensions of sports’ 
mediatization study, but we distinguish major three of them. 
One group of scholars concerned mediatization of concrete 
sport events [25; 31; 21], another - drew attention to 
mediatization of sport in specific conditions, COVID-19, for 
example [19; 30], third dissected sport’s mediatization of 
particular athletic discipline in historical aspect [8]. Despite 
the fact that there is a huge bulk of study concerning 
mediatization of sport we still lack of fundamental theory of 
the issue.  

As a result, the process of mediatized politicization of a 
sports event or incident is considered by us as a 
communicative strategy implemented by specific media in line 
with a certain ideological setting. Under the communicative 
strategy, we mean a set of verbal and non-verbal actions 
planned in advance by the addresser to achieve certain 
communicative goals, a scheme for constructing a model of 
speech behavior to implement the main intentions of a 
communicative act. 

In the context of rising international tensions, the potential 
for politicization of major sports events is only increasing. 
They become an additional dimension of international 
conflicts and turn not only into a competitive platform for 
economic, political and mental confrontation [13; 26-34], but 
also into an instrument of direct pressure, if not suppression. 
This manifests itself in the form of sanctions, boycott, non-
admission, disqualification. 

The formation of a digital platform society has multiplied 
the potential of sports as a space for the concentration of 
emotionally heated mass audiences. Fan groups of a particular 
sport or a particular athlete in social networks reach several 
million subscribers. The ability to throw out the emotions via 
the network in real time, when the final result is still unknown, 
to meet support or attack an opponent, transforms the 
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communicative space of a sports event into an emotionally 
overloaded space with a high conflict potential. 

III. RESEARCH 

A. Methodology and empirical basis of the research 

The empirical basis of the study consists of 132 texts 
published on the topic of the doping incident in Russian digital 
media, including those that later (after the start of the special 
military operation) ceased their activities on the territory of the 
Russian Federation. Firstly, texts from the digital media that 
take a pro-government position (“Komsomolskaya Pravda” - 
hereinafter KP, RIA Novosti - hereinafter RIA, Nezavisimaya 
Gazeta - hereinafter NezG), or related to the liberal opposition 
media (“Echo Moscow" - hereinafter EM, "Novaya Gazeta" - 
hereinafter NovG); secondly, posts in the following social 
networks: YouTube, Telegram, VKontakte, written by such 
opinion leaders as Vladimir Solovyov, Nikolai Starikov, 
Artemy Lebedev (pro-government position), Alexei 
Pivovarov, Ksenia Sobchak, Maxim Katz (liberal position). 
The posts which were copied from other media weren’t taken 
into account. 

The chronological framework is from February 8 to 
February 28, 2022, when the issue of doping or non-doping by 
Kamila Valieva was most actively discussed in the media 
environment. Media texts were collected into a dataset using 
the Semanticforce.net system. by the keyword "Kamila 
Valieva" used in the text, title or subtitle of the article. After 
the mechanical collection of media texts, they were manually 
processed in order to filter out materials in which, although the 
name of Kamila Valieva was mentioned, the problems of the 
doping scandal at the Olympics were not discussed within the 
specified chronological framework. 

The main research methods: firstly, the method of critical 
discourse analysis proposed by T. van Dyck specifically for 
political communication, which involves a linguistic analysis 
of linguistic units, taking into account extralinguistic factors - 
place, time, situation, subjects of communication, etc.; 
secondly, the method of intent-analysis, aimed at studying the 
intentions of the author, at revealing the internal, implicit 
meaning of the text; thirdly, the linguo-stylistic method used 
in the analysis of stylistically marked language units. 

B. Empirical study 

The analysis of the empirical material showed that the 
communication strategy for the sport’s incident politicizing at 
the 2022 Winter Olympics in digital media was carried out 
mainly using three tactics: 1) secondary nomination of the 
involved media actors, 2) discrediting various subjects of the 
doping scandal, 3) manipulation of public opinion in order to 
shift sports problems into the field of politics. The first tactic, 
based on the case material related to the accusation of K. 
Valieva of doping, is analyzed in the article by E.V. Bykova 
and D.P. Gavra "Politicized sports incident: nomination 
strategies of involved media actors". The second and third 
tactics used in the media discourse during the period of the 
doping scandal at the 2022 Olympics in Beijing have not yet 
been the subject of a study. This fact determined the relevance 
of the study undertaken in the work. In this article, we will 
dwell in detail on the tactics and methods of discrediting 
personal and collective subjects of a doping scandal, carried 
out in the media discourse in order to politicize a non-political 
event. 

C. Tactics and methods of defamation 

The tactics of discrediting competitors is quite actively 
used in both sports and political discourse. This is so because 

defamation is a form of competition implemented through 
deliberate actions, the purpose of which is to undermine the 
opponent's credibility, diminish his authority and destroy his 
image. 

Sometimes the veiled (implicit) goal of discrediting 
competitors is not so much the undermining of trust and the 
destruction of their image, but the self-presentation of the 
subject (addresser) of the communicative act. Self-
presentation of the subject against the background of 
discrediting the opponent allows to demonstrate the subject’s 
advantages in contrast to competitor’s negative characteristics 
or actions. 

The communicative tactic of discrediting competitors, 
including its special type — self-presentation against the 
background of discrediting another subject, manifests itself 
primarily in the binary opposition “We — They” (“Friend — 
Alien”). This  tactics is embodied with the means of one of the 
fundamental principles of the political or sports media text’s 
organization - the principle of contrast.  It consists not only in 
opposing different views and opinions regarding conflicting 
actors from the sphere of sports or politics, but also in the 
opposite assessment of the same phenomenon, event or 
situation [2]. 

T.A. Van Dijk pointed out a characteristic of binary 
oppositions in the context of a speech conflict in general and, 
in particular, discrediting the subject. This is “polarized 
representativeness”, i.e. endowing the We-group and the 
They-group with directly opposite features. An elementary 
example of such opposition is the dichotomy “We are good - 
They are bad” [33]. 

For example, in the article "Hypozhory in the fight for" 
Olympic gold ", published on «The echo of Moscow» radio 
station’s website, the actions of Western and Russian media 
are described using the technique of polarized repertory. At 
the same time, the political orientation of the publication 
makes the reader assume a positive assessment of publications 
in the Western media and, accordingly, a negative assessment 
of publications in the Russian media. However, the real 
assessment of the activities of these media turned out to be 
exactly the opposite: «And the media bacchanalia began 
around Kamilla Valieva. It is natural to expect that the 
Western media were engaged in this, trying to devalue the 
victories of the Russian Olympians. It is also natural that our 
media and celebrities should stand up in defense of a unique 
15-year-old girl who has her first Olympic Games in her life. 
Exactly the opposite happened. The skirmisher of the 
bacchanalia around the figure skater was sports media, 
primarily «Sport Express» (The echo of Moscow, 10.02.22). 
In other words, the object of defamation in the article was “our 
media” (in particular, “Sport Express”), which, according to 
the author, “should stand up in defense of a unique 15-year-
old girl”, but in fact became “a skirmisher of bacchanalia 
around the figure skater”. 

On the basis of the empirical material analysis noted in the 
introduction, which contains elements of discrediting various 
subjects (personal and collective), we have identified the use 
of the following techniques that implement the communicative 
tactics of defamation. 

1. Pattern of an unsubstantiated accusation.  

The liberal media places the blame for the doping scandal 
with the whole country, the Russian Olympic Committee, as 
well as the figure skater’s social surrounding - "adults - who 
at first hid and were silent, and then began to dodge and talk 
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the usual nonsense" (EM, 02/11/2022). The accusation of 
unnamed "adults" cannot be considered as proven. 

The opposition media is also characterized by 
unsubstantiated accusations of authoritarian regimes which 
destroy the sports systems: Authoritarian regimes, despising 
any deterrents, including glasnost, easily turn the 
management of sports systems into its destruction (EM, 
11.02.2022). 

In the pro-government media, the accusation is directed 
not only at international sports officials (weak accusation), but 
also at the figure skater’s coaches, sports doctors (strong 
accusation): The Kamila Valieva scandal is terrible not 
because the fact that international sports officials are again 
engaged in “Russophobia”. It is terrible, because the fifteen-
year-old girl is forced to talk about her grandfather's heart 
medications, while adults, her coaches, sports doctors do not 
say a word. In order not to destroy their careers. They are very 
passionate about their careers. Tthe doping scandal with 
Kamila Valieva, apparently, will not hurt anyone.  Whatever 
it ends with (KP, 02/16/2022).  

2.  Pattern of direct or indirect insult 

 A direct insult with the means of swear words to those 
who didn’t protect the underage skater from the scandal that 
broke out, but also tried to destroy her: «The girl was simply 
killed, broken, bastards. This is the real pain of all figure 
skating (KP, 02/17/2022); And even - let's call a spade a spade 
- professional scoundrels. How else to call those who trample 
a talented young figure skater into the mud ?» (RIA, 
02/13/2022). 

Although the following example from the opposition 
media does not contain a direct insult, i.e. the global world 
media is not demarked as duplicitous, but indirect insult is 
present. It is so because the article discusses the two-faced 
attitude of the world media towards idols: «And the strength 
of psychotrauma, according to psychoanalysis, often depends 
on the duality of feelings that arises in a person. And the global 
media organized this duplicity against Kamila Valieva. These 
media have shown that there is one step from their love to hate. 
Psychotrauma can always be the result of a two-faced attitude 
towards idols.After all, not long ago the world media idolized 
her and wrote that Kamila Valieva made history, and now we 
hear that, they say, there is “another act of great Russian 
deception”, “the collapse of Tutberidze champion factory”, 
“the best Russian figure skater was caught doping”, "records 
marred by breaking the law." World media compete in wits 
(EM, 02/10/2022). 

Occasional words that have not yet entered the language 
system (for example, hypogory), descriptive phrases with 
unclear semantics that replace the name of a person by 
profession (for example, a group of characters instead of 
journalists) can be used for insult. At the same time, the whole 
statement is offensive: Hypozhory in the fight for "Olympic 
gold."There is a group of characters (I can’t call them 
journalists) who is like hungry jackals, they feed exclusively 
on “hype”. Sensational news, which often turns out to be fake. 
But that doesn't matter. The main thing is to catch the hype. 
Hype is traffic, advertising, monetization. With such 
components of hype, any moral criteria are completely 
unnecessary garbage. Nothing personal. Only money. For the 
wholel yesterday evening, the media discussed “doping” with 
Kamila Valieva (EM, 02/10/2022). 

3. Technique of intimidation, threat or warning 

The purpose of this defamation method is to show the 
terrible consequences of professional children's sports, which 
has turned into an industry of processing children into 
Olympic medals. The price of such a medal can be a broken 
fate, shattered health up to disability, and even life itself: 
We’ve realized that there is a whole industry of processing 
children into Olympic medals and a mass show right in our 
neighborhood.  Three minutes of acrobatic somersaults on ice 
are paid with fate, health and life (c/c Maxim Katz, 
02/14/2022); The possible consequences were unimportant for 
the coach. Well, because we need a victory here and now. Here 
is the Olympics. Well, if something happens, then there is 
already the next child, and this one can be written off (s/c 
Maxim Katz, 02/14/2022); At the same time, somewhere near 
us, not in underground ateliers for tailoring counterfeit 
clothes, but right on the screen of federal channels, right at 
huge stadiums, an entire industry is operating, which literally 

recycles children, which turns teenagers into disabled people 
by the age of 20 (y/k Maxim Katz, 02/14/2022). 

4. Technique of ridicule, irony, sarcasm 

The pro-government media, using the exclamation “What 
a coincidence!”, ironically comments on the World Anti-
Doping Agency (WADA) publication of Kamila Valieva’s 
positive doping test that happened literally the day after the 
triumphant victory of Russian figure skaters: The result of a 
sample taken from Valieva in December 2021 and sent for 
analysis to the WADA laboratory in Stockholm should have 
been made public at least two weeks before the start of the 
Olympics (the standard study period is 20 days), but it was 
reported only on February 8th  this year , that is, literally the 
next day after the end of the team tournament in Beijing, which 
was triumphant for our skaters. What a coincidence! (RIA, 
February 12, 2022).  

In the opposition media, the irony is directed not only at 
Russia’s leadership and Russian sports, but also at the Russian 
team, at the athletes: We win slightly, as the large Beijing 
sports-covid party shows (Nov.gaz, 02/10/2022). 

5. Technique of deliberate exaggeration of any 

disadvantages 

The following text from the opposition media contains a 
clear exaggeration of the world community’s negative attitude 
towards the Russian anti-doping services and Russia’s sports 
leadership, etc. It is unlikely that absolutely all people (with a 
single heart!) criminated Russia. For sure, there were some 
sympathizers at least: But the point, of course, is not in 
bureaucratic repressions. The concordant worldwide 
conviction for involvement in fraud at the state level is an 
indelible stigma. The hopeless laundering of the "black dog 
white" continues. Russia was put on the counter eight years 
ago, and how long it will spin is unknown. At least, there is 
no end in sight to the discussions of options for restoring 
RUSADA's rights (EM, 02/12/2022). 

6. Technique of a false definition 

The method of false definition is based on the following 
model: “A” - is “B”, where “A” is the object of defamation, 
and “B” is a language unit denoting a negatively evaluated 
concept. For example: The description of what Tutberidze has 
built is some chronicles of a workhouse from Victorian 
England (y/k M.Katz, 02/14/2022); Blatant torture of 
children is a matter of pride for coaches and parents (M. 
Katz, 02/14/2022). 

As a rule, false definition is based on the use of malicious 
irony and sarcasm. The first example shows, that this 
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technique makes it possible to equate the figure skaters’ sports 
workload and the hard work of workers in the era of Victorian 
England. In the second example, the torture of children is 
characterized as a source of pride for ambitious coaches and 
parents. 

7. Technique of negative comparison / equating to 

negatively evaluated concepts 

A model for negative comparison is as follows: “A” as (as 
if) “B”, where “A” is the object of defamation, and “B” is a 
language unit denoting a negatively evaluated concept: There 
is a group of characters (I can’t call them journalists) who is 
like hungry jackals, feed exclusively on “hype” (EM, 10.02); 
One could say that people, little children, are treated like 
racing horses. But in fact, even horses are not treated like that 
(M. Katz, 14.02). In the first example, journalists are compared 
to hungry jackals. The word "jackal" is perceived negatively 
in most national cultures, because has the meaning: "a 
predatory animal of the canine family, feeding mainly on 
carrion." Accordingly, a journalist who is compared to a jackal 
has the habits of a predator, illegible in "food". In the second 
example, the treatment of little athletes is compared to the 
animals’ treatment, but children are treated much more harshly 
and strictly. 

8. Technique of negative characteristics of professional 

competencies  

The accusation of unprofessionalism was most often 
directed at sports officials and the coaching staff in both, pro-
government and opposition media: It is known, for example, 
about the doctor Philip Shvetsky’s working with the “figurka”. 
The reputation of EteriTutberidze group's medical consultant 
is tarnished with his own confessions that once, even before 
joining figure skating, Russian athletes violated anti-doping 
rules through his fault. In 2007, Shvetsky said that he had 
intravenously administered illegal drugs to Russian rowers ... 
(EM, 02/12/2022;)And here, in any case, is the fault of the 
doctor Philip Shvetsky, who has already been caught doping, 
and those who has appointed him to the position. Tutberidze, 
Gorshkov or who else? These are either conscious actions of 
the doctor, then there must be one punishment, or 
unprofessionalism, then – must be another. But even the most 
ardent adherents of the war against Russian sports’ theory 
sports say that the blame lies with those who prepared Valieva 
(EM, 02/12/2022); Coach Tutberidze, not a 15-year-old girl, 
is used to such raids. She will shake it off and go on to "stamp" 
the champions. Hard work. This is not hype to catch (EM, 
02/10/2020). In the last example, the negative characterization 
of the coach Tutberidze’s professional competencies is 
expressed by the metaphorical phrase "stamp" the champions, 
which forms associations with the power tool, a soulless 
machine, that does not care about the physical or 
psychological state of the young athlete. 

9. Labeling 

On the one hand, hanging (sticking) labels is a 
manipulation technique, because it is used for covert impact 
on the consciousness of the addressee. On the other hand, the 
“label”, as a rule, expresses a biased, unsubstantiated negative 
characterization of a phenomenon, contains negative 
emotional and evaluative components of meaning. This 
characteristic makes it possible to effectively use “labeling” as 
a method of discrediting the subject. For example: We were 
caught on this muck again. And if you look at the 
circumstances of the case more broadly, there is one more 
proof that the Russian sports management system is deeply 
flawed. Moreover, we’ve presented the world with a direct 

reason for the next scandal ourselves. On a silver platter, at 
the most “opportune” time, wrong-footing not only the 
athlete, but the whole country. "Enemies" operate with the 
provisions of the law, not slogans. This is where their strength 
lies. And our weakness respectively. (EM, 02/12/2022);Howls 
like “they are even worse” are of no interest to anyone. And 
let’s leave the maxim “as soon as we defeat everyone, they 
immediately hammer us down”, for  the jingoistic 
propagandists and patriots who believe in their infallibility 
(Nov.gaz, 10.02. 2020). 

10. Technique of a negative scenario forecast 

As part of the tactics of discrediting subjects, the technique 
of a negative scenario forecast is often combined with the 
technique of intimidation, threats or warnings: By the way, if 
our team is deprived of the gold medals won with the 
participation of Valieva, they will go to the US team (EM, 
02/12/2022); It turned out to be such a dirty multi-move: if 
Russia wins gold in the team tournament, Valieva's doping will 
be immediately announced. Tuktamysheva will not have time 
to arrive in Beijing, which means that the entire podium in the 
women's competitions will not belong to the Russians. At the 
same time the other skaters of the Russian national team will 
simply be psychologically crushed due to the ongoing hassle 
and tormenting uncertainty (RIA, 02/12/2020). 

11. Technique of non-constructive criticism of the 

expressed opinions or judgments 

Unconstructive criticism of the expressed opinions of 
Russian sports community representatives’, including 
officials, coaching staff, sports media, etc., can be found in the 
article “Boys, sorry, but not up to you,” published in the 
opposition media «Novaya Gazeta»: The entire sports world 
went crazy: the media poured out more and more “details” of 
the scandal, little-known experts wrote that they had known 
that Valieva was involved in doping many years ago. Russian 
athletes, coaches and officials led by Tatyana Tarasova 
shouted: “I don’t believe it! » (Nov.Gaz, 10.02). The article 
ironically describes the "information bacchanalia" occurred 
after the publication of Kamila Valieva’s doping test results, 
which "accidentally" coincided with the triumph of Russian 
figure skaters in the team event. The author of the text gives 
us an indirect assessment of numerous publications on the 
topic of the doping scandal, using the metaphor “they poured 
new and new details”, the epithet “little-known” experts, the 
verb with the expressive meaning “shouted”, a precedent 
statement - the famous phrase of the director K. Stanislavsky, 
addressed to the actors during rehearsals. All of the listed 
linguistic means are aimed at forming a critical attitude 
towards the described judgments. 

12. Technique of a negative assessment of the events or 

someone else's actions, rejection of committed or 

planned actions 

As part of the defamation tactics, this technique is one of 
the most frequently used. A negative assessment expresses a 
negative attitude towards someone or something, rejection of 
actions taken or planned by a competitor: Valieva herself 
refused to communicate with the press, the coach 
EteriTutberidze was a little more talkative. “I don’t gossip,” 
she said in response to a request to comment on information 
about doping (Nov.gaz, 02/10/2022); The IOC turned out to 
be not much more verbose than Tutberidze and called 
speculation about Valieva's dubious doping test. “Yesterday, 
we urgently faced a situation that has legal consequences. I'm 
not going to comment it because it would be inappropriate. 
Reports of a potential doping case are entirely speculative," 
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spokesman Mark Adams said during a press conference. 
(Nov.gaz, 02/10/2022); But, despite the toxic policy of the IOC 
in relation to our skaters, the intensity of competitive passions 
at the Beijing Olympic arena CapitalIndoorStadium has not 
gone away (RIA, 02/15/2022); This is a vile and ignoble attack 
at the athlete, at the child, which is simply impossible to 
forgive. The International Olympic Committee is just behaving 
like the last s**t (sc/c Artemy Lebedev, 02/16/2022). 

The analysis above shows that the choice and frequency of 
use of the defamation methods depends on the political 
orientation and degree of institutionalization of the media 
(several methods could be used in one text). 

In the pro-government media, the most frequent 
techniques were: 

- technique of a negative assessment of events or 
someone else's actions, rejection of committed or 
planned actions (50 uses); 

- technique of an unsubstantiated accusation (47); 

- technique of intimidation, threat or warning (41); 

- direct or indirect insult (40); 

- technique of a negative scenario forecast (32); 

- technique of ridicule, irony, sarcasm (15); 

- technique of deliberate exaggeration of any 
disadvantages (4); 

-  technique of false definition (3). 

In fact, there were no technique of labeling and the method 
of non-constructive criticism of the expressed opinions and 
judgments. 

The most frequently used techniques in the opposition 
media are following: 

- technique of a negative characteristic of professional 
competencies (58); 

- technique of ridicule, irony, sarcasm (54); 

- technique of a negative assessment of events or 
someone else's actions, rejection of committed or 
planned actions (51); 

- technique of an unsubstantiated accusation (49); 

- technique of a negative scenario forecast (42); 

- labeling (22); 

- technique of non-constructive criticism of the 
expressed opinions, judgments (15); 

- technique of negative comparison / equating to 
negatively evaluated concepts (10); 

- technique of false definition (6); 

- technique of deliberate exaggeration of any 
disadvantages (5). 

The sample shows that in the opposition media, the set of 
defamation techniques is more frequent and more diverse. 

In pro-government blogs, the most frequent methods were: 

- technique of a negative assessment of events or 
someone else's actions, rejection of committed or 
planned actions (28 uses); 

- technique of an unsubstantiated accusation (17); 

- direct or indirect insult (14); 

- technique of deliberate exaggeration of any 
disadvantages (7); 

- technique of a negative scenario forecast (5); 

- technique of intimidation, threat or warning (4); 

- technique of false definition (2 uses). 

Registered methods of labeling, ridicule, irony, sarcasm, 
non-constructive criticism of the expressed opinions and 
judgments are insignificant. 

The variety of defamation methods used in opposition 
blogs is shown below: 

- technique of unsubstantiated accusations (32 uses); 

- technique of a negative characteristic of professional 
competencies (26); 

- labeling (22); 

- technique of ridicule, irony, sarcasm (21); 

- technique of a negative assessment of events or 
someone else's actions, rejection of committed or 
planned actions (20); 

- technique of non-constructive criticism of the 
expressed opinions, judgments (15); 

- technique of a negative scenario forecast (12); 

- technique of negative comparison / equating to 
negatively evaluated concepts (10); 

- technique of false definition (6 uses); 

- technique of deliberate exaggeration of any 
disadvantages (5). 

The sample shows that the set of discrediting techniques in 
opposition blogs is very diverse. 

In general, we can make a conclusion about the 
manipulative potential [1] of specific techniques and 
defamation means that journalists and bloggers use, depending 
on their political attitudes. 

IV. CONCLUSION 

The problem of sports and politics’ interrelation is 
examined in the article. It is shown that in recent decades, sport 
has become an arena of political struggle and ideological 
confrontation between different political systems and entire 
countries. The process of a sports news event’s politization 
began to be used in the digital media space as a 
communication strategy aimed at achieving communication 
intentions by one media actor or another. The main tactics for 
implementing the communicative strategy for sports 
incident’s politicizing are the secondary nomination of the 
participants in the conflict, the manipulation of public opinion 
in order to transfer sports problems to the mainstream of 
political ones, and the discrediting of various subjects of a 
doping scandal. The defamation tactics is actively used in both 
sports and political discourse, because they are a form of 
competitive struggle, the purpose of which is to undermine the 
credibility of the enemy, belittle his authority and destroy the 
image [3]. 

In this article, the main attention was paid to the study of 

discrediting tactics and the identification of the main 

techniques and speech means of its implementation. On the 

basis of empirical analysis, we’ve made conclusions on the 
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frequency of the defamation methods used by Russian 

journalists and bloggers who take either pro-government 

(patriotic) or opposition position. We’ve also identified the 

main subjects of discredit in different types of Russian media. 

In the pro-government media and blogs, they are primarily the 

International Olympic Committee (IOC), the World Anti-

Doping Agency (WADA), the American Anti-Doping 

Agency (USADA), the United States of America and 

Americans, athletes from other countries; in the liberal media 
and blogs - the leadership of Russian sports, including the 

Russian Olympic Committee, the leadership of Russia, 

including members of the government and the president, 

Russian media, doctors and coaches of the Russian team, 

including E. Tutberidze, international and Russian anti-

doping structures ( WADA, RUSADA), athletes from other 

teams, ill-wishers from other countries, in isolated cases - K. 

Valieva. 

Thus, the conducted research demonstrates that there are 
two polar interpretations of the same sports incident by 
different media actors, depending on their political beliefs and 
value preferences, and, more broadly, about the confrontation 
between Russia and the collective West both in sports and in 
politics. 

ACKNOWLEDGMENT 

This work was supported by Russian Science Foundation 
(RSF) (Grant number 18-71-10094-
P,  https://rscf.ru/en/project/21-71-03025/) in SPC RAS. 

REFERENCES  

[1]. Balakhonskaya  L.V., Gavra D.P., Beresneva I.V., Sadirova K.K.  
Markers of Manipulation in the Electoral Communication in a Digital 

Environment // Proceedings of the 2020 IEEE Communication 
Strategies in Digital Society Seminar, ComSDS. IEEE, Saint 

Petersburg: Electrotechnical University “LETI”, 2020.  Pp. 91‒98. 
URL: 

https://www.scopus.com/authid/detail.uri?authorId=57195608280] 

[2]. Balakhonskaya L.V., Bykov I. A. Verbal Aggression in Political 
Blogs: A Case of the “Echo of Moscow”, in  Vestnik Sank-

Peterburgskogo universiteta. Yazykiliteratura [Bulletin of Saint 
Petersburg University. Language and literature], 2018, vol. 15, issue 

3, pp. 492-506]. 

[3]. Balakhonskaya L.V., Strelchenko V.I., Balakhonsky V.V., 
Sadretdinova T.A., Beresneva I.V. Communicative Strategy of 

Discrediting Opponents in the Russian Political Blogosphere // 
Proceedings of the 2020 IEEE Communication Strategies in Digital 

Society Seminar / Shaposhnikov, S. & Sharakhina, L. (ред.). Institute 
of Electrical and Electronics Engineers Inc. ComSDS 2020. Pp. 27-

33. https://www.scopus.com/authid/detail.uri?authorId=57195608280   

[4]. Blanton S.  Incoordination and Tension Due to Anxiety.  1942. Lancet 

62:398-400. 

[5]. Couldry N., Hepp A. The Mediated Construction of Reality, 

Cambridge: Polity Press. 2018. Рp.38-52 

[6]. D’agati P.A. (2018) Surrogate war: politics of conflict in sports and 

space//International Journal of Sport Policy and Politics, 10:3, 451-

467, DOI: 10.1080/19406940.2017.1410208 

[7]. Danilov, M.V. Koncept «politizaciya» v nauchnomiobshchestvenno-

politicheskomdiskurse: /M.V. Danilov// 
IzvestiyaSaratovskogouniversiteta. Seriya: Sociologiya, politologiya.  

2010. №2.  S. 92-96. 

[8]. Filho C.T., De Souza L.S., Moni G. Mediatized soccer, cultural 
identity and recognition in digital communicative 

flows//Contracampo. Vol.40. Issue 1. 2021. URL: 
file:///Users/ekaterins/Downloads/47165-Texto%20do%20Artigo-

172398-1-10-20210531.pdf  

[9]. Foer F. 2010. How Soccer Explains the World: An Unlikely Theory 
of Globalization. New York: Harper Perennial. URL: 

https://www.teatroregio.torino.it/sites/default/files/webform/modulo_
di_prenotazione_attivita_/_sid_/how-soccer-explains-the-world-an-

unlikely-theory-of-globalizatio-franklin-foer-6831f32.pdf 

[10]. Frandsen K. Sport and mediatization. Routledge. 2020. URL: 
https://books.google.ru/books?hl=ru&lr=&id=v0i8DwAAQBAJ&oi

=fnd&pg=PT7&dq=sports+mediatization&ots=Yqa_gX67S8&sig=5
Dbh61P-

rrFqJAYhKalue17pVRo&redir_esc=y#v=onepage&q=sports%20me

diatization&f=false 

[11]. Gavra D., Dekalov V. Communicative capital and communicative 

exploitation in digital society. Proceedings of the 2018 IEEE 
communication strategies in digital society workshop, COMSDS. 

https://www.researchgate.net/publication/324997736_Communicativ
e_capitaland_communicative_exploitation_in_digital_society 

(accessed 27.01.2023) 

[12]. Gavra D. P., Bykova E. V. Mediatizat͡ sii͡ aidemediatizat͡ sii͡ a v 
t͡ sifrovoĭsrede: keĭskonservativnogomanifesta K. Bogomolova 

«PokhishchenieEvropy 2.0.» // 
VestnikMoskovskogouniversitetaSerii͡ a 10: Zhurnalistika. 2022. № 3. 

S. 60-86. 

[13]. Gavra D.P., Bykova  E. V. Sports industry in the strategic 
communications context. // Russian school of Public Relations. 2017. 

№ 9. Pр. 26-34 

[14]. Gerald R. Gems. Sports, war, and ideological imperialism, Peace 

Review, 11:4, Chapter «Patriotism in sports and in war» By Paul 
Gomberg Book Values in Sport Edition1st Edition First 

Published.2000, 1999. P. 573-578. DOI: 

10.1080/10402659908426309  

[15]. Gorn Elliot J., Goldstein W. A Brief History of American Sports. 

Champaign: University of Illinois Press. 2013. 
URL:https://books.google.ru/books?hl=ru&lr=&id=wZFTnS1owzIC

&oi=fnd&pg=PR9&ots=z8_A5m_UAZ&sig=DZbxBIqlH7ZhxdIHa

7zsVbP7bjk&redir_esc=y#v=onepage&q&f=false 

[16]. Hepp, A.; Breiter, A.; Hasebrink, U. Communicative Figurations. 

Transforming Communications in Times of Deep Mediatization. 

Basingstoke: Palgrave MacMillan.2018. 

[17]. Hjarvard S. The mediatization of society. A theory of the media as 

agents of social and cultural change // Nordicom Review. 2008. Vol. 

29 No. 2. Pp. 105-134. 

[18]. Hjarvard S. Three forms of mediatized religion. Changing the public 

face of religion // Medialization and religion: Nordic perspectives / Ed. 

by M. Lövheim, S. Hjarvard. Göteborg: Nordicom.  2012. Pp. 21-43. 

[19]. Kim S., Byun J., Thomson J.R.Ch. Adapting to a new normal: the 

impact of COVID-19 on the mediatization of professional sport 
organizations//Sport in society. Cultures, Commerce, Media, Politics. 

Vol. 25, 2022 - Issue 7. URL: 
https://www.tandfonline.com/doi/abs/10.1080/17430437.2021.20178

88  

[20]. Levermore R., Budd A. 2003. Sport and International Relations: An 

Emerging Relationship. London: Routledge. URL: 

https://digital.library.tu.ac.th/tu_dc/frontend/Info/item/dc:14082 

[21]. Ličen S., Antunovic D., Bartoluci S. A Public Service? Mediatization 

of the Olympic Games in Croatia and Slovenia. Communication and 
sport. Vol.10, Issue 5. 2022. URL: 

https://journals.sagepub.com/doi/abs/10.1177/21674795221090423?j

ournalCode=coma 

[22]. Mangan J.A. Militarism, Sport, Europe: War Without Weapons. 2005. 

URL: 
https://books.google.ru/books?hl=ru&lr=&id=x0mQAgAAQBAJ&oi

=fnd&pg=PP1&dq=mangan+sport+militarism&ots=4Ja-
jCmW4E&sig=Zm17bJVmHw4oeA8CrzvjKJNsJPc&redir_esc=y#v

=onepage&q=mangan%20sport%20militarism&f=false 

[23]. McIntosh P. Fair play. Ethics in sport and education. Heinemann, 

London, - 1979. - 205 p. 

[24]. Mitchell D., Somerville I., Hargie O. 2016. “Sport for Peace in 

Northern Ireland? Civil Society, Change and Constraint after the 1998 
Good Friday Agreement.” The British Journal of Politics and 

International Relations 18 (4): 981–96. Accessed on February 5, 2023. 
Available online at 

http://journals.sagepub.com/doi/abs/10.1177/1369148116656987. 

[25]. Ncube L., Mhiripiri N.A. Mediatization of Zimbabwe’s professional 
football league. Africa’s Elite Football. URL: 

https://www.taylorfrancis.com/chapters/edit/10.4324/978042902905
9-14/mediatization-zimbabwe-professional-football-league-lyton-

ncube-nhamo-anthony-mhiripiri 

[26]. O’Reilly J. Women and Sports in the United States: A Documentary 

Reader. Boston: Northeastern University Press. 2007. URL: 
https://books.google.ru/books?hl=ru&lr=&id=utWx5SNoxXAC&oi=

fnd&pg=PR3&ots=4mB3YycrI0&sig=RNQBuGamW4dcKXSlQ5G

5oLi_QE0&redir_esc=y#v=onepage&q&f=false 

https://rscf.ru/en/project/21-71-03025/
https://books.google.ru/books?hl=ru&lr=&id=wZFTnS1owzIC&oi=fnd&pg=PR9&ots=z8_A5m_UAZ&sig=DZbxBIqlH7ZhxdIHa7zsVbP7bjk&redir_esc=y#v=onepage&q&f=false
https://books.google.ru/books?hl=ru&lr=&id=wZFTnS1owzIC&oi=fnd&pg=PR9&ots=z8_A5m_UAZ&sig=DZbxBIqlH7ZhxdIHa7zsVbP7bjk&redir_esc=y#v=onepage&q&f=false
https://books.google.ru/books?hl=ru&lr=&id=wZFTnS1owzIC&oi=fnd&pg=PR9&ots=z8_A5m_UAZ&sig=DZbxBIqlH7ZhxdIHa7zsVbP7bjk&redir_esc=y#v=onepage&q&f=false


36 

[27]. Rimland B. The Relationship of Athletic Ability, Sports Knowledge 
and Physical Proficiency to Officer Performance and Career 

Motivation. U.S. Navy Bureau of Naval Personnel Technical Bulletin 

No. 61-12. Washington.1961. 

[28]. Rogers M. Rex. The Sad Politicization of American Professional 

Sports; Lutan R., Hong F. The politicization of sport: GANEFO–A 
case study; Martynenko S.E. Dialectical Interrelation between Sports 

and Politics and its Demonstration in Mass Media 

[29]. Savinov L.V., Aloyan M.S., Shumasov M.A. Politicization of sports 
as a phenomenon and a problem //Journal PoliticheskihIssledovanii. 

2021.  Т.5. № 3.  С.107-118. 

[30]. Schallhorn K., Nölleke D., Mehler K. Mediatization in Times of 
Pandemic: How German Grassroots Sports Clubs Employed Digital 

Media to Overcome Communication Challenges During COVID-19. 
Communication and sport. Vol.10, Issue 5. 2022. URL: 

https://journals.sagepub.com/doi/abs/10.1177/21674795221109759?j

ournalCode=coma 

[31]. Shi L., Zhang L. A Smarter and Greener Olympics: Mediatization and 
Public Reception in the Preparation Stage of the Beijing 2022 Winter 

Olympics. Communication and sport. Vol.10, Issue 5. 2022. URL: 
https://journals.sagepub.com/doi/abs/10.1177/21674795221106937?j

ournalCode=coma 

[32]. Sipes R.G. War, Sports and Aggression: An Empirical Test of Two 
Rival Theories’//American Anthropologist. Volume 75, Issue 1Feb 

1973. URL: 
https://anthrosource.onlinelibrary.wiley.com/doi/epdf/10.1525/aa.197

3.75.1.02a00040 

[33]. Van  Dijk T.A. , “Discourse as Interaction in Society”, in Discourse 
Studies: A Multidisciplinary Introduction: in 2 vols. Vol. 2: Discourse 

as Social Interaction. London: Sage, 1997, pp. 1–37]. 

[34]. Watterson J. S. 2009. The Games Presidents Play. Baltimore: Johns 
Hopkins University Press. URL: 

https://books.google.ru/books?hl=ru&lr=&id=9mjDPMrnZ3kC&oi=
fnd&pg=PR9&ots=u0wj22LPPj&sig=dWfTxPSShgOw63kyfi49H3n

Rc7Q&redir_esc=y#v=onepage&q&f=false 

[35]. Zirin D. 2013. A People’s History of Sports in the United States: 250 
Years of Politics, Protest, People, and Play. New York: The New 

Press. URL: https://books.google.ru/books?hl=ru&lr=&id=7-
hAXVT0t38C&oi=fnd&pg=PR5&ots=JLwZ80ROYR&sig=GB_MP

pISyWIuLaZVw_Ya_8eJ7vw&redir_esc=y#v=onepage&q&f=false 

https://journals.sagepub.com/doi/abs/10.1177/21674795221106937?journalCode=coma
https://journals.sagepub.com/doi/abs/10.1177/21674795221106937?journalCode=coma


979-8-3503-2003-9/23/$31.00 ©2023 IEEE 37 

Criteria for Successful Socialization in the Digital 

Transformation of Society 
 

Alexandra A. Shcherbina  
Department of Sociology and Political Science 

Saint-Petersburg Electrotechnical University “LETI” 
Saint Petersburg, Russia 

ashcherbina@list.ru 

Evgeny A. Pashkovsky 
Department of Sociology and Political Science 

Saint-Petersburg Electrotechnical University “LETI” 
Saint Petersburg, Russia 

egn-pashkovsky@rambler.ru 

 
Abstract — The article considers the criteria of successful 

socialization, theorized in the analytical perspectives of 

twentieth-century sociology and practically significant in the 

processes of capitalist modernization, which embraced the 

whole world. The thesis about inevitability of decomposition of 

a single standard of socialization and emergence and 

ideological promotion of multiple local standards, increasing of 

competition between socialization models adequate to social 

changes under conditions of digital transformation of society is 

substantiated. The concept of social capital as an indicator of 

socialization success is critically examined. Its dependence on 

the constant - personal capital of the individual is justified. The 

conclusion is made that for socialization processes in the new 

communicative situation, the pedagogical component of the 

educational process becomes of key importance. 
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I. INTRODUCTION 

The digital transformation of society changes the modes 
of interaction of the individual with the individual, the 
family, the inner circle, with corporations and the state, with 
the global subject.Digital technology affects the global 
symbolic universe, the language, norms and values of 
communities. The socialization of the personality (which 
appropriating, producing, implementing the service), its 
personal and social capital is also under similar affect. 

Socialization becomes a problem. First of all, for the 
personnel directly responsible for socialization. In the era of 
hyperinformation, in a fundamentally new communicative 
situation, the teacher of higher education has to compete for 
the volume of attention attracted both with other 
communicators and with other carriers of knowledge.  

II. REVIEW OF RESEARCH ON THE PROBLEM 

In the analytical perspective of social realism - from E. 
Durkheim to M. Archer, the sociocultural world is 
presupposed to the individual. The result of socialization of 
new generations is society itself as a social structure and as a 
historical individuality, - culture. 

Society shapes personality. The social structure and 
location within it determine the resources and limitations of 
an individual's socialization, provide institutional programs 
for his life plans, and determine the most valued personal 
traits. The socialized individual is tested for adequate 
performance of social functions, is selected and qualifies for 
certain social positions, is distributed to some social stratum, 
with a characteristic prospect of advancement or degradation  
[See: 1]. 

The structural-functional approach (from E. Durkheim to 
T. Parsons) emphasizes the coercive nature of socialization. 

Cultural belonging is constitutive of the individual and is not 
a matter of choice. 

The harmony of the value-normative order and behavioral 
expectations is achieved by the internalization of the 
community's values and norms by its members in the process 
the life cycle. To this built-in and non-obvious coercion, 
which forms in individuals the motivation to engage in 
approved activities - to perform roles - is added the coercion 
machine as such. Socialization, the measure of which is 
solidarity (both in synchronicity and diachronicity), becomes 
a problem, as conceptualized by Durkheim (later by R. 
Merton) in the theory of anomie. 

So, society is active and personality is reactive. Society is 
overbearing, individuals adapt, society rewards and punishes, 
individuals experience feelings of inferiority, suffer and are 
ashamed, and are in need of therapy.  

If one creates oneself and society, then socialization is the 
incorporation of individual experience into a broadcast 
heritage: the spread of invention of individual-innovator (in 
the broadest sense) “due to the personal influence of that 
person and the imitative credulity of his or her relatives” [2]. 
This understanding of socialization goes back to G. Tarde. A. 
Schutz calls it “social approval of knowledge”, in a certain 
sense opposite to the process of social acquisition of 
knowledge [3]. E. Giddens' theories of structuration, P. 
Berger and T. Lukman's social construction, P. Bourdieu's 
habitus and many others reveal the reflexive and constructive 
nature of the concepts "society" and "personality". 

Success of socialization in the analytical perspective 
"society" is the process and result of expanded reproduction: 
historically accumulated potential (mastered natural 
environment, products of material and spiritual production, 
stock of knowledge, social relations, behavioral patterns, 
etc.) is preserved and multiplied due to contributions of the 
new generation. In the perspective "individual," success of 
socialization is a developed and mature individual who has 
integrated social experience into personal potential. An 
indicator of an individual's successful socialization is the 
presence of motivation to participate in social life, 
involvement in social relationships, linking their life chances 
and goals with the life of the community. The psychology of 
the twentieth century (Z. Freud, J. Piaget, J. Mead and 
representatives of Soviet psychology L. Vygotsky, A. 
Leontiev, S. Rubinstein) has made a significant contribution 
to the clarification of the connection between 
individualization and socialization. Psychologists connect the 
success of socialization with the formation of "prosocial 
behavior", operationalize this concept and develop tools for 
its assessment (Scale of social and psychological adaptability 
by C. Rogers and R. Dymond [4], Value survey by M. 
Rokeach [5], M. Kuhn and T. McPartland's test of Self-
Attitudes [6] and many others). 
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Under the conditions of digital transformation of society, 
ideologically charged ideas about socialization and criteria of 
its success are reconsidered and reevaluated, which are 
significant for practical consciousness. A new informational 
and communicative environment is emerging. Virtual social 
platforms integrate the activity of the individual and through 
the information-emotional background generated by them 
determine its behavior, carry out testing, selection and 
distribution of individuals into communities, taking the 
initiative from traditional socializers, who find it increasingly 
difficult to compete with them in the struggle for the volume 
of attracted attention and time of life. 

III. RESEARCH OBJECTIVES AND METHODS 

Rapidly developing information and communicative 
technologies and the looming virtual world significantly 
modify socialization processes. The personnel directly 
responsible for socialization have to reconsider their specific 
professionalism, which combining the roles of educator, 
professional (connoisseur) and communicator. 

Having examined the concept "successful socialization" 
in different analytical perspectives of sociology and 
psychology, we will trace the change in the criteria of 
successful socialization, the decomposition of the universal 
standard of socialization, the connection of successful 
socialization with the accumulation of social capital, the 
relationship of personal and social capital, the challenges 
facing teachers of higher education. 

The focus of research interest on the criteria of successful 
socialization is related to the authors reflection of 
professional experience of teaching socio-humanitarian 
disciplines in technical university, including the discipline 
“Pedagogy of Higher Education” for postgraduate students. 
Components of the empirical basis of the analysis: official 
documents of the Russian Federation, materials of domestic 
and foreign sociological surveys (VCIOM, Levada Center, 
HSE, “Zircon” research group, “Eidelman Trust Barometer”, 
etc.), expert estimates, materials of discussions in the Russian 
media for the last ten years. The methodology of the 
systematic approach and cultural-historical analysis are used, 
and a typological approach is implemented. 

IV. RESULTS OF RESEARCH 

The activity of educators in transmitting social 
experience, the disciplining influence of institutional orders, 
the process of achievement of social status by personality - in 
all these analytically distinguishable aspects, socialization is 
a process oriented toward patterns shared by the community. 
Approximation to the standards, completeness of their 
realization informs about success of socialization. The latter 
is expressed by the variable "intensity of socialization". The 
share of those successfully socialized is expressed by the 
variable "universality of socialization". No society is immune 
to socialization failures and pathologies.Low values of 
socialization indicators have consequences for social 
structure: weakening of institutional order, degradation of 
separate institutions, slowdown of mobility. Social alienation 
and apathy are growing, and there is a crisis of identity and 
trust [See: 7, 8]. 

Cultural and historical analysis demonstrates the 
conventionality of criteria for the successful socialization of 
the individual. In most modern societies these criteria and the 
models that meet them are the subject of polemics and 
rivarly.  

The promotion of a universal standard of socialization in 
the process of capitalist modernization, which swept the 
entire world, was accompanied by the conventionalization of 
social practices, the normalization of labor, civic, political 
activity, the widening invasion of primary sociality. In the 
impending post-industrial society, normalization and 
accommodation begin to be seen as the unification of 
personality, the suppression of its right to self-realization. 
Non-classical sociology has discovered the historical roots 
and social constitution of all quasi-natural norms. Individuals 
are now imputed a critical distance from all natural norms 
and traditional socializing factors (institutions, values and 
symbols). A successfully socialized individual has a fluid 
identity, a comprehensive reflexivity, he builds "undistorted 
communication" (J. Habermas), projects a selfness.  

The manifold of life styles relativizes the relationship 
between norms and deviations, successful socialization and 
marginality, and marginalization is legitimized. 
Characteristically, until recently “adulthood” was associated 
mainly with labor (“labor socialization” [See: 9]). In post-
industrial society, Taylorism, Fordism, social partnership, 
Toyotism, universal employment are replaced by the decline 
of trade unions, reduced state participation in labor-capital 
relations, precarization of labor, gigonomics (the economics 
of short-term contracts [10]), unconditional basic income, 
chronic unemployment, volunteers, surplus people. Labor no 
longer defines people's lives [See: 11].  

The participation of the nation-state was inscribed in the 
universal standard of socialization. State planning and 
regulation of conditions of social reproduction (medicine, 
education, employment, long-term crediting) provided 
equalization of starting conditions of socialization. Within 
the framework of global division of labor and transition to a 
new industrial way the involvement of public and state 
institutions of different blocks of countries in regulation of 
conditions of expanded reproduction is sharply 
differentiating. Entities that declare the most large-scale and 
long-term state and corporate goals directly determine the 
order and form medium- and long-term demand both for the 
type of products and services and for the types of individuals 
and collectives capable of its producing, distributing and 
consume. 

The unified standard of socialization, assumed until 
recently for developed and developing countries, is 
disappearing. It is replaced by and in the foreseeable future 
will be ideologically fixed by a quantity of local standards of 
socialization and personality types, adequate to the solution 
of those tasks and goals, which are assigned to the regions by 
global players. There will be a widescale differentiation 
between countries and regions not only in terms of 
conditions, but also in terms of standards of personality 
socialization.  

We propose to consider social capital as a key indicator 
of successful socialization in the conditions of digital 
transformation of society. According to its structure social 
capital is a network of horizontal relationships, where trust is 
ensured by shared beliefs and norms. The boundaries of 
social capital are blurred. Possessing it does not impose clear 
formal obligations. Mechanisms of social capital production: 
mutual expectations, group reinforcement of norms, 
privileged access to information.  

We observe the following paradox. The idea that building 
social capital is a key factor of success at the national, 
corporate and personal level is popularized. Against the 
background of the falling weight of “traditional” economic 
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indicators, the importance of reputational capital in the 
structure and value of business is only increasing. The 
volume of network communications is increasing. As visible 
embodiments of social capital today are considered: 
networking - expanding the network of acquaintances to earn 
money and a career; crowdfunding platforms, which raising 
funds for the implementation of business ideas and socially 
significant programs; monetization of the audience of 
independent bloggers. The share of Internet communications 
in the total volume has exceeded the weight of discourses 
supported by traditional media (“screenshot journalism”); 
they rival “face-to-face” conversations. In youth 
environment, social media communication is an important 
sphere and space for advancement. Inclusion, belonging, 
communication skills equipment are indicators of the 
possession of social capital. The notions of social interaction 
are anchoring on media platforms. 

At the same time, studies of Western society have 
produced disappointing data that have shown a decline in 
American participation in voluntary associations, a decrease 
in the time spent on informal socializing [12]. The results of 
numerous sociological studies - in Russia and another 
countries - indicate a decline in trust in everyone, 
disillusionment with social networks, and social pessimism 
[See: 13, 14, 15, 16]. Social capital is being depleted. 

The activity aspect of social capital means that its 
accumulation is possible only through its consumption and 
use, it emerges and grows in the same time with the practical 
involvement of the individual at all levels of social 
interaction. The cultural and political dominant (core) aspect 
of social capital is a balance of personal, group and public 
interests. 

The most valuable resource that forms social capital is 
time. It is invested in all relationships, including leisure. 
Social capital is determined by the efficiency of the use of 
connections, that is, the means and results of "others" labor. 
The role of social capital as circulating capital is highlighted: 
without increasing personal capital, a connections and 
relations of personality lock his movement in a circle. The 
increasing volume of communications imitates the inclusion 
of the personality. Its sociability takes it into the sphere of 
forming, commenting on and serving idols. 

Horizontal connections, network communities create 
conditions both for personal growth and for leasing of 
personal potentialities and sociability by network companies 
and power structures. Control and regulation of sociability, 
carried out with the help of social rating (PRC) and political 
rules (West), have here the subordinate importance of social 
priorities of behavior, regimes of social discipline. 

V. CONCLUSION 

When analyzing contemporary forms of social capital, we 
should not forget that behind it there is always a personality. 
Social capital differs from other types of capital in that its 
"permanent" and basic part is the person himself in his 
previous experience of formation with parents in the family, 
with friends, teachers and mentors in school, university, the 
army. In this sense, horizontal connections are secondary to 
personality formation. On the contrary, orthogonal 
connections (with previous generations and with future 
generations) are primary. The conditions of personality 
formation determine the ways and directions of the use of 
social capital. Personality does not dissolve in social capital, 
it is always greater than it, even if it grows in it. Under the 
conditions of digital transformation of society, in the new 

communicative situation, the cultural and civilizational 
dimension of personality is determined by the conditions of 
"initial accumulation" of personal capital, by the nature of its 
further socialization, and, as a consequence, by speed and 
scale of social capital accumulation.  

Under conditions of digital transformation of society 
socialization takes non-traditional, non-classical forms. In the 
global world transnational, nation-state, confessional, 
corporate actors compete for opportunities to define and 
promote their standards of socialization. The pedagogical 
component of higher education teacher's professionalism 
becomes a key factor contributing to successful student 
socialization in educational activities that meet national 
interests. 

Accumulated in the information space "traces" of social 
activity of individuals or indicators of employment, 
consumption, leisure, communication - "big data" today are 
already used as a resource to solve private management tasks. 
The theoretical interpretation of socialization in Russian 
sociology and the state's systematic participation in creating 
socialization models that take into account regional 
differences and peculiarities of settlement communities in 
Russia make this sociological information in demand both in 
the socio-humanitarian sciences and in pedagogy of higher 
education. 
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Abstract—The purpose of the article: to introduce into 

scientific circulation a new category of demediatization 2.0., 

considered in the context of the general theory of 

mediatization. The authors proceed from the superposition of 

the institutional and constructivist concept of mediatization 

and propose to consider the concept of demediatization at three 

levels of the social hierarchy. It is shown that in the conditions 

of the transition of the information society from the phase of 

digitalization to the phase of datification, a new qualitative 

stage is coming in the demetization dynamics, which is 

designated as "demediatization 2.0". 

The authors conclude that "demetization 2.0." is a complex 

trend of the social dynamics of digitally datified modernity, 

which can be identified at the macro level and the level of 

spheres of public life (societal demediatization), the level of 

everyday practices of digital prosumers (behavioral 

demediatization) and the level of individual events, incidents 

and informational occasions (event demediatization). Three 

basic definitions of demediatization 2.0., characteristic of the 

transition of media communications from the stage of 

digitalization to the phase of datification and corresponding to 

the three identified theoretical traditions, are substantiated. 

Societal demediatization 2.0. refers to the social process of 

redistribution of power resources of communications medium 

from classical media and traditional normatively understood 

journalism to network players, influencers and traffic 

monopolists, characteristic of the society of communication 

platforms and digital ecosystems, which generates a new 

dynamic of reproduction of sociality of the mediatized world. 

The concept of event-demediatization 2.0 is introduced. and 

its detailed description is given. As a result of the purposeful 

application of this network strategy, a socially significant event 

that can cause a large-scale behavioral reaction is deliberately 

placed on the periphery of public attention. 

Keywords— mediatization, demediatization, demediatization 

2.0., digital society, datafication, mediatized worlds, medialogics, 

event drmediatization. 

I. INTRODUCTION  

The digital environment formed simultaneously by 
official mass media and unofficial network resources, 
influencers and traffic monopolists has an impact on a 
society diversified by interests, values, statuses and – as a 
result – by the demand for the information agenda. At the 

same time, "mediatized worlds" according to Hepp [8] 
essentially occupy the everyday practices of the majority of 
the population of the "digital world". Mediated by 
technological mediums communication forms a new 
mediatized everyday life, thereby replacing the usual 
everyday life. Using a wide arsenal of user engagement 
technologies, the network opinion creates new tools for 
mediatization and mediatized mobilization – both consumer 
and political. Mediatization 2.0. characteristic of the network 
platform society once again simplifies the communication 
practices of the digital prosumer and drives him into the 
funnel of constant reproduction of mediatized social 
practices. In essence, we are dealing with the totality of 
mediatized communication in the space of unverified 
information flows. And such a situation of totality cannot but 
generate a demand for a stream of counter social actions 
aimed at getting out of the mediatization maze, at 
demediatization of everyday life. These actions may be 
associated with a more or less conscious desire to protect the 
world of individual privacy from the expansion of mediatized 
worlds. On the other hand, the mediatization of any 
significant information occasion, especially in conditions of 
public turbulence, can generate spontaneous explosive 
political mobilization, including protest mobilization. This 
creates political risks for the current government and 
encourages it to take such actions in the information field and 
the related social field, which can also be designated as 
demediatization, only of a different type – purposeful and 
unfolding in relation to the incident. Thus, it is possible to 
raise the question of different types of this social process, 
which can be designated as demediatization. We believe that 
in the context of the transition of the information society 
from the phase of digitalization to the phase of datification, a 
new qualitative stage is coming in the demetization 
dynamics, which we propose to define as "demediatization 
2.0". 

The purpose of the article is to introduce the category 
“demediatization 2.0.” into scientific circulation in modern 
media theory. According to the formation of traditional 
terminological systems, the prefix de- means the 
cancellation, destruction, denial of something: 
(blocking/deblocking, mobilization/demobilization, 
qualification/ dequalification, infection/disinfection). In this 
regard, the concept of demediatization is considered as a kind 
of methodological opposition to the concept of mediatization. 
At the same time, we believe it is possible to apply to the 
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interpretation of the social content of demediatization all 
three approaches that have developed in the modern theory of 
media communication, which we will conditionally designate 
as societal, behavioral and event-based. We will write about 
the essence of the approaches below. Note that the 
understanding of demediatization 2.0. is applicable to all 
three interpretations of the mediatization process.. 

II. THEORETICAL FRAMEWORK 

Let's turn first to the understanding of mediatization 2.0.  

The study of the phenomenon of mediatization 2.0 is at 
the junction of scientific developments in the field of the 
general theory of mediatization of modern foreign and 
domestic scientists working within the framework of 
institutional S. Hyaward [9], D. Deacon and D. Stanier [2], 
A. Gureeva [7], etc. and socio-constructivist schools A. Hepp 
[8]. At the same time, both theoretical schools share the 
thesis that social media that emerged during the period of 
digitalization provide diversification, replacement, 
integration and adaptation of socio-political actors to the new 
media logic (institutionalists) or communicative figurations 
(constructivists). 

Within the framework of the institutional tradition [15], 
mediatization 2.0. is mediatization, understood as the process 
of imposing the datified media logic of the platform society 
on other spheres of social life. First of all, we mean the 
political and cultural spheres. This process is based on the 
dynamics of the web wave, the repeaters of which in the 
network society are influencers - traffic monopolists and 
owners of network communication capital [6]. The web wave 
rises in the process of forming a synergy of the 
communicative activities of interested parties in the presence 
of network actors among them, consciously expanding the 
area of the subjects involved. Mediatization 2.0. by 
transferring the datified media logic to the political sphere, it 
is implemented in the horizontal network environment of 
digital viewers and generates new effects on political 
behavior and the functioning of social systems. Interpreted 
within the framework of the institutional paradigm, the 
process of mediatization 2.0 is associated with a political 
media discourse in which horizontal network and vertical 
institutional discourses compete for the formation of 
meanings in value-homogeneous communities. 

Within the constructivist tradition, mediatization 2.0., 
realized through the everyday communicative practices of the 
subjects of the space of datified communication, is a process 
of constant reproduction of mediatized worlds realized 
through the communicative figuration of datified 
interactions. 

We distinguish three types of mediatization objects.  

Firstly, it is macromediatization, or mediatization of 
social life [7]. In this case, the subject of mediatization is the 
germination of media logic ‒ perception determined by the 
dominant system of media communications ‒ into the logic 
of various spheres of social life. 

Secondly, the practices of collective and individual social 
actors can become the object of mediatization [12]. We will 
designate these processes as subjective meso-, micro- and 
nano-mediatization. Here the subject of mediatization is the 
social construction of the reality of professional and everyday 
practices of social subjects through the interiorization of their 
mediatized worlds. 

Thirdly, mediatization as a social and communicative 
process can be implemented at the meso- or micro-level, in 
relation to a specific event, information occasion, local 
incident. This event becomes an event-mediatization object 
[5]. As a result of mediatization, an insignificant event, a 
local incident can become a resonant event with social and 
political consequences.  

Let's make an oppositional methodological extrapolation 
of our understanding of mediatization 2.0. to the concept of 
demediatization 2.0. At the same time, we turn to the three 
traditions of theoretical interpretation mentioned above.  

The first tradition, we consider it as societal, believes that 
demediatization is implemented at the macro level. It is based 
on the concept of the modern German philosopher Byung-
Chun Han [14]. The scientist designates as demediatization 
the loss of the fundamental social potential of classical media 
in a digitally anonymized society. Byung-Chul Han notes 
that professional media and journalism are excluded from the 
number of significant actors in the formation of the agenda, 
which today is determined by traffic monopolists and those 
whom we call communication capitalists in our works [6], 
including platforms. The philosopher interprets 
demediatization as the loss of the leading role of the media in 
the formation of public discourse [14]. Within the framework 
of this theoretical tradition, by societal demediatization 2.0. 
we will understand the social process of redistribution of 
power resources of communication mediums from classical 
media and traditional normatively understood journalism to 
network players, influencers and traffic monopolist’s 
characteristic of the society of communication platforms and 
digital ecosystems in the dynamics of reproduction of 
sociality of the mediatized world. 

The second tradition of interpretation of demediatization 
is associated with ritualized social practices of digital 
escapism, withdrawal from the digital environment, we call it 
behavioral. One of the typical examples of leaving online 
communication is what J. Rauch, drawing parallels with the 
practices of the Jewish "Shabbat", calls a digital Sabbath 
[12], and D. Sieberg [13], C. Johnson [10] – a digital diet. 
There are also authors using the term "digital detox". In this 
case, the metaphor does not play a role, it is important that 
we are talking about the conscious exit of the subject from 
the mediatized worlds. On the conditional "digital Saturday", 
users intentionally refuse to use gadgets and disable 
notifications on social networks. Digital abstinence practices: 
digital fasting, informational diets, digital detoxification, 
Sabbath online manifesto, media post, National Day of 
Disconnection from the Internet attract the attention of 
writers and philosophers [3, 10, 11, 13]. Digital escapism has 
become a response to the negative consequences of the 
influence of mediatization: decreased social empathy, 
reflexive thinking, sustained attention, loss of interest in 
political events and social engagement. Internalized practices 
of leaving the digital media environment under the conditions 
of total pressure of mediums on social practices and, in 
general, on the process of social construction of the human 
world within the framework of this theoretical tradition can 
be defined as demediatization 2.0. Users, getting rid of digital 
addiction, exercise control over the construction of their 
social worlds. The term "detox" is appropriate here, because 
the time spent on the networks is non-renewable and the 
amount of absorbed content becomes poison, as in the case of 
an overdose of a medicine. 

The third tradition of conceptualization of 
demediatization 2.0. is based on the concept of event-
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mediatization. Event-demediatization 2.0. we define as the 
process of reducing the level of mediatization of some 
resonant event. Event-demediatization 2.0. can be both 
spontaneous and purposeful. As a result of purposeful 
demediatization, an event important for significant audiences, 
public groups, capable of generating large-scale public 
mobilization and street activities, is deliberately taken to the 
periphery of public attention. The arsenal of purposeful 
demediatization 2.0. may include silencing an information 
occasion, discrediting sources, shifting public attention to 
other information occasions, etc. 

As examples of spontaneous and purposeful event-
demediatization 2.0. let's consider two empirical cases. 

The first case of spontaneous event demediatization was 
the publication of K. Bogomolov's manifesto "The Abduction 
of Europe 2.0". The case of K. Bogomolov's Manifesto "The 
Abduction of Europe 2.0" [4] as an event with a sufficiently 
high potential for mediatization was transferred to the 
trajectory of demediatization 2.0. As our study showed, the 
publication of the Manifesto did not become an Event due to 
the activation of demediatization network practices of 
influencers, opinion leaders and their subscribers. Network 
players chose a form of opposition to the values of the 
Manifesto in the logic of demediatization: they did not 
evaluate the content of the Manifesto on an axiological scale, 
reducing the discussion to a discussion of personal life, 
financial well-being and intellectual abilities of director K. 
Bogomolov. 

The second case of targeted demediatization is the 
network reaction to the receipt of the Nobel Prize by Dmitry 
Muratov, editor–in-chief of the opposition newspaper 
Novaya Gazeta in October 2021. [5] The event, like the event 
of the first case, had a high mediatization potential. The 
award ceremony took place against the background of the 
law on foreign agents adopted in Russia, the nomination of 
the main opposition leader Alexei Navalny for the award, and 
therefore required a clear assessment of government 
institutions, groups of the politicized public in the Russian 
federal media and social networks. However, there was no 
mediatization, since the Russian federal media limited 
themselves to a neutral official congratulation of the press 
secretary of the President of the Russian Federation D. 
Peskov in one line, which fits into the logic of silencing the 
event, and the non-systemic opposition of A. Navalny's 
supporters deliberately lowered the status of the laureate and 
announced a network boycott of the publication of his Nobel 
speech: on the half-million account of Novaya Gazeta, it 
collected only 14 (!) likes. 

III. CONCLUSIONS 

The analysis of theoretical sources and empirical cases 
shows that there are different approaches to the theoretical 
operationalization of a special type of social processes in 
modern mediatized society, which we designate as 
demediatization. In the context of the transition of the 
information society from the digitalization phase to the 
datification phase and in the demetization dynamics, a new 
qualitative stage is coming, which we propose to define as 
"demediatization 2.0". Demetization 2.0. is a complex trend 
of the social dynamics of digitally datified modernity, which 
can be identified at the macro level and the level of spheres 
of public life (societal demediatization), the level of everyday 
practices of digital prosumers (behavioral demediatization) 
and the level of individual events, incidents and 
informational occasions (event demediatization). It is 

important to emphasize that the understanding of the 
demediatization category 2.0. is applicable to all three 
interpretations of the demediatization process. 

We will also designate three interpretations of 
demediatization 2.0 that do not contradict each other. 

Within the framework of the macro approach, societal 
demediatization 2.0. we will define as the social process of 
redistribution of power resources of communication 
mediums from classical media and traditional normatively 
understood journalism to network players, influencers and 
traffic monopolists, which is characteristic of the society of 
communication platforms and digital ecosystems. This 
redistribution generates a new dynamic of reproduction of 
sociality of the mediatized world. 

From the standpoint of the behavioral approach, 
demediatization 2.0 is a complex of internalized practices of 
subjects leaving the digital media environment under the 
conditions of total pressure of mediums on social practices 
and, in general, on the process of social construction of the 
human world. 

In the event version, demediatization 2.0. is the reverse of 
mediatization 2.0. the process of limiting/collapsing the 
mediatization field of a significant 
event/incident/informational occasion, due to the curtailment 
of the associated with event media activities of the actors 
involved in the datified digital space of Web 2.0 – Web N.0. 

Thus, in this article we expand the field of understanding 
the dialectic of the processes of mediatization-
demediatization, substantiate the introduction of the concept 
of "demediatization 2.0" and introduce the concept of event 
demediatization 
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Abstract—The article considers the phenomenon of 

demonstrative behavior as a strategy of the digital space, 

focused on gaining a specific “sociо-digital” status, for its 

subsequent social and economic monetization. Value and socio-

psychological approaches are used. 

The theoretical base: the works of T. Veblen, R. Bartl, R 

Kyua, Nikolay I. Petev, Yuriy A. Chernavin, Dariya A. 

Sovaleva. 

Expected results: determination of motives and types of 

demonstrative behavior on the Internet. 

Keywords—strategy, demonstrative behavior, imitation, social 

and digital status, monetization  

I. INTRODUCTION  

A distinctive feature of humans as social actors is their 
strive to reflect themselves, their activities and lives as a 
whole in the external forms that can be perceived by other 
subjects. Such reflection helps a person to experience the 
authenticity of their separate existence, which is separate 
from the others, the fullness of their lives, and the 
significance of their “Self” as well as the authenticity of the 
existence of the “Other”. Such an exchange of reflections 
means social communication that ensures the process of 
human socialization. Social communication together with 
other phenomena and processes in the world around is 
internalized into one’s inner world, the perfection of which as 
acquisition of “selfhood” is the goal and meaning of human 
life. 

With the development, accompanied by increasing 
rationalization and differentiation, the world becomes more 
complex and multifaceted. Types and forms of human 
activities tend to branch out, multiply and have narrow 
specialization. At the same time, the significance of an 
individual recedes increasingly in the general flow of social 
life and it becomes more and more difficult to establish 
oneself as a subject of real activity while the desire to 
experience the authenticity of one’s being, as a fundamental 
human desire, remains unchanged. 

A person often finds a way out of such a situation by 
shifting the emphasis from the activity itself to its reflection 
in social space. The degree this shift of emphasis can vary: 
from a slight exaggeration of the significance to the complete 
imitation of the reflected object. By gaining self-sufficiency, 
such reflection, from our point of view, transforms into a 
demonstration, and the pursuit of it turns into 
demonstrativeness. 

With the development of digital technologies, 
demonstrativeness acquires an ambivalent character. On the 
one hand, digital space creates ample opportunities to 
demonstrate oneself and one’s activities, while on the other 
hand, it initiates and encourages demonstrative behavior. 

What is more digital space shapes a special world with an 
easy way to indulge in wishful thinking.  

II. METODOLOGY AND METHODS 

This article aims to provide a theoretical analysis of 
demonstrative behavior and its substantiation as a 
communication strategy in the digital space.   

The phenomenon of demonstrative behavior as a strategy 
of the digital space focused on gaining a special “socio-
digital” status for its subsequent social and economic 
monetization is considered through the value and socio-
psychological approaches.  

The questionnaire method within the socio-psychological 
approach is used to determine the relevance of demonstrative 
behavior on the Internet for modern Russian students. 

We have assumed that in the digital world, external 
communication is an exclusive form of life. Its translation 
into internal personal meanings is not necessary; but if so, it 
is again to be externalized rather than to be a self-sufficient 
process. Let us, however, make a distinction between two 
situations: the first, when a person enters the digital space for 
the available information to deal with urgent tasks related to 
his or her real existence, and the second, when a person 
moves most of the life into the digital space. In the second 
case, the goal and meaning of human life are predominantly 
to gain a certain social (“digital”) status. In the context of 
rapidly growing competition for the one’s “digital” status, 
demonstrative behavior becomes an increasingly relevant 
communication strategy. 

From our point of view, two main types of demonstrative 
behaviors can be identified based on the general goal of 
asserting one’s “self”: “I assert myself as a subject of activity 
and I assert myself as a happy person living a full life”. 

Affirming oneself as an actor is related to demonstrating 
success in all possible aspects: demonstrating one’s activity 
and promoting it in the digital space through social networks, 
corporate and personal websites. This can be a demonstration 
of personal and group achievements embodied in awards, 
certificates, and comments, as well as a demonstration of 
prestigious earnings, determined by a high social status of a 
person.  

Affirming oneself as a happy person living a full life 
implies demonstrating diversity of one’s interests, belonging 
to various prestigious social groups and conspicuous 
consumption. In this sense, demonstration of the emotional 
richness of life is also important, i.e.: emphasizing emotional 
sensitivity, accentuating different emotions and emotional 
lability. 

All the above-mentioned types of demonstration can be 
imitative in nature. The goal and meaning of demonstrative 
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behavior as a communication strategy are economic and 
social (expressed in the recognition of the digital status) 
monetization.  

III. LITERATURE REVIEW 

The phenomenon of demonstrative behavior as a 
distinctive feature of leisure class behavior was proposed by 
Thorstein Veblen in “The Theory of the Leisure Class” in 
1899. In the second half of the XX and early XXI century his 
hypothesis was fully confirmed. Today both foreign and 
domestic researchers [4, 8, 7] write about the desire to 
demonstrate one's “consumer success” (including in the 
digital space). However, according to Kristina R. 
Khamidullina, “by calling “the law of demonstrative 
consumption” the fundamental law of existing civilization, 
Veblen exaggerates the role of consumption”, making it the 
determining factor in the society evolution. The consumer 
value is defined by two types of practicality: functional <…> 
and additional, i.e. the ability to bring the consumer a certain 
level of honor and respect” [1, 2]. From our point of view, 
the fundamental nature of the “law of conspicuous 
consumption” is not an exaggeration of the role of 
consumption; moreover, it is being confirmed in the modern 
world in new forms of consumption and new forms of its 
demonstration. Thus, for example, consumer behavior is no 
longer necessarily linked to a leisurely lifestyle and can be 
extended to a profession. We start to perceive a prestigious 
profession as a sign of superiority, at that, not the quality 
performance in the workplace is of primary importance for a 
person, but the belonging to a certain prestigious profession 
or brand organization, and sometimes a desire to become a 
brand themselves [for more information check out 6]. In this 
case, demonstrative reflection of the process and results of 
their prestigious activities in the digital space becomes a 
prerequisite for success. 

The consumer approach is integrated into a person's 
desire for the artificial elevation of social status through the 
opportunities offered by the digital space. As noted by Yuriy 
A. Chernavin in the article on the communicative status of an 
individual in a digital society, “network identity that arises 
during communication has a dual nature. On the one hand, it 
represents the real personality traits that a person acquires 
when answering the question “Who am I?” On the other 
hand, it implies a self-presentation effect, i.e. creation of an 
attractive image that does not correspond to reality, but can 
bring high prestigious ratings during communication” [3]. 
We consider, it makes sense to distinguish between the 
concepts of “communicative status of a person in the digital 
society” and “digital status of a person”. If the former, as 
convincingly demonstrated by Yuriy. A. Chernavin, 
represents a person's social status as an organic unity of two 
communicative dimensions: real and digital, then the latter 
exists exclusively in the digital communicative space and 
does not presuppose, as a mandatory condition, 
correspondence to the person's real social status. The digital 
status depends entirely on how well a person demonstrates 
his or her achievements. 

In this context, the highest level of digital status can be 
defined as the case of a person as a brand. In this regard, 
Yuriy A. Chernavin notes another trend: “A person, usually 
striving for popularity, often makes great efforts not so much 
to increase the number of communications, but to create a 
network where he or she becomes the center” [3]. Here, as it 
seems, we can talk about the psychological phenomenon of 
self-consumption – the consumption of one's personality in a 
certain guise. In full accordance with our assumption about 

the relevance of such a phenomenon goes the view of Nikolai 
I. Petev on a person formed by the digital space, where the 
one has an opportunity to free oneself “from the burden of 
the objective past, which constitutes an important part of the 
one’s internal content” [5], and fill the resulting vacuum with 
what the one would like to be. In this case, as Nikolai I. Petev 
claims, “there is a substitution of concepts, i.e. “to be” is 
replaced by “to appear as such” or “to self-present as such” 
[5]. Moreover, according to Richard Bartle, in the situation 
with virtual games, there is a “formal rebirth” of a person [4], 
and this new “digital” avatar does not think of him- or herself 
outside of permanent self-presentations. 

The theme of self-presentation as a necessary attribute of 
a fulfilled life is also reflected in scientific researches. For 
example, the results of a small pilot study carried among the 
youth allowed the conclusion that social networks themselves 
force people to be active: “it seems that nothing meaningful 
happens in one’s life if they don't record these events in the 
network” [9]. In this regard, the so-called “selfie addiction” 
phenomenon deserves particular attention. 
Ekaterina V. Shishkina and Vyatcheslav I. Chumakov share 
the opinion that excessive fascination with selfies is a form of 
mass addiction. “To a large extent, this is an attempt to 
overcome frustration caused by the deficiency of positive 
emotions, praise, and attention. Through selfies an individual 
tries to raise self-esteem in the eyes of others” [10]. 

To summarize, based on our review of the scientific 
literature, it can be stated that the phenomenon of 
demonstrative behavior is already well-researched in 
philosophical and socio-psychological literature. However, 
the idea of demonstrative behavior as a specific 
communication strategy of digital space has not yet been 
sufficiently articulated. 

IV. RESEARCH AND RESULTS 

It should be noted that for a full verification of the 
hypothesis we have put forward, a large multi-stage study 
covering different social groups is required, which is 
impossible to implement within the limited scope of this 
article. Therefore, we limited ourselves to conducting an 
empirical study of student youth to determine their 
propensity to transfer their personal representations into the 
digital environment, as well as the results of their social 
activity. Our hypothesis will be confirmed if more than 50% 
of respondents choose response options that reflect a desire 
to represent themselves in the digital space. 

The practical study was conducted online and consisted 
of surveying students from St. Petersburg universities. The 
survey questions were semi-closed, meaning that in addition 
to choosing a ready-made answer, respondents could 
formulate their own response. The survey results are 
presented below. 

The first question was as follows: “Do you associate the 
success in your activities with their reflection in the 
network?”. The answers to this question are shown in Table 
I. 

TABLE. I.  

Yes, no activity can be successful if it is not reflected in the 

network  

9.1% 

Yes, but only partially  44.1% 

No, the success in activities is primarily related to real life  27.4% 

No, the success in any activity is not dependent on the space 

of its performance  

18.8 % 

Other  0.6 % 
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The free answer was sounded as: “Yes, if success is 
defined by name recognition and a large number of 
subscribers.” 

Therefore, a bit over half of the respondents recognize a 
connection between the success in their activities and their 
reflection in the network, though only 9.1% of those 
surveyed consider this connection absolutely necessary. 

The second question was like this: “Will you share 
information about the received awards and certificates in 
digital space?” The answers to the second question are 
presented in Table II. 

TABLE. II.  

Yes, otherwise I will not feel successful   5% 

Yes, I want to share my joy with friends  48.4% 

No, it is immodest   24.2% 

No, others will be jealous  5.3% 

Other   17.1% 

The free answer included: “Yes, definitely, it affects my 
professional success”, “This is not the information I would 
like to spread about myself”.  

We consider it significant for our research that in the end 
more than half of the respondents consider it necessary for 
various reasons to publish information about their awards in 
the digital space. It is worth noting, however, that the 
overwhelming majority of those willing to share information 
about their success in the network are motivated by the desire 
to share their joy with friends, rather than by the desire to feel 
the fullness of their success. In other words, demonstrative 
behavior in this case is oriented not so much towards gaining 
a digital status, but towards manifesting oneself as a happy 
person. 

The third question “Will you share your failures on social 
media?” resulted in the answers that can be seen in Table III. 

TABLE. III.  

Definitely, I will because I need support   7% 

Yes, I am a sincere person, so I will not hide 

anything  

18.3% 

Very unlikely  55.9% 

No, let the outer world know me as a successful 

person  

8.8% 

Other  10% 

Individual responses included: “I will share neither my 
failures nor my success”, “If I have my own personal blog, I 
might share”, “No, if I need support, I will turn to someone 
in person, not via network”. 

These results demonstrated that the majority of 
respondents are not willing to share information about their 
failures, which seems natural to us and confirms our 
hypothesis about demonstrative behavior as a communication 
strategy for gaining a digital status. In the digital world, there 
is also a tendency not to destroy one's image as a successful 
person. 

The fourth question was formulated as follows: “If you 
find a prestigious job, will you talk about it on social media?” 
The results are shown in Table IV: 

 

TABLE. IV.  

Yes, thanks to this, people will treat me with greater 

respect  

7.5% 

Yes, I want to share my success with my friends  24.7% 

No, it is immodest  21.5% 

No, I'm afraid of jinxing it  21.5% 

No, people will be jealous  5% 

Other  19.8% 

Among the individual answers, the most interesting 
answer for us was the following: “Yes, I will talk about it 
because it is part of a personal brand”.   

Of all the respondents, a little over 32% tend to share 
about finding a prestigious job on social media, but more 
than half of those unwilling to share such information, do so 
for the fear of jealousy or jinxing their luck. Such motives, 
undoubtedly, act as certain barriers to demonstrative 
behavior, but are more external than internal, dictated by 
one's ethical attitudes. 

The fifth question was as follows: “If you were to have a 
prestigious lifestyle, would you share (post pictures) it on 
social media?” The results are shown in Table V. 

TABLE. V.  

Yes, I want to brag to be fully happy  19.4% 

Yes, let the outer world know me as a happy person   28% 

No, it is immodest   22.6% 

No, I'm afraid of jinxing it   6.2% 

No, people will be jealous   4.9% 

Other   18.9% 

As can be seen, almost half of the respondents chose the 
first two response options, thus expressing the willingness to 
share information about their lifestyle online. Among the 
individual answers, about half of the respondents answered 
positively, though in other words. All considered, the answer 
to this question does not disprove our hypothesis. It is also 
noteworthy that the number of those who are afraid of jinxing 
their prestigious lifestyle is over three times less than those 
who are afraid of jinxing their prestigious job, which seems 
quite logical. 

The sixth question was formulated like this: “Do you 
consider it necessary to share all your emotions in digital 
space?”. The results are shown in figure Table VI. 

TABLE. VI.  

Yes, it gives me a sense of fullness of life   10.8% 

Yes, this way I can show everyone how emotional I 

am  

9.1% 

No, it is immodest   19.4% 

No, it is unaesthetic  30.1% 

Other  30.6% 

Individual responses were negative in various 
formulations. The most interesting among them were: “No, I 
don’t feel comfortable by sharing my emotions with 
everyone”, “I don't want everyone to know how I feel” and 
“No, it's time-consuming and meaningless”. Overall, the 
answers to this question showed that more than three-quarters 
of the surveyed students are not ready to share their emotions 
online for a variety of reasons. 

The seventh question was: “Will you feel happy if no one 
knows about it?” The answers are shown in Table VII. 



48 

TABLE. VII.  

Yes   85% 

No  8% 

Other  7% 

The individual responses included the following: “I want 
to share my happiness only with close people”, “if I am 
happy, my family should know about it”, “I don't see any 
connection between these concepts” and “I don't know”.  

It should be noted that the answers to this question made 
us doubt their sincerity. A very large percentage of 
respondents who claimed to be happy even if no one knows 
about it is inconsistent with the responses to the previous 
questions. Indeed, why share their rewards and successes, 
their prestigious lifestyle then? This, in turn, indirectly 
proves a tendency towards demonstrative behavior: people 
always want to appear more independent than they actually 
are, and they are willing to demonstrate this even to 
themselves. 

The eighth question was “Do you consider it possible and 
acceptable to imitate your success in the digital space?”. The 
answers are shown in Table VIII. 

TABLE. VIII.  

Yes, if it is necessary to achieve a particular goal   11.3% 

Yes, it is acceptable in any case  6% 

No (it is unethical)  16.7% 

No (it is meaningless)  61.8% 

Other  4.2% 

Here are some of the individual responses: “it depends on 
the situation”; “it is a personal matter for everyone” and “it is 
unethical, but everyone makes the living as one can”. 

Therefore, only 17.3% of the respondents accept the 
imitation of their successes in the digital space, and just 
16.7% consider it unacceptable for ethical reasons, the 
majority meanwhile is motivated against through the 
meaninglessness of such imitation. That is, if we assume a 
situation with such an imitation to bring tangible results, the 
results might have been different. 

The ninth question was: “Do you consider it possible and 
acceptable to imitate your emotions in the digital space?” 
The answers are shown in Table IX 

TABLE. IX.  

Yes, if it is necessary to achieve a particular goal  36.6% 

Yes, it is acceptable in any case  13.4% 

Yes, because imitation stimulates the emotion itself  7% 

No (it is unethical)   28.5% 

No, it is unaesthetic  7% 

Other  7.5% 

Individual responses included the following: “Yes, if I 
feel like it”, “It is a personal matter for everyone”, “I don't 
understand the question”. 

Thus, more than half of the respondents accept the 
possibility of imitating emotions in digital space for various 
reasons. It makes sense to compare these results with the 
question about the possibility of sharing one's genuine 
emotions on social media. Such a comparison shows that 
while 80.1% of respondents do not consider it possible to 
share their emotions online, only 35.5% of the same group do 
not consider it possible to imitate their emotions in the 
network. From our point of view, such a discrepancy is a 

strong evidence of the tendency towards demonstrative 
behavior meaning that in the network it is not more important 
to appear then to be. 

The tenth question was the following: “How do you feel 
about your friends sharing their success, achievements, and 
awards on social media?” 

TABLE. X.  

I think they want to share their joy with others  66.1% 

Sometimes it is just bragging  14% 

I feel that sometimes it is more important for them 

to share their own success than to hear about other’s  

10.8% 

Other  9.1% 

Individual responses included: “I am indifferent 
(neutral)”, “I am happy for them”, “It is their own business”.  

Such distribution of responses illustrates that most 
respondents accept this behavior, although they do not rule 
out suspicion of a desire to show off and a certain degree of 
egocentrism. 

V. CONCLUSION 

To summarize the results of our research, let us conclude.  

We may consider that the proposed hypothesis on 
demonstrative behavior as a communication strategy in the 
digital space to be a characteristic of modern humans was 
partially confirmed. Firstly, this is illustrated by the fact that 
more than half of the respondents acknowledge the 
connection between the success of their activities and its 
reflection in the network. Secondly, over half of the 
respondents, for various reasons, recognize the need to share 
information about their awards in the digital space. Thirdly, 
just under half of the respondents, while not allowing their 
genuine emotions to be shared online, accept the possibility 
of their imitation. 

The survey conducted among students also showed the 
latter are more likely to assert themselves in the digital space 
as happy people living a full life, in particular through 
demonstration of their success, rather than to strive for 
certain digital statuses. The pursuit of demonstrativeness in 
order to gain a digital status might be formed in the course of 
professional activity, when the one has to spend most of the 
life in the digital space. 
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Abstract— The traditional process of sorting and selecting 

information has changed dramatically under the influence of 

information technology. Influencers have become the new 

authorities. Until recently, the creation of an influencer 

proceeded according to the classical scheme: idol - information 

- expertise - norm - reward/punishment - authority. However, 

CGI technologies have created a new phenomenon of digital 

influencers. CGI influencers engage the user's imagination and 

inspire awe (AWW Inc.). The source of the CGI influencer's 

power is their ability to utilize media literacy. CGI influencers 

are embedded in the process of media literacy formation as an 

authoritative opinion, but this can lead to a blockade of the 

processes of creative and critical thinking. The user can become 

dependent on the influencer, downshifting to the level of 

manual execution, and the influencer can become a new master. 

Keywords— Computer-generated imagery, digital influence, 

media literacy, information authority, PR, digital ethic 

I. INTRODUCTION  

The specificity of the new era of Web 3.0 and, in some 
cases, 4.0, is starting to integrate into our daily lives. It all 
began with our growing acceptance of chatbots and voice 
assistants. The next stage of AI was to teach it how to write 
music and poetry, and it was only natural that it would 
eventually learn to "sing" as well. The concept of using 
digital avatars in the entertainment industry has been around 
for some time. One of the most famous and long-lasting 
examples in the West is the avatar of the group "Gorillas," 
which attracted tens of thousands of people to concerts where 
they performed on giant screens. In Russia, a similar 
marketing technique was used to promote the singer Glucoze. 
[1]  

It was logical to develop AI in the entertainment industry, 
which is one of the most lucrative industries after gaming 
(according to statistics). People crave an idealized image that 
is unattainable in reality, and digital influencers (DIs) [2] 
provide just that.  

Following the example of the show "Alter Ego," which 
aired on American television in December 2021, the 
entertainment industry has seen an influx of similar projects. 
The COVID-19 pandemic and subsequent self-isolation 
served as a catalyst for the development of the universe of 
augmented and additional reality (the metaverse).  

While the idea of creating a separate universe with 
fictional laws and characteristics may work well for online 
games, it doesn't necessarily translate well into the physical 
world. 

Despite this, the success of projects such as Ingress and 
later Pokémon GO motivated creators to take things to the 
next level [3]: creating a complete digital "surrogate." This is 
no longer just a digital copy of an individual, but rather a 

collective image based on predictive analytics and databases 
that have been collecting people's preferences for years. For 
example, most digital influencers use female models, as this 
has become traditional within the industry as a whole [4]. 

 However, researchers are working on whether these 
models are ethical for use in the real world, but without much 
enthusiasm [5]. The fact remains that such a model is still 
treated as an additional digital device, rather than being 
considered as a chatbot or any other similar program. [6]  

II. METHOD  

The data in this study consisted of qualitative data 
obtained through observation and supported by literature 
studies. The data collection method is described as follows: 
Qualitative data were collected through observation. 
Observations were made on the social media accounts of AI 
influencers, including those on YouTube, Instagram, and 
Twitch. platforms. The literature study was conducted by 
searching for references from books and journals related to 
this research.  

III. DISCUSSION  

A. Primary seeding of new technology. Cultural - social 

features.  

Since each person and nation has its own unique 
characteristics, it is important to choose the most suitable 
place to launch a project. In this case, an "ideal" country 
would be one where fan movements are popular and well-
established, not just as part of pop culture, but also as an 
integral part of youth culture that endures throughout their 
lives [7].  

Based on these criteria, puritanical and orthodox Western 
societies would be immediately excluded from the list. The 
state of euphoria would pass too quickly, making it difficult 
to establish a sustained presence. This would also impact the 
success of a marketing technique called "sowing", which is 
used to introduce an idea for further development in the form 
of a full-fledged advertising campaign. Furthermore, 
merchandise sales (often referred to as "merch") would not be 
profitable in such societies. Therefore, it is necessary to look 
for a location where fan movements are well-established and 
where there are already successful live influencers, even if 
they may not be fully digitalized yet [8].  

Countries with strong traditional cultures in Eastern Asia, 
such as Japan, China, and South Korea, are almost perfect 
venues for launching the project. In these countries, the 
impact of the virtual social world on the youth community is 
enormous. By using a digital avatar, it is possible to influence 
a person's life in various ways. Therefore, the phenomenon of 
Kyoko Date, Hatsune Miku, and Luo Tianyi [9] is actually 
the result of an excellent understanding of cultural 
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characteristics and an attempt to implement one of the 
possible "hybrid" digital scenarios for integrating augmented 
(non-virtual) reality into everyday life [10]. All of this 
preparation was for new advertising technologies or even for 
the new era of digital communication.  

Certainly, these technologies would have gained a lot of 
attention in the West as well, but the level of monetization 
would be much lower [11]. While the Comicon festival takes 
place in many countries, it is only in Korea and Japan that it 
has been elevated to a level where it is not only a passion but 
also an integral part of real-life imitation. When a manga 
character's image is brought to life, it becomes more "down-
to-earth" and mortal, without the superpowers of the 
character. This makes it feel more "accessible" to people, 
creating an illusion of being able to reach the same level. In 
contrast, Western superheroes follow a genre that defines 
clear rules of the game, without a community of "spirits, 
ghosts, and mentors" that are formed according to the laws of 
"fatal accident" - a concept that is necessarily fatal and 
accidental [12, 13]. Alternatively, the laws of forbidden, 
secret, and unattainable "magic" are followed, which 
essentially separates the world of augmented reality into a 
rigid and separate "virtual" world, making it almost 
unrealistic to mix with reality and always implying the 
presence of separate "superheroes".  

Returning to Eastern culture, one can observe that in 
addition to the vast collections of manga available in 
restaurants, which are essentially fairy tales and comic books 
at the same time, people grow up with a more accepting 
attitude towards the existence of "other" worlds that coexist 
with ours as layers. Therefore, if a world of spirits exists, why 
not the world of "digital avatars" as well?  

And since digital avatars do exist, it is only natural to 
monetize them, especially given the largest fan community in 
the world, which numbers more than 500 million in China 
alone [10]. This is an ideal model that requires almost the 
same resources at the launch stage for development, 
production, and promotion. However, resource consumption 
becomes minimal in the operation stage.And here we come to 
the main question: “why digital avatars have "specialization" 
and there is no "universal"?”  

The answer lies in the fact that marketers worked here 
first and foremost. The first law of marketing is "know your 
target audience," and it is on this principle of rigid 
segmentation that modern digital influencers are created [14-
15].  

At the same time, it is possible to experiment with 
different areas and products without risking the reputation of 
the main account. It is enough to create a new account, 
change the visual image (skin), and select the characteristics 
for the company based on the hypothesis. 

In this case, we get the perfect marketing tool to measure 
the audience's reaction. If it "comes in" from a new avatar, it 
will simply "take off" from the "hyped" one, since the image 
becomes comparable to an "idol" [16]. What an "idol" uses 
by default is the best, since it has already passed the stage of 
public authorization.  

B. The difference between human-human relationships - 

offline - online   

Parasocial interaction does not have an officially fixed, 
clear definition, as the definition given by Horton and Wohl 
(1956) [17]. in relation to the era of television has lost its 
relevance. However, other researchers have attempted to 

define it in the context of live streams and broadcasts [18-23]. 
Nevertheless, these definitions fail to fully explain 
relationships with all digital celebrities and even more so, to 
clearly distinguish between relationships with a human 
creator and those with structures synthesized by artificial 
intelligence. In fact, during the same "live" concerts of digital 
influencers, the audience uses the same means of expressing 
emotions through special gifts and emoticons [24]. Therefore, 
the question of digital ethics and the ownership of these 
individual models in different situations, including in 
business, remains relevant. [25]  

If living influencers in the age of digital communication 
use parasocial relationships to change public opinion and 
induce action [26], can we consider fully digital avatars to be 
the same influencers who also engage in parasocial 
interaction?  

The price of an almost eternal opinion leader from a 
technological point of view is the question of assessing the 
ethics of artificial intelligence in general. If we accept that 
digital influencers have become more than just digital avatars 
in our lives, they become tools that are already being used all 
the time [8].  

However, if they have become digital idols with the 
functions of deification and real communication, does this 
mean that humanity has actually come close to synthesizing 
the ideal model of marketing communication? [10] 

 The answer is both yes and no since the perception of 
partial or complete such avatars as robots can cause negative 
emotions comparable to aggression towards anthropomorphic 
robots [27].  

However, it is essential to understand that the issue has 
gone beyond the limits of influencer marketing. Digital 
avatars are already influencing society [28], and this can lead 
to the critical thinking of perceiving a digital model as just a 
model without feelings, but only an imitation of a response 
being blocked [29]. This can allow for the spread of fake 
news to the masses, and the avatar can acquire the parameter 
of "trust" based solely on content without any evidence base 
[30].  

There are already precedents in which digital avatars have 
been used to spread fakes [31], and studies like these prove 
the real problem of evaluating a digital avatar solely in terms 
of an instrument and assigning it quite human properties [32]. 

All of this has become possible using the classical scheme 
of geopolitical technologies, where society is brought to a 
state of "blind" faith in their leaders or influencers [33]. At 
the same time, critical perception of information is blocked at 
the very first level of "authorization," during the stage of 
passing the "digital" avatar to the category of expertise. In 
fact, digital avatars have adopted the best techniques for 
creating a fake image with a huge margin of trust, and it 
doesn’t matter that they are digital [34]. They have been 
given the opportunity to earn expert points not through real 
expertise, as in the case of IBM's Watson, but exclusively 
through the prism of using information prepared by a person 
for a person but transmitted through a digital avatar. For 
example, the World Health Organization used the AI 
influencer Knox Frost during the COVID-19 pandemic. With 
over a million Instagram followers, Frost was recruited to 
spread PSAs like lockdown regulations and the need for 
personal hygiene. [35-36]  
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IV. CONCLUSION  

Of course, we would like to believe that social networks 
have become a necessary part of our lives, but the reality is 
that most of the mass media information has shifted to the 
area of instant messengers and social networks, which have 
long received the characteristics of classical media. As a 
result, we have a bias in the synthesis of relationships through 
influencers as a source of information [8]. The fans 
themselves support this industry [14-15], and the more people 
invest their own money in digital models, the harder it is for 
them to admit that these actions are wrong. Therefore, the 
issue's price is already the problem of smoothing the border 
between the digital world and the physical world, as it moves 
from the plane of assistants in life to the area of those who 
make decisions for people. Moreover, for now, we are only 
talking about those people and corporations that own AI 
avatars and influencers. However, over time, development 
will reach a stage where AI influencers themselves will 
deviate from a predetermined scenario and adjust the 
information agenda. But the main question will remain the 
same: "Who pays the bill?"  

In conclusion, it is crucial to take action now to promote 
critical thinking and fact-checking skills. As disinformation 
continues to spread at an alarming rate, it poses a serious 
threat to the accuracy and validity of information. This can 
lead to a dangerous erosion of facts and values, and can also 
introduce factual errors into the training data for digital 
influencers, since AI training is based on pre-existing 
knowledge. It is important to recognize that the use of digital 
avatars and AI influencers is no longer confined to influencer 
marketing, and their influence on society can no longer be 
ignored. As technology advances, it is possible that AI 
influencers will eventually deviate from their predetermined 
scenarios and begin to shape the information agenda. 
Therefore, it is crucial to consider the ethical implications of 
AI and to ensure that appropriate measures are taken to 
protect society from the potential harms of disinformation.  
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Abstract—IT technologies and digital media development 

influence socialization process of a person and the roles of 

business corporate actors in it. Social constructivist approach 

of a mediatized society theories (A. Hepp, U. Hasebrink) based 

on process sociology (E. Norbert) and neoinstitutional 

approach (March J. G., Olsen J. P.) formed the methodology of 

a pilot study. The research method was a quantitative analysis 

implemented by using artificial intelligence system algorithms 

to explore citizens involvement in corporate values and 

practices dissemination through corporate citizens’ digital 

media strategies practiced for corporate social responsibility 

programs implementation. Thus, the study objective was to 

explore corporate citizens’ effective model of involving digital 

media strategies. 

The pilot study was conducted during two weeks: June, 22 – 

28 and June, 29 – July, 05, 2022. The results demonstrated the 

practice of paternalistic model of digital media communication 

strategies (mostly passive perception by audiences of CSR 

projects) and lack of user content generated by CSR programs 

recipients. 

Keywords—digital media, communication strategy, corporate 

citizen  

I.  INTRODUCTION 

The modern process of extensive digitalization and 
deepening mediatization [1] followed by communicative 
figuration establishment [2, 3] actualizes neoinstitutional 
approach to understand the influence of digital media on the 
modern society. According to that point of view “An 
institution is a relatively enduring collection of rules and 
organized practices, embedded in structures of meaning and 
resources that are relatively invariant in the face of turnover 
of individuals and relatively resilient to the idiosyncratic 
preferences and expectations of individuals and changing 
external circumstances” [4, 5]. 

Corporate citizens with well-functioning thematic and 
digital media ensembles illustrate the corporate mediatization 
phenomenon are becoming the structural basis of 
communicative figuration [6], involving different 
stakeholders in communication frameworks. Due to such an 
involvement corporate citizens influence personal views and 
attitudes, therefore, social patterns: “These clusters, which 
represent subjective worldviews that are highly resistant to 
change, are cast as the fundamental generator of economic 
and political performance” [7]. 

Thus, corporate citizens digital media communication 
strategy is of high importance in terms of values articulated 
and perceived within the communication figuration. 

II. RESEARCH METHODOLOGY 

Neoinstitutional approach is characterized by the focus on 
individuals’ actions rather than on social groups’ ones, 
accompanied by modern extensive development of digital 
communication technologies we observe a quite new 
situation: transmission and internalization on social roles and 

patterns, social communication of citizens, their socialization 
is implemented mostly through online Internet platforms, 
which were not designed by governmental structures. During 
the pre-digital era socialization of a person was carried out 
mostly in families, schools, universities, Mass Media, etc., 
and offline, certainly. Information and communication 
technologies have developed widely spread cases when a 
person assimilates behavior patterns which are not relevant to 
the place the person lives. Moreover, due to digital 
communications the reality of social, political, and business 
structures is also closely connected to mediareality and quite 
often is dependent on it [8]. 

Therefore, development of IT caused the penetration of 
digital media processes in our daily lives and, as the result, 
communication practices. The growth of professional 
communication content has created a need for more efficient 
and less time consuming analytics tools. Machine learning 
(ML) and artificial intelligence (AI) technologies can collect 
user data and to develop more effective communication 
products as it has become "an easy task to understanding 
things like consumer behavior, preferences, tracking search 
history, as well as with the implementation of search engine 
optimization (SEO optimization), content marketing, and 
voice recognition” [9].  

This situation drove us to a decision to implement a pilot 
study of Russian companies which we label as corporate 
citizens due to their number of employees in different 
regions, large-scale corporate social responsibility programs, 
and their participation in Global Compact Network and the 
Social Charter of Russian business (GazpromNeft, Russian 
Railways, Norilsk Nickel, (AFK) Systema, X5 Group). The 
study objective of their digital media presence was to explore 
effective involving digital media strategies. It was conducted 
with the help of BrandAnalytics digital analytical system 
during 2 weeks: June, 22 – 28 and June, 29 – July, 05, 2022. 

III. RESULTS 

During the week June, 22 – 28, 2022 we observe mostly 
decreasing trends for all the companies under monitoring: 

 

Fig. 1. The main digital media sources of companies’ mentions (June, 22 – 

28, 2022) 

And the figure 2 illustrates the number of mentions in 
top-5 sources from figure. 

vk.com 41.2% (224)
telegram.org 6.6% (36)
ru24.net 4.6% (25)
ok.ru 4.4% (24)
news.myseldon.com 4.4% (24)
omsk.bezformata.com 2% (11)
russia24.pro 2% (11)
news-life.pro 1.5% (8)
omsk-news.net 1.3% (7)
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Fig. 2. The top-5 digital media sources by mentions (June, 22 – 28, 

2022) 

The overall number of messages during June, 22 – 28, 
2022 in digital media was 544, created by 258 authors, which 
involved 4054 reactions (likes, reposts, replies, etc.). The 
next figures (Fig. 3) illustrates the messages posting 
dynamics during the week under monitoring and the 
geography of mentions (Fig. 4, 5). 

 

Fig. 3. The number of messages for the period (June, 22 – 28, 2022) 
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Fig. 4.  The geography of mentions (%, June, 22 – 28, 2022) 

 

Fig. 5. The geography of mentions (June, 22 – 28, 2022) 

The second week of monitoring, June, 29 – July, 05, 
2022, illustrated the following results: 

 
Fig. 6. The main digital media sources of companies’ mentions (June, 29 – 

July, 05, 2022) 

 

Fig. 7. The top-5 digital media sources by mentions (June, 29 – July, 05, 

2022) 

The overall number of messages during June, 29 – July, 
05, 2022 in digital media was 412, created by 197 authors, 
which involved 2491 reactions (likes, reposts, replies, etc.). 
The next figure (Fig. 8) illustrates the messages posting 
dynamics during the week under monitoring and the 
geography of mentions (Fig. 9). 

 

Fig. 8. The number of messages for the period (June, 29 – July, 05, 2022) 

 

Fig. 9. The geography of mentions (June, 29 – July, 05, 2022) 

If to sum up different trends, figures and facts we observe 
negative dynamics of messages and involvement during 2 
weeks of monitoring. The tonality of messages is neutral 
(only 4 messages marked as positive during the 1st week and 
6 during the 2nd), but we meet some criticism towards the 
algorithms of BrandAnalytics tonality markers.  
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telegram.org 6.8% (28)

youtube.com 3.2% (13)

ok.ru 2.9% (12)
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The types of leading sources is changing: we observe 
vk.com, telegram.org, and Omsk media as leaders for the 1st 
week, while vk.com, teegram.org, and YouTube, ok.ru 
accompanied by Orenburg region media are leading for the 
2nd , but geography. The interesting fact is that the 
geography of messages does not demonstrate correlation with 
the digital media sources types. The basic explanation is 
found in visual and video content from the 1st week events 
prevailing in social media. The structure of digital media 
sources types is also changing: June, 29 – July, 05, 2022 
shows us a decreasing trend in social media and news in 
digital Mass Media, but positive dynamics in messengers’ 
chats and blogs. During the 1st week GazpromNeft CSR 
programs involved the most of audiences, Russian Railways’ 
CSR activities were leading at June, 29 – July, 05, 2022. But 
if to make a deeper analyses we explore that the new Russian 
Railways’ collective employment agreement was a reason for 
the company’s publicity, but not its CSR programs and 
projects.  

The most resonant media messages are connected to 
GazpromNeft company, but the information of football 
competitions at Gazprom-Arena is dominating, and the 
leading digital media sources are also connected to Zenith 
football team topic, but not to CSR. 

IV. CONCLUSIONS 

The study objective was to explore effective involving 
digital media strategies of corporate citizens with the help of 
AI-based analytical system, thus we had an expectation of 
user generated content (UGC) prevailing in digital media 
types with a high level of audience engagement. But the pilot 
study demonstrated that the leading publications (either by 
number or involvement) in social media and online Mass 
Media were placed on companies resources and initiated by 
companies on their partners online sources. 

Such a situation demonstrates us the absence of “brand’s 
ambassadors” among CSR recipients in the social media 
scene, thus we observe a paternalistic model of CSR 
programs which do not targeted to social activism 
development. So called “social activism” is demonstrated 

mostly by likes and comments to visual and video content 
(possibly, with their presence there), but not to post-releasing 
and announcing texts. 

Therefore CSR projects modeling targeted to social 
involvement and social practices habituation should be 
implemented in the form of umbrella mini and micro projects 
with clear UGC requirements specifications. The task of 
content arrangement on digital media with big audiences 
might be accomplished by flagship CSR projects within the 
projects umbrella. Such a combined CSR project model will 
lead to a combined digital media strategy effectiveness and 
followed by citizen mission performance. 
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Abstract— The paper is aimed at studying and describing 

the potential of the web-page of The Russian National Corpus - 

https://ruscorpora.ru - as a set of digital tools for linguo-

semiotic analysis of the verbal delivery methods of tactile 

communication). The authors analyze modern digital 

technologies that allow collecting, structuring and processing 

extensive linguistic information of Main, Media, Multimedia 

and other corpora data arrays. Specific focus is made on such 

digital tools as the search for collocations, the classification of 

corpus materials by historical period, types of texts, genre 

affiliation, possibilities to parameterize the search context 

expansion, including those with specified grammatical forms, 

statistical methods of research and methods of graphical 

presentation of data. The model of an integrated approach to 

the study of linguo-semiotic characteristics of verbalized tactile 

communication is developed with the help of digital 

instruments of corpus-based linguistics and contemplates the 

access to statistical data, which help to detect usage patterns of 

lexical units, objectifying situations of tactile communication. 

Keywords— the Russian National Corpus, digital 

technologies, digital tools, tactile communication, methods of 

verbal presentation 

I. INTRODUCTION 

There is currently a large number of research papers 
devoted to the subject of tactile communication, many of 
which have resulted in important findings. These papers 
include, for instance, a paper by M. L. Knapp and others 
devoted to non-verbal communication [1], T. V. 
Medvedeva’s paper [2], on the features of tactile 
communication viewed from an intercultural perspective, 
works by D. A. Sauter, F. Eisner, P. Ekman and S. K. Scott 
[3], M. A. Hecht and N. Ambady [4], as well as studies of 
non-verbal interaction between humans and computer 
systems by I. Poggi, F. Cirella, A. Agostini [5]. Papers by F. 
McGlone, J. Wessberg, H. Olausson [6], A. Varlamov, A. 
Kravchenko, S. Inyashkin, A. Gorbacheva, A. Semirechenko, 
M. Osadchiy, M. Rusetskaya [7, 8], J. Bezemer are focused 
on tactile perception and G. Kress [9] , G. Kreidlin [10], C. 
Jewitt [11] study the linguosemiotic aspect of non-verbal 
communication. 

The study of tactile communication from a 
linguosemiotic standpoint is based on the idea that this type 
of non-verbal communication can be considered as a special 
sign system. The semiotic nature of tacesics gives reason to 
explore verbal equivalents of tactile communication as non-
verbal communication verbalized. In these situations, when 
the non-verbal is expressed verbally, touch acts as a kind of 
stimulus, or signal that helps the recipient decode the 
indended symbolic message. In the case of verbalized tactile 

communication, we are indeed dealing with symbolic 
messages (or symbol messages), and each action described 
by linguistic means is closely linked with biological, psycho-
emotional and socio-cultural aspects. 

In the era of computer technologies intensive 
development and artificial intelligence based technologies 
progress the appeal to corpus-based linguistics digital 
instruments for different aspects of anthropological 
knowledge exploration is consistent and declares prospective 
for NLP applied studies. The present research describes the 
application of digital instruments of the Russian National 
Corpus which was developed by the Russian scientists and 
got free access in 2004/ The corpus base is constantly being 
updated and developed, what helps to implement studies of 
actual Russian language culture. 

The Russian National Language Corpus digital 
instruments are represented by options of software tool for 
collocation search (combinations of words that frequently 
appear together to create a specific meaning); classification 
of corpus materials by historical period, types of texts, 
genres, search parameterization in context expansion, 
including specified grammatical forms, etc. 

II. LITERATURE REVIEW 

The possibilities offered by the Russian National Corpus 
(RNC) have been repeatedly described by Russian 
researchers, such as V. Plungian, T. Reznikova and D. 
Sichinava [12], E. Rakhilina [13, 14] and S. Sharoff [15]. 
The topic has also been explored in a paper by E. Grishina, S. 
Savchuk and D. Sichinava, devoted to the Multimodal 
Parallel Russian Corpus [16] and work by G. I. Kustova and 
others, describing the practice of corpus tagging [17]. Parallel 
corpora within the Russian National Corpus have also been 
considered in the works of D. Sitchinava [18]. 

The RNC currently holds an extensive database for 
linguistic research and is a unique source of vital information 
for the various fields of linguistics. For example, a large 
number of cognitive [19, 20], discursive [21, 22] and 
comparative [23, 24] studies have been carried with the help 
of the RNC in 2021 and 2022. 

The authors describe the wide range of digital tools 
provided by the RNC, and develop a concept of verbal 
representation of tactile communication linguosemiotic 
analysis. The basic research methods are as follows: the 
descriptive research method, supported by content analysis, 
interpretive analysis, elements of comparative analysis and 
analysis of statistical data. 
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III. RESEARCH 

The primary objective was to identify the ‘verbalizers’ of 
tactile communication, that are key words, phrases and 
expressions which describe situations of non-verbal 
communication. First, lexicographic sources were analysed 
and the following research units were identified: nouns 
(touch, stroke, pat, blow) and verbs (touch, stroke, clap, hit, 
tickle). The word touch was recognized as one of the primary 
verbalizers. Therefore, it was the data received for the touch 
query in the RNC database that served as the empirical 
material for the present study. 

The quantitative data obtained for the query touch query 
in the RNC (accessed December 2022) were the following: in 
the Main Corpus, the word was used in 2,708 documents and 
5,222 examples; now - 2,708 documents and 5,222 examples 
(Lemma and tags search in the selected corpus) and 1224 
texts / 1942 examples (Exact search in the selected corpus); 
in the newspaper corpus the word was found in 1,672 
documents / 1,915 examples; usage in the multimedia corpus 
was reflected in 5 documents, 5 contexts, 5 clipotexts. 

The Main Corpus provides extensive statistical data on 
the usage of a given word form. Users can access statistics on 
the number of times a word form is used in the texts of 
certain authors, that is, the distribution by frequency of a 
word in texts where the author is indicated, with data on both 
the number of texts and the number of occurrences (or 
contexts) in them. The Corpus also provides statistical data 
on the frequency of word form usage by the author's gender, 
domain, text type, text topic, and genre. For example, the 
statistics for the touch query on the most frequent type of text 
(the first ten) can be illustrated by the following figures: 
novel - 527 contexts (27.14%), article - 317 (16.32%), story - 
248 (12.77%), short story - 217 (11.17%) %), memoirs - 177 
(9.11%), diary/notebooks — 123 (6.33%), monograph - 116 
(5.97%), sketch - 67 (3.45%), serial - 50 (2.57%), essay - 19 
(0.98%). The genre statistics for the same word are as 
follows: No genre - 657 (33.83%), Sci-fi - 92 (4.74%), 
Historical prose - 79 (4.07%), Nonfiction - 66 (3.40%), 
Crime - 43 (2.21%), Adventure - 35 (1.80%), Love story - 31 
(1.60%), Humor and satire - 30 (1.54%), Children's literature 
- 25 (1.29%), Drama - 2 (0.10%), Medical - 1 (0.05%). The 
data obtained for the most frequent topics (top ten) related to 
touch is as follows: Science and technology - 255 (13.13%), 
Art and Culture - 147 (7.57%), Biology - 139 (7.16%), 
Private life - 118 (6.08%), Politics and society - 118 (6.08%), 
Religion - 101 (5.20%), Health and medicine - 72 (3.71%), 
History - 64 (3.30%), Philosophy - 61 (3.14%), Travel - 31 
(1.60%). 

The corpus also helps to identify the number of times a 
word was used by year. Using the data reflected in the table 
below the graph (Fig. 1), we can glean what periods of time 
correspond to the highest/lowest usage of a given word from 
the Corpus. For example, for the word touch, the largest 
number of uses was recorded in the year 1866: the word was 
used 108 times. This record is followed (according to the 
same criterion of the maximum number of word uses) by 
2001 and 2002: word was used 45 times each year. By 
comparison, the year 1862 accounts for only 4 word uses, 
1879 — for 2 and 1903 — for 14. 

 

Fig. 1. Distribution by year (frequency by million words) in Main corpus 

from 1760 to 2021 

The software tool for selecting a historical period makes 
it possible to set a certain period of time, allowing to trace the 
dynamics of the usage of word forms for a certain period. It 
was relevant for the authors to consider the period from 2010 
to 2021 in more detail (Fig. 2). 

 

Fig. 2. Distribution by year (frequency by million words) in Main corpus 

from 2010 to 2021 

The software tool for selecting a historical period makes 
it possible to set a certain period of time, allowing to trace the 
dynamics of the usage of word forms for a certain period. It 
was relevant for the authors to consider the period from 2010 
to 2021 in more detail (Fig. 2). 

The corpus demonstrates dynamic changes in the 
predominance of some text themes, types or genres over 
others. Table 1 demonstrates the changes in the prevailing 
subject matter of texts with the lexeme touch. 

TABLE I.  TABLE TYPE STYLES 

Year Subject 

2010 

Biology, Private life, History, Science and technology, 

Politics and society, Art and culture, Technology, Nature, 

Army and armed conflict, Psychology, Administration and 

management 

2011 
Art and culture, Religion, Private life, Leisure and 

entertainment, Psychology, History 

2012 
History, Private life, Religion, Physics, Travel, Leisure and 

entertainment, Science and technology, Politics and society 

2013 History, Health and medicine, Construction, architecture 

2014 Natural science, Philosophy 

2015 
Private life, Art and culture, History, Education, Politics and 

society 

2016 Art and culture, Private life 

2017 History, Politics and society 

2019 Private life, Art and culture 

Statistical data on the number of uses of a word form with 
an indication of its lexical environment also shed light on the 
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subject and provide vital information to assist in achieving 
the goal of the present paper. The Corpus shows the 
frequency of a given word form with one, two or three 
adjacent lexemes. Thus, the most frequent situations of 
lexical compatibility with the word touch were the following 
- touch to, touch to it, it was a touch to. It should also be 
mentioned that the database of the Main Corpus can be used 
in collocation search, i.e. looking for combinations of words 
that frequently appear together to create a specific meaning. 

The ability to search for collocations, provided by RNC, 
makes it possible to identify important characteristics of 
word forms - verbalizers of tactile communication. Software 
tools for collocation search allow the researchers to set the 
necessary search parameters. This means that to describe the 
characteristics of the verbalizer touch, statistics on the usage 
frequency of the leading definitions is of great importance. In 
order to get the data, it is necessary to specify the following: 
add condition – gramm features in the Keyword field and 
select part of speech, i.e. Adjective. In the Collocate field, it 
is required to specify Lemma - touch and Distance from 1 to 
1. As a result, the Corpus provides the following statistics: 
from the highest collocation threshold (minimum collocation 
threshold - 5): light 150, slightest 140, gentle 60, casual 46, 
rude 44, cold 33, affectionate 28, careless 25, mild 22, 
cautious 20, simple 18, unintentional 16, spontaneous 15, hot 
15, lightest 14, wicked 14, instant 13, frequent 13, warm 12, 
last 12 , alien 11, burning 10, timid 9, icy 9, alien 9, physical 
9, cool 8, pleasant 8, unified 8, human 8, magical 7, sudden 
7, mutual 7, unexpected 7, nasty 6, dry 6, direct 6, elastic 5, 
painful 5, tight 5, airy 5, unpleasant 5, nearest 5, weak 5, 
external 5, close 5, lively 5. 

Another important characteristic of the verbalizer touch is 
an indication of the instrument of influence. In order to gain 
information about the most frequent tools of influence in case 
of touch, in the Keyword field it is requested to specify 
lemma - touch, and in the Collocate field - Distance from 1 to 
1 and specify gramm features as add condition – instrumental 
case, while Lemma does not need to be specified. As a result, 
the Corpus provides the following statistics: from the highest 
joint frequency index (minimum collocation threshold - 5): 
hand 9, finger 6. It is also important to specify the data 
received on request for statistics of the most frequent object 
of influence (in the Keyword Lemma field - touch; gramm. 
features of Collocate - dative case; Distance from 2 to 2; 
minimum collocation threshold - 15): hand 36, which 32, leg 
28, skin 21, body 20, idol 16. 

The newspaper corpus includes two sections - National 
media and Regional and international media. It is the 
newspaper corpus, in the authors’ opinion, that can provide 
the most up-to-date information about modern trends in the 
usage of word forms. Figure 3 presents a graph obtained on 
the RNC website for the touch query in the National media 
corpus for the period 2010-2021. 

 

Fig. 3. Distribution by year (frequency by million words) in National 

media corpus from 2010 to 2021 

The data of the multimedia corpus can also provide 
important data on the representation of non-verbal 
communicative means. For the touch query, 5 documents / 5 
contexts / 5 clipotexts were found - those were 3 episodes 
from feature films, 1 episode from a documentary and 1 
audio recording, which involved situations verbally 
describing the tactile action of touch. In addition to searching 
for the use of exact forms of a word, the possibility of lexico-
grammatical search is provided. This allows to specify "a 
sequence of lexemes and/or word forms that have certain 
grammatical and/or semantic characteristics" [25]. Of great 
interest are also software tools for searching multimedia 
sources according to the selected criteria of speech actions 
and gestures. Thus, speech actions can be presented by 
choosing the types of speech actions - appellatives, questions, 
imperatives and incentive statements, modal statements and 
performatives, negation, pejorative statements, praise, 
consent, trade, affirmation, someone else's speech, 
playful/mocking statements, etiquette statements. There are 
also some additional criteria for speech actions: the number 
of speakers in the clip, the gender of the speakers (actors), the 
language they speak, the social situation reflected in the clip, 
the completeness of the speech action, the presence and types 
of repetitions, the manner of speaking, the types of vocal 
gestures and interjections. According to the criterion Social 
situation reflected in the video, it  is thereby possible, for 
example, to select the following options: non-specific 
situation, military/police operation, rally speech, business 
meeting speech, journalistic report, ordering at a restaurant, 
ordering a taxi, drinking toasts, getting acquainted, 
having/giving an interview, acting as an entertainer, 
delivering lecture, news report (radio/television), talking to a 
taxi driver, talking to a doctor, talking to a salesman, child-
to-child conversation, telephone conversation, having a 
lesson, poetry recital and other options. 

In order to search for multimedia material that describes / 
shows situations of using gestures, it is possible to specify 
the following criteria: name of the speaker (actor), gender of 
the speaker (actor), gender of the character, age of the 
speaker (actor), age of the character, main organ, palm 
orientation, hand orientation, active organ, passive organ, 
adaptor, movement direction, gesture multiplicity, gesture 
name, gesture type, gesture meaning, extension, spoiler, 
emotions, gesture fullness, gesture authenticity, accessories 
(e.g. paper rolled into a tube, headwear, pencil, pen, clothes, 
glasses, stick, gloves, hairbrush, cutlery, telephone, any 
object and other options). 

It should be noted, that gestures-touches presented in the 
multimedia corpus, such as "stroking someone on some part 
of the body", "touching someone", "hugging someone", 
"pushing someone away", "stroking someone's face", 
"patting someone on the head", "patting someone on the 
shoulder", "stroking someone", "putting hands on someone's 
shoulders", "fixing someone’s hair", "patting someone on any 
part of the body", "poking someone with a finger", "pushing 
someone", "slapping someone on some part of the body", 
"patting someone on the head" and others are of considerable 
interest for the study. For each gesture presented in the 
Multimedia corpus, meanings-interpretations corresponding 
to the situation are given. For example, the meanings-
interpretations for the gesture-touch "patting on the shoulder" 
are "approval", "encourage", "calmness". It is worth noting, 
that such specific touch gestures presented in the multimedia 
corpus as a kiss and a handshake can also be singled out. 

Of particular interest is also the analysed corpus, which 
consists of a selection of similar (translated) texts in Russian 
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and other languages, for example, English, Belarusian, 
Bulgarian, Spanish, Korean, Finnish, etc. (25 languages in 
total). There is also a multilingual corpus that comprises 
collections of translations of texts in various languages. 

The authors obtained 115 documents, 210 contexts for 
touch query in the parallel English corpus. Even a primary 
analysis of the given texts allows the authors to come to the 
conclusions concerning obvious dissimilarity in the use of the 
verbalizer touch in Russian and corresponding English texts. 
For example, Russian-language texts that describe situations 
of tactile communication using the touch verbalizer 
correspond to English texts where, in addition to the 
specified verbalizer, such options as "absence of a 
verbalizer", "pressure", "feel", "flutter", "feeling", 
"sensation" as well as others are present. 

Digital technologies that provide quick access to the 
translation database make it possible to conduct complex 
comparative studies, analyse the features of the use of words 
in various contexts, study the cognitive features of choosing a 
verbal description of an action, phenomenon, etc. in different 
linguistic cultures. 

IV. CONCLUSIONS 

It seems undeniable that modern digital technologies that 
afford ground for collecting and structuring vast amounts of 
data, as well as operating with this data, open up broad 
prospects for further research. In the field of linguistic 
research, language corpora, containing a huge amount of 
texts and, at present, multimedia information, have a very 
promising potential. The RNC is a prime example of a 
modern language corpus. This is a huge database containing 
materials necessary for the study and understanding of many 
phenomena and issues, that provides an opportunity to deal 
with some serious scientific problems related not only to 
linguistics, but also to such important scientific areas as, for 
example, psychology and neurology, sociology and 
pedagogy, information technology and artificial intelligence 
and many others. 

The results of the study of the RNC potential enables the 
authors to state that the language corpus created by Russian 
scientists is a modern source not only for obtaining data, but 
also for working with them based on the numerous digital 
tools presented in it. There is not the slightest doubt that the 
resources and digital tools offered by the RNC for working 
with linguistic and even extralinguistic data make promising 
the development of complex models and research methods of 
various directions, including the model of an integrated 
approach to the study of linguo-semiotic characteristics of 
verbalized tactile communication. 

The developed model of verbal representation of tactile 
communication linguo-semiotic analysis is based on the wide 
range of corpus-based linguistics achievements, what let to 
get actual statistic data and process information with 
reference to study objectives. By the example of corpus study 
of the tactile communication ‘verbalizers’ the model of an 
integrated approach to the study of linguo-semiotic 
characteristics of tactile communication were demonstrated: 
statistical data analysis, context and lexical environment 
interpretation, parameterization. 
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Abstract—This paper examines gender as a communication 

issue in mass media and public administration. Today gender 

studies is the one of the most developing field of social research 

all around the world. However, there are too many important 

research questions to study for communication scientists. For 

example, do gender studies contribute to the development of 

communication theory? Or do gender communication barriers 

exist and, if so, how they influence mass media? In Russia, until 

recently, gender has been studied mainly from political 

perspective and, more precisely, as a problem for public 

administration where gender imbalance exists. The authors aim 

to characterize gender communication studies in contemporary 

Russia. Data were collected from interviews and secondary data 

analysis of the Russian Science Citation Index. The review of 

scientific literature indicates that communications practices 

include the existence of communication barriers based on 

gender stereotypes. Authors come to the conclusion that changes 

in a corporate policy on a gender issues can open up new 

opportunities not only for women but for all society. 

Keywords—Gender, feminist theory of communication, 

communication strategies, mass media, politics. 

I. INTRODUCTION 

The binary gender structure of the modern world, which 
was formed throughout the history of mankind, today comes 
to the fore as a discussion field. The feminist movements of 
the 19th century sufficiently equalized women and men in 
terms of rights and opportunities, enshrined in the legal acts of 
many developing and developed countries the equal status of 
citizens, regardless of their gender. However, in real life, a 
certain inequality continues to exist by inertia and becomes the 
object of academic research. 

Perhaps the main breakthroughs of emancipation can be 
called the right of women to education, work, and the right to 
vote. Politics was opened to women, first as voters and later as 
full-fledged employees of state administration and 
government. In Russia, women have had employment 
opportunities for a long time. This is due to the phenomenon 
of a female comrade that appeared after the revolution, and to 
historical events that influenced the demographic 
characteristics of the Russian population. 

Today, the topic of gender equality and gender identity is 
being actively discussed not only by scientists, but also by 
public figures. The binarity of the world, divided into male and 
female, continues to exist, despite the emergence of intersex 
personalities. So, former US President and participant in the 
2024 elections Donald Trump spoke at a conference in Florida, 
with a statement recognizing only two genders: men and 
women [1]. Gradually, conditions are being created in the 
world for individuals who do not consider themselves to be 
part of this binary system, but at the moment, legal and social 
realities are adapted only for two genders [2]. 

Numerous studies have documented consistent sex 
differences in developmental trajectories and remarkable 

similarity across nations in gender biases at the interpersonal 
and societal level [3]. For example, only “5% of Fortune 500 
companies are led by women Corporate Executive Officers. 
Globally, women hold 23% of parliamentary seats” [4]. 
Similar levels of inequality extend beyond the corporate and 
political world into the realms of entertainment and mass 
media. However, there are too many important research 
questions to study for communication scientists starting from 
conribution of gender studies to the development of 
communication theory.  Gender is an important part of 
communication for it always takes part in information 
transmissions defining sources and receivers of information: 
“Gender is present in an individual’s gender performance and 
in other messages that create, sustain, or challenge gender 
expectations” [5].  

Although Krolokke and Sorensen claims that “gender and 
communication is now an established academic field” [6], it is 
not so for gender studies in Russia. Most publications in the 
field of gender studies are devoted to sociological or political 
issues [7, 8]. Communication scholars usually tend to study 
gender barriers in communication [9] or gender stereotypes in 
mass media and social media [10]. Khotkina has found that 
“sexism, as a form of gender discrimination, makes up most of 
the content on social media. The content of publications in 
social networks mainly consists of stereotyped beliefs” [11].  

Based on the above historical milestones in the field of 
gender communication, this article begins with an analysis of 
whether there is coverage of the topic of gender 
communication in public administration and the media in 
scientific discourse. Firstly, the document will describe in 
detail the study conducted on the basis of the scientific 
electronic library e-library.ru and present the results of this 
study, secondly, the results obtained using the focus group 
method will be presented, the Russian experience of gender 
communications will be described and analyzed. in public 
relations departments of regional government bodies. Finally, 
the paper will describe some reflections and conclusions 
regarding regarding the practice of gender communications in 
the Russian Federation and what can be done to address the 
issue of gender inequality within private business 
organizations and government structures. 

The objective of the study aims to determine the degree of 
scientific interest and development of the topic of gender 
communications in public administration and the media. 
According to researches women in the labor market are a more 
vulnerable category than men, since they are discriminated 
against in terms of wages, career status and unequal 
employment conditions with men [12].  

II. METHOD AND DATA 

The topic of gender inequality today is quite topical and 
needs to be addressed. Scientific research is a storehouse of 
valuable data that contributes to the solution of this problem in 
practice. The study is conducted on the basis of the scientific 
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electronic library “e-library”, which cooperates with 75388 
scientific journals and has 41058024 publications. Being a 
virtual information resource that presents the experience of 
Russian researchers, the e-library allows you to track the 
dynamics of researchers' interest in a particular topic. 

Within the framework of this study, we used a keyword 
search to identify all publications on the stated topic, namely 
regarding 3 search queries in Russian: “gender”, “gender AND 
Politics”, “gender AND mass media”. “AND” is used by the 
e-library algorithm as an auxiliary word for searching. The 
sample included publications related to articles in journals, 
books, dissertations. The search was made taking into account 
morphology. 

The first difficulty encountered during the study is that not 
all authors use keywords as a tool for disseminating their 
publication due to its easy identification. In this connection, all 
articles on the gender request were processed manually, which 
made it possible to identify a more realistic number of articles 
on the topic. Another difficulty in creating accurate statistics 
on the annual use of the topic by researchers lies in the 
plurality of synonyms. The broad concept of “mass media” can 
be hidden behind the words “gloss”, “magazine”, “printed 
edition”, etc. For this reason, it was decided to search for more 
general concepts: “mass media” and “Politics”. 

Turning to the topic of gender, in this article we turn more 
to the problems of the female sex, the difficulties they face in 
their professional implementation in connection with the 
gender stereotypes existing in society. It should be noted here 
that a lot of gender studies are also hidden behind the 
keywords “woman”, “women's issue”, “emancipation”, 
“feminism”, etc. If regarding “media” and “Politics” we can 
talk about combining publications into groups on the basis of 
a general thematic focus, then in the case of gender studies, the 
only possible target is the keyword “gender”, since it is not 
possible to create a sample of all publications related to 
women without the use of artificial intelligence and carrying 
any research value. 

The following condition was set for the research: the 
publication must be published in a scientific journal from 2000 
to 2023 inclusive. This time frame allows us to focus on the 
most relevant publications of our time, containing the 
experience of gender studies regarding the digital century. 
Each of the three search queries was examined from the 
perspective of the last 23 years: the exact number of 
publications corresponding to the query was determined for 
each year separately. A graph has been drawn up that clearly 
demonstrates the annual changes in interest in the topic. The 
total number of publications for 23 years is given. 

The keyword search method has a certain rigor and 
relevance. At the same time, it is of research interest to know 
the number of publications on given topics, but without 
specifying the corresponding keywords. To obtain this data, 
which can be relatively subjective, an analysis of 8479 
publications was carried out - this is all existing publications 
on the search for “gender” as of 01/23/202. This advanced 
search was carried out not only by keywords, but also by titles 
and abstracts. Each publication is studied and thematically 
sorted. There are received 2 samples of publications for 23 
years related to the mass media or Politics, but without the use 
of these markers in keywords. A side result of the study can be 
considered the share of publications marked with keywords 
from the total number of publications on the topic. 

It should be noted that the collection and simultaneous 
processing of data lasted from 01/23/2023 to 02/09/2023. 

During this time, the number of publications for the search 
query “gender” has changed from 8479 to 8387. It has 
decreased by 92 publications, which is associated with the 
activity of the moderators of the resource. For future research, 
we recommend rechecking the actual number of published 
studies, but we assume that the percentage of requests “gender 
AND mass media” and “gender AND Politics” to the query 
“gender” tends to remain stable. Another possible research 
error is the optional inclusion of all Russian scientific papers 
in the e-library repository, in connection with which we cannot 
talk about the comprehensive nature of the study of the 
Russian scientific discourse, but we consider it right to focus 
on the percentage indicators of the study as characteristic of 
the scientific field as a whole. 

In continuation of the theoretical study, empirical data 
were obtained: a focus group was held. The focus group 
participants were 8 civil servants working in public relations 
departments representing public administration in different 
regions of the Russian Federation. The gender composition of 
the group: 7 women and 1 man, which is also indicative, since 
the group included persons receiving additional education at 
St. Petersburg University as part of a staff development 
program. During the discussion, issues related to the 
manifestation of gender inequality in the workplace in relation 
to group members or their colleagues were discussed. The 
results obtained through this method confirm the need and 
relevance of gender studies, especially in the field of public 
administration and the mass media. 

III. RESULTS 

The results of the study are most informative to present in 
a tabular format. Table 1 clearly shows the number of 
publications by year where the search was carried out strictly 
by keywords. In the left column, for each search query, the 
number of publications is presented, in the right column, the 
percentage of the total number of publications for the “gender” 
search for the year, respectively. The bottom line shows the 
total number of publications for 23 years for each of the search 
queries. 

TABLE I.  KEYWORD SEARCH 

Year 

Gender 

and 

Politics 

% 

Gender 

and mass 

media 

% Gender 

2000 0 0 0 0 19 

2001 0 0 0 0 30 

2002 0 0 0 0 30 

2003 0 0 0 0 26 

2004 0 0 0 0 23 

2005 0 0 0 0 34 

2006 0 0 0 0 25 

2007 0 0 0 0 53 

2008 1 1.02 0 0 98 

2009 2 0.92 0 0 217 

2010 0 0 0 0 264 

2011 0 0 0 0 354 

2012 2 0.52 0 0 388 

2013 1 0.24 1 0.24 420 

2014 0 0 1 0.21 476 

2015 0 0 0 0 546 

2016 0 0 0 0 541 

2017 0 0 0 0 525 

2018 0 0 0 0 558 

2019 1 0.19 0 0 522 

2020 0 0 0 0 543 

2021 1 0.17 0 0 596 

2022 0 0 0 0 357 

2023 1 100 0 0 1 

Total 9 0.14 2 0.03 6646 
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These results show a steady increase in the number of 
publications on the topic "gender". Single publications in the 
searches "gender and politics" and "gender and media" 
account for predominantly less than one percent of all gender 
studies per year. According to these data, the only conclusion 
that can be drawn is that there is no scientific interest in gender 
in politics and the media. Now let's turn to the second table, 
which contains data collected through content analysis not 
only for keywords, but also for titles, abstracts, and content. 

TABLE II.  ADVANCED SEARCH 

Year 

Gender 

and 

Politics 

% 

Gender 

and mass 

media 

% Gender 

2000 6 19.35 0 0 31 

2001 3 6.98 0 0 43 

2002 2 5.00 1 2.5 40 

2003 3 7.14 0 0 42 

2004 12 20 1 1.67 60 

2005 2 3.13 0 0 64 

2006 4 6.25 0 0 64 

2007 9 7.96 3 2.65 113 

2008 17 10.49 8 4.94 162 

2009 19 6.62 11 3.83 287 

2010 22 6.45 11 3.23 341 

2011 11 2.47 14 3.15 445 

2012 16 3.45 14 3.02 464 

2013 17 3.37 16 3.17 504 

2014 19 3.41 21 3.77 557 

2015 21 3.28 22 3.43 641 

2016 36 5.45 25 3.78 661 

2017 24 3.72 17 2.63 646 

2018 26 3.75 26 3.75 694 

2019 22 3.44 19 2.97 640 

2020 33 4.65 22 3.10 710 

2021 38 5.10 23 3.09 745 

2022 15 3.53 10 2.35 425 

2023 1 12.5 1 
12.5

0 
8 

Total 378 4.51 265 3.16 8387 

Advanced search results are very different from strict 
keyword searches. This indicates that only a small part of 
Russian researchers pay due attention to the choice of 
keywords for their publications, forgetting about the 
advantages of using this tool. Based on the advanced search 
data, it can be concluded that the number of gender studies is 
increasing every year (the data in the table are given as of 
02/09/2023, which means that for 2022 and 2023 the numbers 
will change as new publications become available). 

The topic of gender in politics periodically either becomes 
more popular or, on the contrary, loses its attractiveness for 
researchers. The peak figure was reached in 2000 - 19.35%, 
the minimum in 2011 - only 2.47%, while 4.51% of all 
publications in the search for “gender”. Publications that 
answer the query "gender and media" demonstrate stability 
and a tendency to occupy 3.16% of the total number of gender 
studies. Curves of changes in the number of publications by 
years are shown in Figure 1. 

 

 

Fig. 1. Dynamics of gender studies on e-library.ru 

The graph shows the trend in the development of scientific 
gender studies in academic field, which is characterized by an 
increase in the number of publications and the permanent 
presence of publications devoted to gender in Politics and 
gender in the mass media. It is possible to predict the further 
interest of researchers in gender studies. 

The results of the focus group conducted were 
contradictory, but confirming the need for an academic study 
of the topic of gender communications. To the question “Is 
there gender inequality in the civil service?” panellists almost 
unanimously responded that there was no inequality or 
discrimination. However, to the question “How does gender 
inequality manifest itself, if it exists?” all members of the 
focus group found the answer based on personal experience 
and supported by examples from the experience of colleagues. 
During the discussion, special attention was paid to three 
issues proposed by the participants: a) women face 
communication barriers that prevent them from reaching 
career heights; b) communication barriers are the result of 
gender stereotypes; (c) the overwhelming majority of 
municipal employees are women.  

The focus group concluded that achieving gender equality 
is only possible through international reform of gender 
stereotypes through culture, which will take more than 50 
years. In the academic field, at the same time, there is a 
hypothesis that actual sex differences may play a more 
important role than culturally based gender roles and 
socialization processes [13]. 

IV. CONCLUSION 

The research carried out in this paper, address gender as a 
communication issue in mass media and public 
administration. As a result of the study by the method of 
content analysis of Russian-language publications over the 
past 23 years in the e-library.ru electronic library, a trend of 
growing interest in the topic of gender studies was revealed 
and a stable presence of publications on gender in public 
administration and the media was determined among them. 
Based on the materials of the focus group discussion, it was 
possible to confirm the existence of gender inequality in public 
administration, associated with the impact on women's self-
realization of communication barriers that arise under the 
influence of gender stereotypes. 

The authors of the study agree that the continuation of 
scientific research on the topic of gender communications will 
bring humanity closer to solving the problem of gender 
inequality by creating strategies for gender communications. 
For this, further gender studies should have an applied 
interdisciplinary character. 
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Abstract— The paper deals with the current trends in the 

theory of communication caused by the implementation of arti-

ficial intelligence technologies in the practices of communication 

strategies and mass communication. The massive spread of dig-

ital communications has led to a transformation of communica-

tion practices. New actors appear on the network, whose percep-

tions are transformed by the values shared by the participants 

of communication processes. The emergence in the digital envi-

ronment of actors imitating human behavior re-emphasizes our 

problem, because not only the practices of interaction with these 

actors are changing, but also their perception on the value level. 

The purpose of this article is to detect the role of human values 

on the process of human communication with non-humans. 

With the help of focus groups conducted among different age 

groups of respondents (students and pensioners), the attitude of 

representatives of different generations to chatbots and the basic 

principles of interaction with the network actors were revealed. 

It was found that although young people were generally more 

active in interacting with chatbots, both age groups demon-

strated a favorable attitude towards chatbots and technological 

progress. However, in the older age group, humanistic values 

were more explicit. The study also revealed that there was no 

value gap between students and retirees when interacting with 

non-humans. Among the respondents of both groups there were 

both supporters of instrumental values and those whose percep-

tion of technology is based on terminal (final) values. The con-

clusions made in the article open perspectives for studying the 

process of "humanizing" non-humans by users of various net-

work resources and identifying the values that guide users in 

"humanizing" non-humans. The authors argue that modern an-

thropology must be applied to evaluate problems and perspec-

tives of the AI-technologies application in public relations, jour-

nalism, and mass media. 

Keywords—digitalization, AI, chatbots, humanistic values, 

communication theory, communication strategies, digital anthro-

pology 

I. INTRODUCTION 

The development of technology is continuous, which leads 
to a number of factors that expand the media environment and 
blur the already shaky boundaries between online and offline. 
In this regard, some researchers have begun to talk about the 
presence of a secondary social environment, which has a 
digital nature [1]. The mass person integrates into this digital 
environment and unites with other users in non-classical social 
communities, bringing online communicative chaos, and the 
continuous evolution of technology leads to new forms of 
interactions: "human-gadget" or "human-artificial 
intelligence". [2]. 

In general terms, the main question raised in this article can 
be defined as follows: "How do values influence human media 
behavior in the online environment when interacting with non-
humans?" This question is obviously too long for a single 
article, so we plan to address it by examining one of the forms 
of interaction in online space: communication with chatbots. 

From a general theoretical point of view we are guided by one 
of the trends that are becoming more and more apparent in 
contemporary media studies: people, their needs, interests and, 
of course, values are again in the focus of research [3]. The 
anthropocentric turn in this context is seen as an organic 
response to the technocratic trend that still dominates Western 
scientific discourse. New forms of human-technology 
interaction are emerging, as well as transforming practices of 
human interaction through technology (digital identity, digital 
etiquette, digital emotions), which leads us to raise some 
research questions. 

The first question is related to the need to identify the 
degree of influence of technology (platforms, artificial 
intelligence) - that is, everything that falls into the category of 
non-humans - on human media behavior in the network 
environment. Some studies show that, for example, the 
platform has a direct impact on the nature of communications: 
the level of communicative aggressions increases in the 
anonymous environment [4]. Of particular interest here is the 
actor-network theory, developed in the 1980s, which united 
humans and non-humans as full-fledged co-actors in social 
relations. The role of a person in network interactions is not 
belittled: in the framework of the actor-network theory it is 
only specified, and the person himself is presented as a 
participant of complex social interactions having network 
nature and institutionalized in the form of various 
technological artifacts (for example, cars). These network 
relationships "can be qualified as socio-technical, since they 
consist of people and non-humans" [5]. Before the emergence 
of the actor-network theory, non-humans were perceived as 
tools for humans to perform various actions. Within the actor-
network theory non-humans are ascribed the same status as 
humans in the production of action at different levels [6]. 
Initially this theory was focused on the description of material 
artifacts (the above example of the car), but with time it 
adapted to technological changes and shifted to the attempts to 
comprehend the ontology of the virtual: "The virtual appears 
as an element of the world not due to the nature of things, but 
due to the design that gives it a way of existence" [7]. Today, 
the design of non-humans in the network space with the use of 
anthropomorphism is becoming a regular practice. Chat-bots 
do not just imitate human communication - they begin to 
mimic a human in an attempt, if not to establish emotional 
contact with a human interlocutor, at least to transform 
communication into unidirectional communication. Under 
such conditions, humans do not simply communicate, but 
move on to the next stage, which is characterized by the 
presence of an emotional response to the messages of network 
actors on the part of humans, the perception of joint activity as 
a full-fledged dialogue, and the common subjectivation of 
non-humans. This unidirectional communication is based on 
complementary interactions: in these, one participant (human) 
occupies a higher position; he is free to initiate and terminate 
the communication, he sets the topic based on his goals, he can 
even change the interlocutor by calling the human. The second 
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participant (non-human) occupies a subordinate position due 
to his/her nature: he/she provides information, can suggest 
topics for discussion (but the person will make the final 
choice), he/she can be replaced.  

The second research question we posed concerns the value 
orientations of a person who finds himself inside a 
sociotechnical network of humans and non-humans. 
Heterogeneous communities of users are formed around 
network platforms, which, in turn, can form smaller 
communities on the platform itself. Networked communities 
organized in this way are treated by a number of researchers 
as digital tribes, which are organized around digital totems. 
Steve Wheeler writes: "Digital communication has broken the 
tyranny of distance, computers have become pervasive and 
ubiquitous, and identification through the consumption of 
digital media has become the new cultural capital" [8]. The 
structure is as follows: the platform user initially falls into a 
virtual clan, and the aggregate of such clans forms "digital 
tribes" formed around digital totems [9]. It is important to note 
that here the totem is interpreted in an anthropological context 
- as the ancestor of a social group, rather than as an object of 
worship.  

The third research question directly concerns the nature of 
values orienting interactions with non-humans in an online 
environment - including chatbots. For this purpose we will use 
the typology of Milton Rockich, who divided values into 
terminal and instrumental: "He defines terminal values as 
beliefs that some ultimate goal of individual existence from 
personal and public points of view is worth pursuing; 
instrumental values as beliefs that a certain course of action 
(for example, honesty, rationalism) from personal and public 
points of view is preferable in all situations" [10]. When 
interacting with a chat-bot a person can operate with both 
terminal and instrumental values, which depends primarily on 
the goal-setting: if a person is focused on instrumental values, 
the interaction will be communicative in nature and represent 
an exchange of information for the sake of achieving goals. 
But if a person interprets interaction with a chat-bot as 
interaction, translating non-human into subjective 
environment and giving this interaction a subject-subject 
nature, then terminal values will come to the fore [11]. The 
chatbot cannot separate communication and interacting, so the 
choice of interaction strategy with non-human is left to human 
beings. In our study we paid special attention to this.  

It should also be taken into account that a person 
communicating with a chatbot can identify this 
communication as anonymous and implement appropriate 
behavioral practices. Some participants of communication 
exchange on the Internet deliberately emphasize anonymity, 
because they understand the value of anonymous 
communication online. An example of this is the Telegram 
messenger [12].  

II. METHOD AND DATA 

The study used the group focus interview (focus groups) 
method. Two focus groups were conducted: April 20, 2022 
and May 12, 2022. The first group of respondents consisted of 
St. Petersburg State University students (8 people in total, with 
an average age of 21.5 years). The second group of 
respondents included members of the volunteer movement of 
St. Petersburg pensioners (a total of 9 people whose average 
age was 64.2 years). The choice of these age categories was 
motivated by the need to determine the similarities and 
differences in the perception of chatbots among young people 
(who are considered the most densely and fully interacting 
with new technologies) and among the age audience (which, 

on the contrary, is considered a group that does not fully use 
all the opportunities provided by modern technologies). 

The duration of both focus groups was about 1 hour. Each 
focus interview was divided into two parts. The first part was 
an introduction to the chatbot of the "Gosuslugi" portal named 
Max. It took about 5 minutes for both groups of respondents. 
As part of this part of the focus group, participants asked 
different chatbot with the topic, checking its level of 
awareness. The chatbot showed a high level of awareness in 
terms of the services presented on the portal, but any attempts 
to take the communication into a more emotional direction 
were unsuccessful. Focus group participants concluded that 
this chatbot was not very different from a regular search 
engine, to which additional scripts simulating human 
communication were plugged in.  

The second part of the focus groups lasted about 55 
minutes. Participants were asked to answer the following 
questions:  

● Experience with chatbots (significant or minor). 

● Participants' perception (positive or negative). 

● Chatbot identification (easy or difficult). 

● Communication speed and performance (better or 
worse than with people). 

● The role of emotions in communication (important or 
not important). 

When communicating with respondents, we tried to take 
the dialogue informally in order to identify the values that 
guide respondents' interactions with chatbots. At the end, 
participants were given the opportunity to speak freely about 
chatbots. 

III. RESULTS 

In the focus group consisting of students, only one 
respondent answered that he does not use chatbots (and has a 
negative attitude towards them). The rest of the respondents 
use chatbots several times a month and more often.  

All respondents in this focus group noted that it is easy to 
distinguish a chatbot from a person. However, in practice, it is 
not always possible: some participants reported difficulties in 
identifying chatbots (Tatiana, 22: "Usually yes, but in Tinkoff, 
a bot called me, I did not understand and argued with it". 
Katerina, 21: "Easily, but there were cases of mistakes"). 

When answering the question about the speed and 
effectiveness of communication, focus group participants 
showed unity, noting that it depends on the complexity of the 
problem. The more complicated the problem, the more likely 
it is that only a human can solve it (Daniel, 21: "If something 
is quick, to which the chatbot has a prepared answer, then it is 
faster, and if the problem is complicated, then it is faster with 
a human"). However, one respondent (Alena, 22) noted that 
when communicating with a human, "time is lost at the 
beginning and the end for the usual human phrases to solve a 
small question."  

The difference between technocratic and anthropocentric 
approaches to interaction with online actors was most fully 
revealed when the participants of the student focus group 
answered the question about the importance of the emotional 
component in communication with chatbots. Here the 
participants were clearly divided into two subgroups. 
Representatives of the conditionally technocratic subgroup 
noted that all values when communicating with chatbots are 
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purely instrumental: the perceptual side does not matter, the 
main thing is that the chatbot solves the problem (Anna, age 
22: "Emotions are unnecessary in this kind of business 
communication". Alyona, 22: "Emotions are not important, 
what matters is the result and the speed of solving the problem. 
Daniel, 21: "There is no need for emotions in this kind of 
communication, but when you communicate with an operator 
you can play on his human emotions and get additional 
bonuses and discounts, which does not happen with 
chatbots"). Representatives of the conditionally 
anthropocentric subgroup endow chatbots with human 
characteristics and experience almost the same emotions as 
when communicating with a human (Sonya, 21: "I like 
communicating with Alice, we have emotional waves: we are 
friends or we argue". Elizaveta, 22 years old: "A share of 
politeness does not hurt, the chat-bot on the USE praised, said 
'well done' and 'clever girl'". Katerina, 21: "I have one chatbot 
that I use for emotional rest, it reminds me to write to myself 
about what you are thankful for today").  

Respondents in the older age group have different attitudes 
toward chatbots. The attitude ranges from sharply negative 
(Zinaida, age 70: "I just switch off from chatbots immediately 
- that's all") to positive (Svetlana, age 59: "If you work with 
people a lot and for a long time, then it is easier to 
communicate with bots, more convenient... People are 
annoying, yes. It is easier for me. When these technologies 
came out, I became more comfortable. But my neighbor says 
she has little communication and it's better to communicate 
with a person once in a while. You just have to press the right 
buttons").  

However, it is worth noting some wariness, which 
appeared in the responses of focus group participants. It is 
associated with the difficulty of identifying chatbots and the 
fear of being deceived. The respondents noted that they 
sometimes confuse people and chatbots, so they try to be 
cautious and not to give unnecessary information about 
themselves (Vera, 61: "Sometimes, especially when medical 
clinics call, the voice is alive and difficult to understand. I get 
confused"). 

The answer to the question about the speed and 
effectiveness of communication was completely the same in 
both focus groups. Respondents from the older age group also 
showed unity and noted that the speed and effectiveness of 
communication depends on the complexity of the problem 
(Svetlana, 57: "Depends on the situation: if you clearly know 
what you need, you can solve the problem quickly, but if you 
have doubts, you need to ask some questions, get a person's 
opinion, then you're better off with a person").  
Similar to the younger age group, the opinions of the "older" 
focus group participants about the emotional component of 
communicating with chatbots were divided. Here both focus 
groups were in general agreement: conditionally "technocrats" 
talk about the importance of the business component and 
instrumental approach (Anna, 59: "We do not need emotions 
while communicating with business people), and conditionally 
"anthropocentrists" talk about the need for an emotional 
component even during interactions with non-humans 
(Liudmila, 72: " – It was so positive! It's important to me"). 

Let's present the respondents' answers in the form of a 
table. 

 

 

 

TABLE I.  INTERACTION OF FOCUS GROUP PARTICIPANTS WITH CHATBOTS 

Question Junior age group Senior age group 

Experience with 

chatbots 
Yes, regular. Yes, irregular 

Participant 

perception 
Mostly positive Opinions are divided 

Identification of 

chatbots 

Easy to identify, but 

there are mistakes 

Generally easy to 

identify, mistakes 

occur, attitudes are 

wary 

Speed and 

efficiency of 

communication 

Human is better able 

to cope with a 

complex task, a 

chatbot is convenient 

when you need to 

solve a simple 

question 

Human is better able to 

cope with a complex 

task, a chatbot is 

convenient when you 

need to solve a simple 

question 

The role of 

emotions in 

communication 

The division into 

"technocrats" 

(supporters of official 

communication) and 

"anthropocentrists" 

(supporters of 

emotional 

communication) 

The division into 

"technocrats" 

(supporters of official 

communication) and 

"anthropocentrists" 

(supporters of 

emotional 

communication) 

IV. CONCLUSION 

The results of the group focus interview demonstrate that 
the generational difference in the perception of online actors 
becomes less noticeable as the level of abstraction increases. 
Among the questions we asked respondents, there were both 
simple questions that imply a single answer (identification of 
chatbots, experience with chatbots, attitudes toward chatbots) 
and those that imply detailed answers about the role of 
technology in our lives (speed and efficiency of 
communication, the role of emotions in communication with 
chatbots). The table we present clearly demonstrates that the 
answers to the "single-valued" questions differ across age 
groups, while the answers to the "expanded" questions show 
surprising uniformity. The generational gap in the perception 
of technology that some researchers say is not very serious at 
the level of interaction with chatbots.  

We hypothesize that this is due to the approach we have 
chosen. The anthropocentric approach in this research implies 
an appeal to universal values. The answers to the group focus 
interview questions could have demonstrated a value gap 
between the generations, but it did not. Among the 
respondents in both groups there were supporters of 
instrumental (according to Rokich) values, as well as those 
whose perception of technology is based on terminal (final) 
values.  

The very fact that non-humans are humanized in some 
situations indicates that actor-network theory is applicable for 
describing interactions in the digital environment. 
Communications are imbued with values even when they are 
business-like. The chat-bot is not a digital totem, but the 
interaction with it is also value-oriented: the only difference is 
that the peculiar value platform in the process of human 
communication with the chat-bot will not be the chat-bot or 
the media, but the person himself. This is the anthropocentric 
turn.  
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Abstract—The essential basis of social communication in 

digital media space is the mutual exchange of information 

between its actors. Information exchange occurs only when 

feedback between the participants of the communication process 

is possible in media space, and also when each social actor is 

given the opportunity to act as a subject of media 

communication. In this case, the possibility of information 

exchange within the framework of subject-object and subject-

subject media communication relations is guaranteed mainly by 

the digital infrastructure of media tools and media platforms, 

through which the involvement of social actors in 

communication processes aimed at the implementation of public 

management to address socially important issues of life support, 

social significance and security is ensured.  

Social media communication is a factor of the digital public 

administration and forms its main qualitative characteristics 

and properties. Without the inclusion of actors of the public 

sphere in the digital media communication processes in the 

modern realities it is impossible to realize the conditions of the 

digital public administration, including the assessment of the 

effectiveness of its implementation and parameters of 

manageability. In this regard, the media and communication 

framework of the phenomenon of «governability» in the system 

of digital public management is the subject of this study.  

In strategic terms, governability in the system of the digital 

public administration is determined by its network organization 

instead of the classical hierarchical forms of interaction of public 

administration actors (see L.V. Smorgunov. Governability and 

network public administration, 2014). «Network» concept is 

considered by various authors in terms of public administration 

approach, therefore in the scientific literature it is also called the 

theory of political-management networks. Emerged together 

with the concept of new public management, the concept of 

political networks is based on the same postulates: the state 

changes the usual hierarchical form of administration to a new 

form of management. The difference between the two 

approaches lies in the fact that while in the new state 

management, market relations prevail over hierarchy, in the 

concept of political networks, communication processes play a 

key role in managerial and political processes. And, accordingly, 

the network organization of the digital public administration 

emerges through communication links of actors in the public 

sphere, which are formed in the digital media space.  

Spatial and infrastructural «turn» of digital media 

communications is considered by the author as a theoretical and 

methodological constant in identifying the set of factors of public 

management and the special properties and characteristics of 

media environments, in which the implementation of digital 

public management is possible. 

Keywords—Governability, digital public administration, media 

communications 

I. INTRODUCTION  

The determining factors of public administration include: 
democratic political regime; the presence of a developed, self-
organized civil society; availability of free political space; 
freedom of expression for all political actors, including those 
in the opposition; availability of public policy institutions; 
active public participation (including non-institutional public 
participation); public control; information openness of public 
authorities; publicity and transparency of public authorities; 
institutional support for the public nature of power; the 
creation of «electronic government», etc. Of course, the media 
communication system is in the same row, which is 
determined by the information exchange between various 
subjects in the media space, which is carried out through 
subject-object communication relations, as well as subject-
subject relations [1]. Accordingly, we believe that media 
communication as a factor of public administration [2] forms 
its main qualitative characteristics and properties. Without the 
inclusion of actors in the media sphere in media 
communication processes in modern realities, it is impossible 
to implement the above conditions of public administration, 
including assessing the effectiveness of its implementation. 

By defining media communication as a factor in the public 
process, the authors suggest that the characteristic of 
"publicity" is not how often the actors of public administration 
appear in the media space. The characteristic of "publicity" of 
public administration processes in the public sector we 
correlate with the processes of communicative action of such 
actors in the media environment, the processes of involvement 
in the communication of all stakeholders. This means that all 
interested actors of the media environment should be included 
in the implementation of the digital public administration 
through media communication. The dichotomy «general-
private» is correlated by us with the public and the personal 
and gives rise to the need for the transition of the totality of the 
personal into the public, which is beneficial for everyone.  

The spatial «turn» in the study of modern media 
communications as a factor of the digital public administration 
sets the vector for considering the special properties and 
characteristics of media environments in which public 
administration is possible. In the space of the digital public 
administration, we single out such actors as: the state, civil 
society structures (represented by citizens and socio-political 
organizations), business structures, expert communities 
(«thought factories» and «public policy centers»), and the 
media. Against this background, the main content of public 
policy is, we believe, its focus on expressing the interests, 
needs and expectations of society, which is carried out through 
the communicative interaction of the state, civil society 
structures, business, the media and other actors in the public 
sphere. 

The possibility of media communication interaction is a 
factor of political stability in the public sphere. This 
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opportunity gives an idea of the openness of the political 
system in general and the openness of the sphere of the digital 
public administration, in particular. Therefore, one should 
consider not only the question of the need to activate civic 
participation in the process of implementing the digital public 
administration, but also the question of the possibility of this 
participation, as well as the possibility of participation of other 
actors in the public sphere, the institutional and 
communicative openness of public authorities in the media 
space. 

II. METHODOLOGY  

As a methodological basis the authors consider the 
problem of media and communication mechanisms of 
formation of digital public administration through the prism of 
the concept of network approach. In terms of public 
administration approach, therefore in scientific literature it is 
also called the theory of political-administrative networks. 
Emerged together with the concept of new public 
management, the network approach assumes the following 
postulates: the state changes the usual hierarchical form of 
administration into a new form of management. The difference 
between the two approaches is that while in the new state 
management market relations prevail over hierarchy, in the 
concept of political networks the key role in managerial and 
political processes is played by communication processes. 
Domestic researchers emphasize that «participants in a 
political network pursue common rather than separate 
interests, and that they choose cooperative modes of action to 
achieve them. L.V. Smorgunov comes to the definition of a 
political network as «a system of «state and non-state 
formations in a particular sphere of politics, which interact 
with each other on the basis of resource dependence in order 
to reach agreement on a political issue of interest to all, using 
formal and informal norms»[3].  

In M. Foucault's poststructuralist conception [4], the term 
"power" implies a relationship between partners. However, M. 
Foucault distinguishes power relations from communication 
relations, understanding the latter as relations transmitting 
information through language, a sign system or some other 
symbolic environment. Developing M. Foucault's scientific 
position regarding power and communication, it is possible to 
give as an example the interpretation of power according to J. 
Habermas, who states: "We can distinguish between power 
born in the process of communication and administratively 
applied power. Two opposing processes meet and terminate in 
activities concerning public administration: on the one hand, 
the communicative formation of the legitimacy of power, 
which is born in the process of political public communication 
free of all repressiveness, and on the other hand, this provision 
of legitimacy through the political system, through which 
administrative power tries to manage communication" [5]. 
"Communicative man" as a new social-historical subject takes 
the solution of socio-political problems from the sphere of 
state-political relations to the sphere of socio-political 
interactions [6], which once again proves that when 
constructing the framework of public administration, one 
cannot consider only the administrative system or only the 
peripheral system of civil society separately. 

In his classic description of modern liberties, B. Constant 
characterized the political rights of citizens as follows: 
"Finally, it is the right of everyone to influence the exercise of 
government, either through the appointment of all or some 
officials, or through representation, petitions, inquiries, which 
power is in one way or another compelled to consider" [7]. 
Understanding of power through the processes of 

communicative interactions can also be found in one of the 
most famous theories of power - communicative paradigm of 
structuralist N. Luman, who understands power as a means of 
communication. According to Luhmann, "power is code-
controlled communication" [8]. He notes that the advantage of 
communication theory over older theories of power is that "it 
understands the phenomenon of power on the basis of the 
distinction between the code and the process of 
communication and therefore does not tend to attribute power 
as a certain quality or ability to any of the partners of power 
relations" [8]. Thus, the process of communication contributes 
to the fact that it is not the power relations, but the possibility 
of mutual understanding in dialogue that becomes most 
significant [9] when trying to define power relations as such. 
If we consider the communicative aspect of power relations, 
in addition to the impact of the power subject on another actor 
of the public sphere, there is interaction between them, which 
is effective only when the ruler has an understanding with 
subordinates, which contributes to a constructive dialogue that 
leads to consensus. "Successful communication (according to 
T.M. Dridze) appears not only as a mechanism of social 
interaction, not only as a process and activity, but as a semantic 
contact" - A.V. Shevchenko writes in her article [6]. 

If we talk about the representation of media 
communications as a mechanism of public management, from 
the perspective of the network approach, the political science 
concept of "governance" is of scientific interest. We share the 
view regarding the understanding of "governance" and its 
conceptual characteristic as a mechanism for the establishment 
of relations between actors of media networks in public 
decision-making. And, consequently, the development of 
media communication as a factor of public administration. 
"Governance" is the way of organizing common negotiations 
between state and non-state structures, citizens to implement a 
mutual interest by joint efforts, to make a public decision that 
satisfies all parties to the agreement. This is the fundamental 
essence of media communication, without the direct study of 
which the concept of "governance" cannot have further 
scientific development. 

III. THEORETICAL FOUNDATIONS OF REPRESENTATION 

OF PUBLIC ADMINISTRATION IN MEDIA COMMUNICATIONS 

In a broad sense, we consider public administration as a 
conscious activity in the sphere of relations between the state 
and society on the distribution of power powers to solve socio-
political problems of key importance for the livelihood of 
citizens on a particular territory and aggregated with the 
interests and needs of citizens. In this interpretation, we move 
away from the definition of public administration as «state» 
with its inherent autonomization of the state as the only subject 
of public administration, implementing the powers of 
authority through separate institutions (political, 
bureaucratic). In this model of public governance, in our 
opinion, entropic processes affecting the general nature of the 
processes of governability are quite common. Uncontrollable 
entropy appears as a consequence of the fact that reproducing 
a certain form of power control over society, political and 
bureaucratic institutions need to control any reflexions in the 
managed public subsystems and to respond to them. In this 
case it is possible to avoid entropic processes only if the state, 
bureaucratic apparatus is equal to the managed subsystem. But 
as V.E. Smirnov states, «such a Leviathan society simply 
cannot contain» [10]. 

On the other hand, defining «publicness» of governance 
through the prism of activities of civil society institutions, 
when this «society», in the sense of Western European 
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practice, is autonomous from the state power and is engaged 
in identifying the needs and requirements of citizens in the 
issues of life support and social problems, we can also find in 
this determination the prospects of entropic processes, which 
will affect the qualitative side of «publicness» of governance. 
Governability in this interpretation of public administration is 
provided by the implementation of the subjectivity of society, 
civil self-organization in order to maintain and improve the 
quality-of-life support of citizens in a particular territory, the 
overall social order. Uncertainty of the result in such 
institutional design of public administration system is traced 
in the fact that in many respects there is a fragmentation of 
civil society representatives, expressed in the lack of a clear 
formulation of collective needs and interests, in general 
atomization of civil society and, therefore, low level of civil 
activity of most of its members. To level the entropy in the 
system of public administration it is necessary for the activities 
of state and political institutions to be based on the satisfaction 
of public interests and needs, for the institutional environment 
in which the public interaction of subjects and objects of 
governance takes place, to provide feedback between the 
subjects of governance and society in order to articulate and 
aggregate public needs and interests, to assess the level of their 
satisfaction. On the other hand, such an institutional 
environment should promote the desire and potential of 
citizens to be included in the processes of public 
administration, to realize their subjectivity in the system of 
public administration. In our opinion, such an institutional 
environment can be formed only in a digital way. In particular, 
the institutional framework of the digital space, in which the 
communication practices concerning the formation and 
implementation of public administration would take place, is 
determined, we believe, by the possibilities, first of all, of the 
media system and the possibilities of the digital inventory, 
which can be used in the framework of media communication. 

It is obvious that the basis of reducing global uncertainty 
of governability in the system of public administration a priori 
consists of different ways of interaction of actors of public 
administration of public sphere, which have communicative 
nature. It is communication, to paraphrase L.N. Timofeeva, 
that becomes «the form, method and attribution» [11] of 
constructing public administration. But any joint action, which 
represents public management, presupposes the presence of a 
subject of management and a managed object, even if we are 
talking about self-organization of institutional structures of 
civil society on issues of social importance. Therefore, it is 
important to determine the fundamental essence of power 
relations in the system of public administration through the 
prism of communication processes. And further to find out 
how such a quality of power relations can operationally 
manifest itself in media communications. 

IV. EMPIRIC METHODS AND FINDINGS DESCRIPTION 

In order to evaluate the factors of influence of media 
communication processes on the implementation of digital 
public management, we conducted a desk study and a 
sociological survey of managers and employees of NPO’s on 
the effectiveness of socially oriented nonprofit organizations 
in St. Petersburg for the period 2021-2022 and made a 
conclusion about the nature of information activities of NPO’s 
in St. Petersburg. We believe that the more open and 
communicative organizations of the nonprofit sector are in the 
media environment, the more effectively nonprofit 
organizations carry out their activities as an institution of 
public administration in the regional plane. The criteria of 
informational openness and informational activity of NPO’s 

are included in the system of evaluation of NPO’s 
performance. 

Informational activity of NPO’s is determined by the fact 
that the citizens of the region concerned should know about 
the activities of NPO’s and the socially important services they 
provide. The NPO’s must take care of the positive reputation 
of the media coverage of its current activities.  

in the media coverage of its current activities. This is due, 
above all, to the fact that NPO’s are entrusted with quite 
significant tasks: improving the quality of life of the 
population of a particular region, mobilizing public resources 
to address socially important issues, development and 
implementation of social policy in general and citizens need to 
have an idea of how successfully NPO’s solve social problems 
they face.  

The sources of information on the positive media presence 
of NPO’s include  

Print and broadcasting 
- TV 

- Radio 

- Newspapers 

- Magazines 

- Newsagency feeds 

Internet 
- Media sites 

- Websites of government institutions 

- Company sites 

- Media aggregators 

- Sector portals 

Blogs 
- Company blogs 

- Media blogs 

- Personal blogs 

Reviews & PR 
- Press Releases 

- General reviews 

- Industry Reviews 

Informational openness of NPO’s is determined by the fact 
that the citizens of the relevant region must know about the 
activities of NPO’s and the socially important services they 
provide in order to increase the demand for services and 
activities of NPO’s, as well as to form a positive image of 
NPO’s among the citizens of the relevant region. 

Information dissemination channels include: the website 
of NPO’s on the Internet, social networking sites of NPO’s on 
the Internet. 

To disseminate information about their activities in 2022, 
organizations choose such media platforms as: television, 
Internet site, social networks. 82.8% of respondents choose the 
most effective channel of information dissemination - the 
website of NPO’s on the Internet. However, the majority of 
respondents (93%) in 2022 used the proven method of 
communication with the target audience – «word of mouth» 
and distribution of information through relatives and friends.  
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In 2022, compared to 2021, the percentage of respondents 
using public events as sources of information about activities 
of NPO’s has particularly increased (an increase of 20.8%), 
disseminating information via external Internet resources (an 
increase of 32%), filming stories on local TV channels (an 
increase of 45.1%). On the other hand, the number of NPO’s 
that disseminate information about themselves through 
leaflets, posters and announcements has decreased (a decrease 
of 22.3%). 

Answering the question «What ways of disseminating 
information about NPO’s do you consider more effective for 
attracting the attention of residents to your organization? »  
many respondents indicated in 2022: «TV spots» (45.1% of 
respondents), «disseminating information on the Internet, 
social networks» (23.4% of respondents), «disseminating 
information to target audiences and crowded places» (12% of 
respondents), «word of mouth» (12.2% of respondents). 

In terms of information activities, NPO’s demonstrate low 
efficiency in terms of the availability of media mentions of 
NPO’s during the reporting period: 52% of the organizations 
have no publications in the electronic media and other sources 
of mass information, although the number of such 
organizations, compared to 2021, has decreased. It should be 
noted that the majority of the NPO’s (48%) participating in the 
research demonstrate high efficiency in terms of the number 
of channels for disseminating information about NPO’s, such 
as the organization's website and its presence in social 
networks on the Internet and more. On average, NPO’s have 
more than three channels of information dissemination, which 
indicates an increase in information openness of NPO’s 
activities and activity of non-profit organizations in the 
communications with the target audience. But despite the fact 
that 48% still use more than three channels of media 
communication, it is less than half of the respondents, which 
indicates to a greater extent the lack of information openness 
and publicity of organizations of the nonprofit sector. 

We can conclude that the weak presence of NPO’s in the 
media environment and unstable communication leads to a 
weak influence on the processes of public administration 

V. RESULTS 

In this article, the author, applying the theoretical and the 
methodological framework of the network approach, proves 
the fact that the potential of digital public administration is 
disclosed primarily in the system of digital media 
communications. In the author's opinion, the institutional 
framework of the digital space, in which the media 
communication practices regarding the formation and 
implementation of public administration would take place, is 
determined by the capabilities of, first of all, the media system 
and the capabilities of the digital inventory, which can be used 
in media communication and assess with its help the level of 
civic involvement in the media communication processes of 
digital public administration. 

VI. CONCLUSION 

Media communication processes affect the nature of public 
administration, the ability of the managed system to provide 
governability in the process of public decision-making. 
Governability in the process of implementation of public 
administration is provided by means of information 
exchanges, as a result of which the agreement between the 
governed and the governed is formed. Consent arises within 
the framework of a conventional relationship, a kind of 
contract between the governors and the governed 

Thus, the semantic contact is achieved only "when the 
mutual situational identification of the partners in the 
communication leads to the combination in their 
consciousness of the "semantic focus" (communicative 
dominants) of the generated and interpreted text. On the other 
hand, the ability of people to negotiate is also influenced by 
the general interest of the actors of the public sphere to 
participate in public interaction, that is, involvement in the 
communication process is necessary. In addition, the 
technological tools and inventory of the media environment 
(primarily media platforms such as social networks) we 
mentioned earlier also influence the nature of the 
communication process, and with the proper application of 
digital inventory in media platforms, the necessary positive 
result of such involvement in the communication can be 
achieved. And the degree of involvement of citizens in the 
communication will determine the quality of the digital public 
administration. 
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Abstract—The article examines the peculiarities of the 

media discourse of the social network Vk.com and the instant 

messaging service Telegram. The authors consider the media 

discourse of politicized social media subpublics and channels as 

a factor that influences communication within the communities 

of these media. The methods used include discourse analysis of 

comments on the three key news stories of 2022 and LDA 

analysis of media discourse, which allow us to determine the 

criteria of group identity and the tendency to form monological 

or dialogical models of communication. 
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I. INTRODUCTION  

A number of tools shape the interaction between media 
and their audiences. Audience management in social media is 
achieved by framing information [5], formulating rules of 
behavior on discussion platforms and moderation [9], 
forming user orientations that reflect media values [11]. All 
these elements form the strategy of communication 
management, and media discourse is the central one. 

Media discourse research is often associated with 
significant social processes that are represented in the topics 
of scientific publications. For instance, works on the events 
of September 11, 2001 [4] reveal the polarization of media 
discourse and the contrast between “them” and “us” [7]. 
Studies of the post-truth era are characterized by the theme of 
the emotionalization of media discourse [10]. In these 
studies, there is a noticeable emphasis on the connection 
between emotionalization and audience behavior. Zappettini 
et al. identify specific media narratives that are used to form 
a certain attitude of the audience, which subsequently 
determines the audience's expectations and the choice of 
other media [14]. There are studies linking media discourse 
and migration processes [8], globalization [13], climate 
change issues [2,3] and, of course, the COVID-19 pandemic 
[6]. A number of scholarly works are united less by a 
common research topic than by approaches to studying 
media discourse. First of all, there are works devoted to 
critical discourse analysis [1, 12]. Events of 2022 in 
international relations have also become a significant factor 
influencing both global media discourse and national 
political communication. 

II. DESCRIPTION  

A. Research Design 

This paper focused on the study of media discourse as the 
most important element of communication management 
strategy. Media discourse acts as a visible indicator among 
the other elements of communicative strategy, allowing us to 
make assumptions about the nature of the overall strategy. 
We have studied political communication in Russian social 

media. The sample included communities on the Vk.com 
social network and Telegram messenger channels. Only the 
most popular open communities, which provide the 
opportunity to comment on published posts, were included. 
The sample size was determined by the prevalence of 
channels and communities on the analyzed platforms. 
Initially, 30 communities of legal media resources were 
selected. Five of them represent the most popular Vk.com 
media communities selected from the “Media” category - a 
state TV channel, a news agency, a leading newspaper 
community, and two online media (Russian and foreign). 
Another five represent the most popular Telegram 
communities, obtained using the service tgstat.ru. To 
strengthen the comparative component, 10 Vk.com and 
Telegram communities each were selected to represent the 
most popular media – 5 from popular Vk.com communities 
and 5 from popular Telegram media communities. Using API 
(application programming interface), we collected Vkontakte 
and Telegram posts and comments from January 1, 2022 to 
October 31, 2022. 

We applied Latent Dirichlet Allocation (LDA) analysis to 
this sample. When cleaning the corpus of noise-generating 
stop words, words such as “we”, “they”, “their”, and “our” 
were intentionally left in order to detect the polarization of 
the media discourse.  

We also conducted a discourse analysis of the 
discussions. Initially, it was planned to analyze in each 
community three discussions of the most resonant Russian 
news of 2022, which could cause polarization or 
consolidation of users: 1) the announcement of a “special 
military operation” in Ukraine in February 2022, 2) the 
capture of the Azovstal Metallurgical Combine by Russian 
troops in May, 3) the announcement of a “partial 
mobilization” in Russia in September 2022. However, during 
the analysis, it became impossible to analyze some channels 
and some individual posts due to the widespread practice of 
deleting comment threads in Telegram. In the majority of the 
discussions on Vk.com, the comments were preserved. The 
final sample for the discourse analysis consisted of 51 
discussions, which allowed us to explore the main trends of 
the political communication. 

In each of these discussions, the first hundred comments 
(or all if the number was small) were analyzed, and then the 
expert conducting the analysis recorded his or her scores in 
coding tables. At least three experts reviewed each post. 
Simultaneously, the third expert had the first two experts’ 
analysis results and focused on controversial cases where the 
first two researchers’ scores differed. 

The criteria used to evaluate the communities were 
community homogeneity, legitimacy of discussion object, 
dialogic discourse, support for community management, 
group identity criteria (“they” and “we”), overall community 
discourse rating, discussion topics, and others.  
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Our main hypothesis was that media communities form a 
discourse that reflects the traditions of the “public sphere” 
and remains dialogical even in the context of hostilities. 

B. Research Results   

The analysis of word frequencies in the analyzed media 
messages revealed the dominance of the representation of 
“They” over “We” (“They” was used almost twice as often) 
and “They” over “Our”, which is a sign of confrontational 
discourse under conditions of military conflict (Fig. 1). 
Simultaneously, the nomination of parties is noteworthy: 
“Russia” is used much more often than “Ukraine”. This, 
together with the use of the pronoun “they”, may be an 
indicator of the construction of a patriotic discourse in the 
Russian media, accompanied by the formation of a negative 
image of the enemy. On the basis of the obtained data, in 
addition to the function of forming public opinion, we can 
also identify the informational function of the Russian media: 
the media act as classical reporters, which is confirmed by 
the frequent use of such words as “declare”, “report”, “tell”, 
“speak”, “occur”, “turn out”, etc. 

 

Fig. 1. Word frequency in Vk.com communities and Telegram messenger 

channels 

As a result of the LDA for topic modeling, eight topics 
that are most frequently discussed in the Russian media or 
eight types of Russian media discourse have been identified:  

 Patriotic discourse, represented by such media as 
Tsargrad. It is characterized by contrasting the image 
of the heroic Russian motherland (“holy”, “Russian”, 
“people”, “great”, “exploit”, “our country”, 
“Orthodox”, “truth”) with the enemy. This discourse 
contains strong emotional categories that are aimed at 
arousing feelings of love and devotion to the 
Motherland.  

 Geopolitical discourse, which is characterized by the 
description of events related to the actions of the main 
geopolitical actors (Russia, Ukraine, the United 
States, Moscow, Kiev, the world, Europe, the West). 
This discourse tends to be aimed at highlighting the 
specific geopolitical interests of various states. 

 Event discourse, formed by an overview of the main 
events in a particular region of Russia. The main 
protagonists are ordinary residents (“woman”, “man”, 
“child”, “girl”, and “boy”).  

 Chinese discourse. The separation of Chinese 
discourse into a category can be explained by the fact 
that Chinese media, which primarily focus on 
describing events in China, are included in the 
sample. “China”, “Xi Jinping”, “Beijing”, “PRC”, 
“county”, “Shanghai” are the main marker words. 
However, a second sub-theme, cooperation, can also 
be highlighted.  

 Economic discourse, characterized by the coverage of 
economic issues at the macro and micro levels 
(“company”, “country”, “market”, “data”, “bank”, 
“decision”, “project”, “organization”, “account”, 
“business”, “work”, “government”, “region”, 
“sanction”, “result”).  

 Video discourse of a special military operation (SMO) 
is a way of presenting information using exclusive 
video clips (“stream”, “video”, “exclusive”, “video of 
the Ministry of Defense of the Russian Federation”, 
“video_social network”). 

 Cultural discourse. Such markers as “star”, “actress”, 
“artist”, “actor”, “movie”, “fan”, “singer”, “show”, 
“famous”, “favorite” represent cultural discourse with 
recreational functions. 

 The personalized discourse of SMO - the war actions 
are described through the personal stories of ordinary 
residents and eyewitnesses. 

The LDA data were correlated with the discourse analysis 
results. The most important factor in community formation is 
identity, which includes collective representations of “them” 
and “us”. When analyzing discourses in Russian social 
media, it was not possible to find a significant number of 
dominant specific representations of “us”. Almost the entire 
Russian public sphere analyzed in the study is characterized 
by a common civic identity from the layman’s point of view 
(much less often by a more pronounced patriotic identity). 
More revealing in this regard are the dominant 
representations of “they” (Table 1). In most cases, the 
“Ukrainian side” was the “They” and was the object of 
criticism by the majority of discussion participants. However, 
another tendency is also noticeable - the criticism of the 
authorities, which is characteristic of almost a third of the 
discussions that were analyzed.  

TABLE. I. REPRESENTATION OF “THEY” DEPENDING ON THE PLATFORM 

 Social media Total 

TG VK  

“They” not applicable 3 3 6 

Ukraine 8 20 28 

Authorities 4 12 16 

“West” 1 0 1 

Total 16 35 51 

The degree of criticism of “them” is clearly visible in the 
dominant discourse in the discussions (Table 2). If a patriotic 
discourse demonstrating full support for the Russian army is 
widespread in the context of discussions about the actions of 
Ukraine, then a softer “critical” discourse is much more 
common in the context of the actions of the Russian 
authorities than a harsher “westernized” discourse. 

TABLE. II. TABLE II REPRESENTATION OF “THEY” DEPENDING ON THE 

TYPE OF DISCOURSE 

 Discourse 

weste

rn 

critic

al 

loyal

ist 

laym

an 

patri

otic 

contrav
ersial 

Th

ey 

not 
applicable 

0 0 1 1 0 4 

Ukraine 0 1 0 0 23 4 

authorities 3 12 0 0 0 1 

“West” 0 0 1 0 0 0 

Total 3 13 2 1 23 9 
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A dimension like the homogeneity of the discussion 
shows the degree of discourse dominance (Table 3). 
Obviously, it was high only in a few cases. As a rule, there is 
room for a critical perspective in both “patriotic” and 
“critical” discussions. In the Russian media discourse, the 
reactions of media administrations manifested themselves in 
the form of deleted comments, apparently of a radical nature 
and apparently in violation of the law. At the same time, 
“soft” disagreements (both anti-patriotic and anti-Western in 
nature) are usually not deleted, provoking negative reactions 
from other users, who are by no means always in the 
majority. 

TABLE. III. REPRESENTATION OF “THEY” DEPENDING ON 

HOMOGENEITY OF DISCUSSIONS 

 They Total 

not 

applicable 

Ukraine authorities “West” 

Homogeneity  

(1 – high, 5 - 

low) 

1 0 5 2 0 7 

2 3 14 10 1 28 

3 1 5 2 0 8 

4 1 2 1 0 4 

5 1 2 1 0 4 

Total 6 28 16 1 51 

We can detect both strategic cleavages in terms of 
“friends” and “enemies”, which can be expressed, among 
other things, in such “strongholds of statehood” as the 
Rossiya-1 channel community, and tactical cleavages in 
terms of methods, means, and questions of effectiveness. Part 
of the everyday discourse also expresses the fears and 
anxieties of ordinary people regarding their possible 
involvement in the unfolding events. The typical discourse of 
the “internal enemy” was disseminated frequently by various 
media during the year. At the same time, this theme arises 
even without media initiatives at the behest of the 
participants in the discussion. 

In the discussion of the key events, the commentators on 
the social networks take the position of critical observers. 
They do not consolidate and their support remains limited (in 
contrast to the posts that are not included in this analysis, 
which deal with the immediate aftermath of the tragic events, 
the loss of life, and so on).  

Although there is an obvious difference in commentators’ 
discourse between patriotic mainstream media communities 
and “critical”, “liberal”, “western-oriented” media like RBK, 
there is a high level of dialogue and a high level of 
disagreement with the opinions of individual commentators. 
Media outlets that implement the “echo chamber” model are 
a certain exception. For example, the “right-wing” 
community Tsargrad TV Channel, where despite the dialogic 
discourse, the discussion is quite homogeneous, not 
contradictory and demonstratively constructive. When 
commenting, users clearly mark “them”. There is no 
discussion of opposing points of view in the comments. 
Simultaneously, with the overwhelming support of the 
actions of the Russian authorities, mild critique appears. The 
number of deleted comments from February 24, 2022, which 
were accompanied by a homogeneous reaction of the 
members of the community, is remarkable in comparison 
with other dates. We can conclude that this resource 
implements the “echo chamber” model, whose unwritten 
rules allow for limited and rational criticism of the actions of 
the authorities. Another example of an “echo chamber” is the 
pro-Western media resource Lentach, where “liberal” and 
antipatriotic discourse dominates, with homogeneous critical 
“westernizing” comments.  

The authorities’ media are also of interest. For example, 
in the Duma TV community on the social network VK.com, 
which is the media of the Russian parliament, the critical 
discourse dominates in the dialogues, while support is 
expressed in individual comments without a rational position 
and with the help of emoji. At the same time, on a similar 
Telegram channel, where the number of comments was not 
high, two out of three discussions were dominated by loyalist 
comments, and only in one discussion, there was an increase 
in critical comments. 

III. CONCLUSION 

Our study of the discourse in Russian social media 
reveals a relative radicalization both at the level of editorial 
content and in the discussions of commentators. The division 
into “them” and “us” is easily traced in the discourse, but 
there is no total homogenization of the audience. Our 
hypothesis that the media discourse of Russian online 
platforms in the military environment partially reflects the 
traditions of the public sphere and preserves its dialogical 
character was confirmed. However, it is necessary to note the 
high level of emotionality, which characterizes modern 
online communication for all countries, regardless of whether 
they get involved in military conflicts. 

In general, the Russian public sphere on Vk.com and 
Telegram platforms is determined by the dominance of 
patriotic discourse with a visible presence of critical 
discourse. This confrontation is most noticeable at the level 
of discussions in the comments. It is interesting to note that 
disloyal discourse appears on state resources, such as the 
media of the Russian parliament. This demonstrates the 
relative freedom of expression in the context of moderation. 
Support is directed at society and the state as a whole, rather 
than at specific government institutions and political figures. 
Overall, the audience remains a significant factor in the 
shaping of political discourse, which in the case of both 
“patriots” and “westerners” is more radical than the media 
discourse itself. Moreover, the patriotic discourse is in some 
cases critical of the authorities, which distinguishes it from 
the loyalist discourse and confirms its more radical nature 
than can be observed in the official political discourse. 

At the level of Russian media discourse, no obvious 
critical cluster was identified (with a notable cluster of classic 
“neutral reporter” discourse). Posts from westernized media 
such as Lentach did not stand out as a separate topic in the 
LDA results. Nevertheless, the discourse in the discussions of 
their communities can be characterized as critical, 
contradictory, or westernized. This is achieved through a 
specific communicative strategy using mechanisms such as 
news framing, a specific policy of moderating comments, 
and, as in the case of Lentach media, the use of troll 
discourse, which is not captured by the LDA - a relatively 
neutral text can be accompanied by a provocative image. 
Such emotionalization of content contributes to the formation 
of appropriate behavioral patterns. As a result, this strategy 
prevents the dominance of “mainstream” loyalist discourse. 
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Abstract—The research presents the results of a 

comparative analysis of media effects created by environmental 

advertising and journalistic materials as polycode texts. The 

results of studying the perception of environmental content 

using eye tracking and an online survey are based on a 

cognitive approach. The results of studying the perception of 

environmental content using eye tracking and an online survey 

are based on a cognitive approach. The respondents are young 

people aged 18 to 22. The results of the study revealed patterns 

of attention to verbal and non-verbal text components. The key 

purpose of the research is to examine the media effects of 

environmental advertising and journalistic texts, as well as to 

understand which of the presented media texts attract more 

attention and how these materials impact youth audiences.  

Keywords— media effects, ecology, polycode text, advertising, 

journalistic text, eye tracker. 

I. INTRODUCTION  

The study of media effects and the impact of 
environmental media texts is relevant for many reasons, 
including the necessity to study the impact of polycode texts 
on youth audiences. The number of polycode texts has 
significantly increased in the existing media stream, while 
the specifics of their perception have not been sufficiently 
studied. The development of various forms of media has 
changed the audience’s demands on communication. The 
specifics of polycode journalistic and advertising texts have 
neither been fully studied, nor explained scientifically from 
the standpoint of perception by youth audiences. 
Environmental issues in the media space are of interest in 
terms of their perception by youth audiences, since 
environmental content gains traction. We observe a scientific 
and practical need to identify the features of the impact of 
environmental content through the prism of two texts 
(advertising and journalistic), which have their own specifics 
and, at the same time, are generalized by the polycode nature 
of functioning in the media stream.  

II. RESEARCH 

In order to study the effects of environmental advertising 
and journalistic media texts on youth audiences, we 
addressed the theoretical foundations of leading scholars on 
the analysis of media effects and polycode media texts. 

Studies aimed at investigating the impact of media on the 
individual and society have become one of the most 
developed areas in the communications science, and the term 
“media effects” has been widely interpreted in the scientific 
literature within various approaches.  In this article, media 
effects are understood as “conscious and unconscious short-
term and long-term intrapersonal changes in cognitions, 
emotions, attitudes, beliefs, physiology, and behavior 
resulting from the use of media [1]. Therefore, a media effect 
is the phenomenon of the impact of information received 
from the media space on the behavior and preferences of the 
audience. Modern media information has a strong impact on 
many aspects of human life and is able to change preferences 
and force to reconsider the position, beliefs, and attitudes [2]. 

D. McQuail proposed a typology of mass media effects 
on two grounds – time (short-term and long-term) and 
direction (planned and unplanned). According to the degree 
of impact, effects can be strong, moderate, or weak (limited). 
The power of impact is influenced by both the content of 
information and the personal factors of the information 
recipient (his/her worldview, psychological features), 
belonging to a social group or political party, religion, and 
environment [3]. Theoretical approaches to studying the 
relationship between media and the audience have been 
changing during the development of society and 
transformation of the media space. Various theories of 
understanding media effects have been developed. 
Summarizing the main theoretical concepts, P. D’Angelo 
considers the study of media effects as a research program 
and scientific discussions about media effects within three 
“paradigmic” outlooks – constructivist, cognitive, and critical 
[4]. D’Angelo [5] believes it is necessary because conceptual 
differences between approaches lead to relevant differences 
in the logic of hypothesizing and research methodology.  

The cognitive approach is one of the most frequently 
mentioned in media impact studies [6]. The cognitive 
approach emphasizes the influence of cognitive processes on 
human behavior and offers an understanding of how people 
learn to behave in various contexts, including those based on 
the media impact. The cognitive approach to considering the 
influence of media on individuals focuses on the content of 
the message “WHAT the audience perceives when it contacts 
with the “stimulus” (message)” [7]. 

The research was funded by the Russian Science Foundation (project 
No. 23-18-20090, https://rscf.ru/project/23-18-20090/ ). 
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The equations are an exception to the prescribed 
specifications of this template. You will need to determine 
whether or not your equation should be typed using either the 
Times New Roman or the Symbol font (please no other font). 
To create multileveled equations, it may be necessary to treat 
the equation as a graphic and insert it into the text after your 
paper is styled. 

According to I.Yu. Podolyan [7], a key area of research in 
the cognitive tradition was the study of the “ways the 
audience comprehends” media messages [8]. exponents. 
Italicize Roman symbols for quantities and This implies 
searching for answers to the questions about what makes up 
the perception of media messages, what elements are 
remembered and what are “discarded”, what emotional 
reactions arise, and how they affect the thinking process.
 Researchers believe that the understanding of the 
mechanisms underlying these processes will allow us 
understand the mechanisms of media effects on the 
individual and society. In the communication process, the 
perception of messages is expressed in the effects of impact 
on human consciousness. Thus, the structural conditions of 
the society in which the mass media effects are realized are 
the subject of the conceptual model “Interdependence 
between the social system, the media system, and the 
audience” proposed by well-known experts Ball-Rokeach 
and DeFleur in 1976 [9]. According to the authors, in modern 
conditions, people become dependent on media. Media 
effects and the effectiveness of perceiving media texts based 
on the procedural model of the impact of mass media on the 
behavior of the audience are based on a cognitive-rational 
approach.  

This approach implies a logical relationship between the 
open media content and the motives for retaining attention – 
the stronger the dependence, the stronger the effects at one of 
the levels (see Fig. 1): cognitive (rational) effects are the 
awareness and expansion of human knowledge, the 
formation of opinions and the clarification of value systems, 
determining the degree of importance of topics and problems 
(agenda items); affective (emotional) effects are the 
emergence or formation of emotions, optimistic or 
pessimistic mood; behavioral effects include activation of 
former or new activities, positive or negative action trends. 

 

Fig. 1. Interdependence between the social system, media system, and 

audience (Bell-Rokeach, DeFleur, 1976)  

Notably, the key problem in the study of media effects is 
concealing the true feelings of the audience through 
psychological screens, including the screen of consciousness, 
the screen of courtesy, the screen of conformism, etc. To this 
end, the use of neuromarketing is relevant to study media 
effects. Neuromarketing is defined as a line of research 
studying human unconscious cognitive and emotional 
responses to certain stimuli. Neuromarketing technologies 
trace and “measure” indirect responses to a stimulus 

(individual physiological reactions: pulse and respiration 
rate, pupil movement) and allow measuring attention 
patterns. 

Psychology defines attention as the process and state of 
the subject’s setting oneself up for perceiving priority 
information and fulfilling challenges [10]. The focus and 
concentration of mental activities in paying attention 
provides a more effective perception of information. In 
general terms, there are two main types of attention: 
involuntary and voluntary (selective). The level of 
distribution and switching of attention is considered as a 
psychological characteristic and an integral indicator of 
performance under cognitive load. In our article, we used 
eye-tracking technologies aimed at fixing visual attention 
patterns and identifying the level of attention activation and 
areas of interest.  

As for understanding the features of polycode texts, our 
research analyzes advertising and journalistic materials. A 
characteristic feature of modernity is the visualization of 
media content, which increased the impact of media on 
public and individual consciousness. Such texts are called 
polycode texts in science. The features of polycode texts 
were studied by such linguists as E.E. Anisimova, A.G. 
Sonin, V.E. Chernyavskaya, etc. [11, 12, 13]. A polycode 
text, as defined by E.E. Anisimova, is a text, in which the 
transmitted information is encoded by semiotically 
heterogeneous components, i.e., verbal and non-verbal means 
jointly representing a certain structure characterized by the 
interdependence of its components in the content and formal 
aspects [11]. 

The verbal component is an integral part of polycode 
texts. However, over time, the scope of the verbal component 
and its communicative setting have changed significantly. 
The specifics of visual and verbal signs affect their 
perception, which is typical for media texts as polycode 
structures [14]. 

A variety of linguistic expressive means is used to create 
media texts, wherefore modern textual reality requires 
integrative interpretations able to explain new aspects or new 
types of mass communication texts – polycode texts, the 
essential characteristics of which are associated with the 
development of information technologies [15]. 

Text specifics should be taken into account when 
analyzing texts. The essential general and specific features of 
journalistic and advertising text are presented in Table 1. 

TABLE. I. DISTINCTIVE CHARACTERISTICS AND MAIN FEATURES 

OF MEDIA TEXTS 

Attribu

te  
General  

Specific  

Journalistic media text Advertising media text 

Matter  Information  Socially significant  

and current events 

Product, brand 

promotion, sales 

promotion  

Subject  Communicator  System of journalistic 

professional media 

communities 

Enterprises, public 

organizations, 

individuals, 

advertisers, etc.  

Product  Message  

 

System of journalistic 

media texts 

Advertising media 

texts 

Purpose Public opinion  Forming public 

opinions, assessments, 

judgments affecting 

the social activity of 

youth audiences 

Creating incentives to 

increase product 

demand, forming 

certain responses of 

the target audience 

Impact 

methods 

Persuasion  

 

Persuasion 

(suggestion) 

Suggestion 

persuasion) 
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The specifics of journalistic texts are clearly seen when 
they are compared with advertising texts. The journalistic 
text has a documentary basis. A journalist reporting on facts 
should be objective in covering the situation and, at the same 
time, efficient to sound topical and meet the interests of the 
audience [16]. 

The German researcher G. Rager considers the main 
features of a journalistic text to be its objectivity, relevance, 
presentation form, relevance (i.e., consistency between the 
information requests of the audience and the messages 
received). These qualities should be supplemented by 
decodability (comprehensibility for the audience), 
impartiality (i.e. impersonality, objectivity), authenticity 
(corresponding to reality) in the disclosure of the topic [15]. 
Another important feature of the journalistic text is its 
dependence on the specifications of the transmitting channel; 
therefore, it is defined as a mixed (polycode) text. 

Advertising texts, being polycode, include verbal and 
figurative components forming an integral visual, semantic, 
and functional unit that provides a complex impact on the 
addressee [17].  

These are verbal (words, sentences, tone series), non-
verbal (videos, illustrations, photographs, etc.) components 
that interact, complement, and reinforce each other in the text 
structure. Due to the complex, partly expressive effect, the 
advertising text is more precise and brighter than other texts 
of marketing communications. If broadcasted correctly, it is 
reflected in the consumer’s mind, fixes the “product” image, 
and builds associative links with the brand.  

The features of implementing text categories in 
advertising texts are naturally set by the characteristics of 
advertising discourse. Thus, the composition of an 
advertising text (clear dramatic fundamentals of advertising), 
its tonality, evaluativity, and other textual categories are 
largely determined by the author’s image, which, by analogy 
with a piece of art, is not equated with the figure of the 
author, namely, the advertiser [18]. 

The advertising text for the audience is a material form of 
an image, a subject of communication, which is “divided” 
into components during communication, revived by the 
recipient upon perception, and remains in his/her memory 
and consciousness due to the emotional component. 

 According to V.K. Vilyunas, the criterion for choosing 
language means is the goal setting for the expressiveness of 
the text, whereas the emotion and the situation of choice lead 
to a preference, thus changing consumer behavior [19]. The 
factor of reward stimulation in the form of benefits and 
promises based on the nudge theory is no less important here 
[20]. 

Advertising uses a variety of language tools initially 
meant for a pragmatic effect, which is enhanced by the use of 
contextual capabilities [21]. This partially enables the author 
to use not entirely traditional vocabulary to make the 
advertising text purposeful, as set by communication goals, 
as well as having an operating force. We should neither 
forget that the language of advertising is a reflection of 
mental images and the language of the modern sociocultural 
space.  

The choice of language forms and their creation for a 
specific advertising text are often focused on a situation in 
which a specific human image is clearly visualized as an 
object of communication with its own goals, attitudes, 
problems, and desires [18]. These language resources interact 

and are directly addressed to the human experience during 
the advertising contact and communication impact on the 
consumer of complex advertising information. Media texts 
were selected for the study in such a way as to approach the 
situation of viewing information on the Internet in simulated 
conditions. Therefore, it is worth considering the specifics of 
perceiving online information. Many foreign and domestic 
authors studied the perception of advertising texts in the 
online space [22].  

In particular, researchers Heng Xu, Lih-Bing Oh and 
Hok-Hai Teo suggest that multimedia and online advertising 
increase the information and entertainment value of content 
[23]. At the same time, the perception of advertising in the 
Internet space only enhances its visual effectiveness and the 
importance of the figurative component of advertising media 
texts. In this format, advertising is increasingly gravitating 
towards universal methods of impact, including images and 
short offers as a call to action.  

 The general hypothesis of the research is related to the 
key problem that regional online media actively broadcast 
environmental events, deliberately overaffecting the coverage 
of environmental issues and negatively impacting the minds 
of young people, their views, intentions, and social well-
being, which strategically distorts their civic position and 
levels out their involvement in solving environmental issues 
of their region by completely alienating themselves from 
their regional identity. An important role in this process is 
assigned to various media content, which includes the 
categories of the above-mentioned media texts. To this end, 
the following can be identified as private research 
hypotheses: 

Environmental media texts can impact the desire to 
change the attitude to the environment among the youth 
target audience. 

The most memorable environmental media texts among 
the youth target audience are advertising texts because of 
spectacular visual images created by advertising in the 
respondent’s mind. 

The title and text of environmental journalistic media 
texts attract the youth audience more than the image. 

  The confidence of this research is provided by vast 
empirical material and the system of its study. The cognitive 
approach has become the theoretical and methodological 
basis for studying media effects. The authors used a set of 
methods, namely comparative analysis, document analysis 
with elements of content analysis, as well as visual 
neuromarketing – eye tracking and online survey.  

Special attention was paid to the use of eye-tracking 
technologies using video fixation to record eye movement, 
gaze direction, the duration of pausing one’s gaze on an 
object, the ability to determine attention focus, as well as 
information viewing sequence. Visualization methods used in 
eye tracking provide a clear and accessible representation of 
dynamic processes through quantitative indicators, thus 
improving understanding of the available data. They include 
fixation sequence maps and heat maps. The main eye-
tracking indicators used in the research are the number of 
fixations and the average duration of fixations. Fixations are 
used to calculate the time spent on viewing a particular point, 
which reflects the attentional involvement and time needed to 
process the stimulus at this point. The average duration of 
fixations is related to the speed at which the information is 
processed by the brain.  
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In turn, heat maps demonstrate the statistical and dynamic 
integration of all the respondent’s points of view, by 
overlaying the color ingredient on the presented image. They 
show which stimulus elements attracted the most attention: 
“warm” red areas correspond to more gaze points (highest 
interest), cooler yellow and then green areas correspond to 
fewer gaze points (low interest). 

An important element of eye-tracking research is the 
areas of interest of the stimulus material, which are a tool for 
selecting areas of focus for the presented image. The 
calculation of such indicators as the number of fixations and 
the average duration of fixations are determined by areas of 
interest. 

The Gazepoint GP3 HD eyetracker with a sampling rate 
of 150Hz and the Gazepoint Analysis software were used to 
create, conduct, and analyze the results of the experiment. 
During the experiment, the respondents were shown 
randomly stimulus materials separated by neutral images on 
a 24-inch monitor. The experiment lasted for 10 seconds. As 
a result, we obtained metrics of views, fixations, returns to 
the area of interest, time to the first fixation, etc. and built 
heat maps. After the eye-tracking study, the respondents 
completed an online survey. 

The research was aimed at determining the effectiveness 
of the impact of advertising and journalistic texts, as well as 
identifying and analyzing attention patterns and responses of 
the youth audience in areas of interest. 39 students (bachelors 
and masters) of South Ural State University aged 18 to 22 
took part in the experiment. After the eye-tracking 
registration procedure, which analyzed the unconscious 
responses of the participants, all respondents took an online 
survey aimed at analyzing the conscious perception of the 
presented information. The stimulus material was shown 
randomly. Advertising stimuli were shown for five seconds 
(the time was chosen based on the recommendations of the 
natural conditions of advertising contact), while journalistic 
(news) stimuli were shown for 15 seconds. After each 
stimulus, neutral images were shown to reduce the effect of 
the final fixation on the previous stimulus and to equal each 
next stimulus for the start of viewing.  

Each respondent filled in a consent form before the eye-
tracking study. We emphasize the necessity of using a post-
stimulus survey in the eye-tracking study, since it is 
important to record both the unconscious (uncontrolled) 
reactions (eye movements) and the conscious responses on 
the impressions of the media texts viewed. The survey 
comprised five identical questions in each block of media 
texts, revealing the cognitive aspect (memorability level), the 
emotional aspect (attractiveness level), and the conative 
aspect (behavioral level) of these media texts. 

Сomparing the results of the eye-tracking study and the 
results of the survey is an important step in the research. 
Comparing the visual results of the eye-tracking study (heat 
maps), the digital results of the eye-tracking (the number and 
time of visual fixations) and the obtained final results of the 
survey (general charts of all respondents' responses on all 
stimuli) included analysis based on the cognitive, affective 
and behavioral levels. Below we provide its results. The 
stimuli for the study were selected based on the analysis of 
more than one hundred different environmental advertising 
and journalistic (news) media texts. These are six 
environmental advertising media texts and six environmental 
journalistic media texts. Journalistic (news) media texts are 
informational material of 74.ru online edition (the first half of 
2022), which include topics related to water and air issues. 

The advertising media texts are also selected on the topic of 
environmental issues related to water and air quality globally.  

The polycode of advertising and journalistic media texts, 
namely verbal (a text) and nonverbal (an image) components, 
was taken into account when selecting the stimuli. It was the 
basis for dividing the stimuli into areas of interest necessary 
for an eye-tracking study: 1) in advertising materials, they are 
a text, an image, a logo; 2) in journalistic materials, they are 
an image, a headline and a text. In this case, the results of the 
eye-tracking study were compared within each group, but 
advertising and journalistic media texts were not compared, 
because the viewing time of advertising and journalistic 
media texts was different. These groups of texts were 
compared in the survey. The selected stimuli are presented in 
Table 2. 

TABLE. II. STIMULI 

 

Cod

e 

Stimuli description 

Topic Name Source Average 

number 

(units) 

Ex.1 

S11 

Water Pollution kills  

 

Greenpeace 

www.greepeace.c

om 

18.193 

Ex.2 

S12 

Water Save water – save 

life 

 

Ecoterica – 

https://clck.ru/pU

gwZ 

17.754 

Ex.3 

S13 

Water What will it take 

to make you care 

about the 

environment  

Earth day Canada 

– 

https://earthday.ca

/ 

16.000 

Ex.4 

S14 

air Stop pollution  www.greepeace.c

om  

18.211 

Ex.5 

S15 

Air Every leaf traps 

CO2 

Non-profit 

organization 

Cooperativa Oro 

Verde – 

https://oroverde.c

om.pe/ 

16.298 

Ex.6 

S16 

Air Every year we 

produce 3.3 

billion tons of 

CO2, that`s why 

need the rainforest 

more than ever 

 15.930 

Ex.13 

S31 

air Chelyabinsk is 

covered with 

smog. How 

long will calm 

weather  last  

https://74.ru/text/e

cology/2022/03/0

4/70486421/ 

73.660 

Ex.14 

S32 

air Factory wastes 

in Chelyabinsk 

caused more 

than a dozen of 

administrative 

cases. Who’s 

fault is it?   

https://74.ru/text/e

cology/2022/01/3

1/70413137/ 

73.410 

Ex.15 

(S33) 

air The most 

violent 

emission of 

hydrogen 

sulphide in 

Chelyabinsk 

https://74.ru/text/i

ncidents/2021/08/

18/70084589/ 

76.509 

Ex.16 

(S34) 

wate

r 

You won’t get 

any drinking 

water. Why 

Chelyabinsk 

region 

increasingly  

loses its 

drinking water 

resources  

 

 

https://74.ru/text/e

cology/2021/11/0

4/70233293/ 

72.220 

http://www.greepeace.com/
http://www.greepeace.com/
https://clck.ru/pUgwZ
https://clck.ru/pUgwZ
https://earthday.ca/
https://earthday.ca/
http://www.greepeace.com/
http://www.greepeace.com/
https://oroverde.com.pe/
https://oroverde.com.pe/
https://74.ru/text/ecology/2022/03/04/70486421/
https://74.ru/text/ecology/2022/03/04/70486421/
https://74.ru/text/ecology/2022/03/04/70486421/
https://74.ru/text/ecology/2022/01/31/70413137/
https://74.ru/text/ecology/2022/01/31/70413137/
https://74.ru/text/ecology/2022/01/31/70413137/
https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
https://74.ru/text/incidents/2021/08/18/70084589/
https://74.ru/text/incidents/2021/08/18/70084589/
https://74.ru/text/incidents/2021/08/18/70084589/
https://74.ru/text/ecology/2021/11/04/70233293/
https://74.ru/text/ecology/2021/11/04/70233293/
https://74.ru/text/ecology/2021/11/04/70233293/
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Ex.17 

S35 

air Smell of shoe 

polish and 

hydrogen 

sulphide: the 

resident of 

Chelyabinsk 

found a 

malodorous 

water body in 

the suburbs.  

https://74.ru/text/e

cology/2021/09/0

3/70115639/ 

 51.386 

Ex.18 

S36 

wate

r 

When you run 

the tap, the 

water awfully 

stinks!: people 

from a village 

in Chelyabink 

region reported 

on slurry 

instead of 

drinking water  

https://74.ru/text/s

pring/2021/04/07/

69853706/  

51.669 

Let us consider the results of the eye-tracking study of an 
environmental advertising media text. The analysis of the 
heat maps of the environmental advertising media text 
showed that despite the fact that headlines and slogans, and 
the address block fall in the areas of attracting attention, the 
image area attracts the most attention. At the same time, the 
stimulus (S13), a tub of oil image, dealing with the problems 
of water quality,  shows a high level of visual fixation on the 
image (see Fig. 2). The image of smoking pipes in the form 
of an open palm (S14) (see Fig. 3), dealing with the problem 
of air pollution, and the image of a water tap (see Fig. 4) 
(S12), dealing with the problem of water, are the leaders in 
terms of visualization. In this stimulus, the degree of visual 
fixation is balanced between the text and the image.  

                 
Fig. 2. Environmental ad non-profit organization Earth day 

       

Fig. 3. Environmental ad non-profit organization GREEPEACE 

 

Fig. 4. Environmental ad non-profit organization Ecoterica 

Despite the fact that the text area has the highest degree 
of respondents' visual fixation, based on the time fixation 
values in the particular areas (image, logo, address block, or 
feedback), we can conclude that the image area takes the 
most time (up to 4, 5 seconds on average) of all stimuli in the 
advertising media text. In particular, the numerical values of 
the eye-tracking results show that the number of visual 
fixations on the image in the advertising media text varies 
from 5.48 fixation units to 12-14 units, while the number of 
visual fixations on the text area ranges from 3.6 to 6.4 units. 
Thus, S14 stimulus (see Figure 3) is the leader among all the 
advertising media texts by the number of visual fixations on 
the text area, especially attracted by the word "pollution". 
This is also recorded on the heat map. Meanwhile, the image 
area on the same stimulus has an average of 11.067 fixation 
units, which suggests that the image attracted more attention 
from the study participants. S12 stimulus has the highest 
average number of fixations - 12.14 units (image area) (see 
Figure 4). However, if the numerical value of the average 
viewing time for each advertising stimulus ranges from 15.9 
to 18.21 fixation units, the largest number of fixation units 
accounts for S14 stimulus (see Figure 3) of air pollution 
problems caused by industrial plants in the regions. The issue 
of air pollution due to the industrial facilities is relevant for 
regions at risk. The respondents of the study were residents 
of such a region. The average viewing time of 16.29 seconds 
on S15 stimulus shows the relevance of this issue to the 
respondents. In general, the image leadership in terms of time 
and number of visual fixations is presented by the graphs in 
Figures 5 and 6 and by the indicators in Table 3. 

 

Fig. 5. Graph of visual fixation time in the areas of interest in advertising 

media texts, sec. 

 

Fig. 6. Graph of the number of visual fixations in the interest areas of 

advertising media texts, units  

 

 

 

https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
https://74.ru/text/ecology/2021/09/03/70115639/
https://74.ru/text/ecology/2021/09/03/70115639/
https://74.ru/text/ecology/2021/09/03/70115639/
https://74.ru/text/spring/2021/04/07/69853706/
https://74.ru/text/spring/2021/04/07/69853706/
https://74.ru/text/spring/2021/04/07/69853706/
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TABLE. III. THE RESULTS OF EYE-TRACKING STUDY IN THE 

AREAS OF INTEREST IN ADVERTISING MEDIA TEXTS  

Stimulus 

code 

Area of 

Interest (eye-

tracking) 

The average 

viewing time 

of each 

stimulus 

area of 

interest (sec.) 

The number of 

visual fixations in 

each area of interest 

(units) 

S 11 Text 1 0.983 4.821 

Тext 2 1.339 4.808 

Address unit 0.321 1.250 

Logo 0.434 1.833 

Image 1.472 5.481 

Full stimulus 4.549 18.193 

S 12 Text 0.753 4.073 

Address unit 0.635 1.541 

Image 3.127 12.140 

Full stimulus 4.515 17.754 

S 13 Text  1.158 3.347 

Logo 0.524 1.586 

Image 2.841 11.067 

Full stimulus 4.523 16.000 

S 14 Text 1.526 6.474 

Logo 0.511 1.583 

Image 2.436 10.154 

Full stimulus  4.473 18.211 

S 15 Text 0.990 3.636 

 Logo 0.836 3.580 

 Image 0.335 1.519 

 Full stimulus 2.431 7.563 

S 16 Text 4.592 16.298 

 Logo 1.639 5.115 

 Image 0.605 1.719 

 Full stimulus 2.122 9.096 

Advertising media texts dealing with water issues (51.94 
units) overtook advertising media texts dealing with air 
issues (50.43 units) in terms of average viewing time and 
number of fixations for each stimulus.  Environmental 
advertising is the most attractive and engaging for the 
respondents. It influences their behavior by prompting them 
to change and reconsider their attitude toward environmental 
issues. The most effective advertising media text is the one 
where the verbal component enhances visualization and 
directly affects all types of perception. The results of the eye-
tracking study of the environmental journalistic media text 
showed that the headlines and lead-abstracts attract the most 
attention. The maximum focus of attention is recorded in the 
text area.   

  
Fig. 7. Chelyabinsk is covered with smog 

 

Fig. 8. The most violent emission of hydrogen sulphide 

 

Fig. 9.  – Smell of shoe polish and hydrogen sulphide 

S33 stimulus of an air issue on the strongest emission of 
hydrogen sulfide (Fig.8) became the leader on viewings and 
quantity of visual fixations. It is also reflected on the heat 
map and recorded according to the average viewing time of 
7.061 seconds and the number of fixations - 29.4 units. S31 
stimulus, which gives news about the city being covered by 
smog, becomes the second leader on viewings (see Fig.7). It 
is proved by the average viewing time of 6.6 seconds and 
visual fixation rate of 27.5 units. The third most viewed 
stimulus is associated with the smell of shoe polish and 
hydrogen sulfide in water (see Fig. 9). It is demonstrated by 
the average viewing time of 6.68 seconds and the visual 
fixation rate of 26.9 units.  

The analysis of the heat maps shows that the main 
attention in the stimuli is focused on the text areas, namely 
the news text and the headline. The obvious leadership of the 
images according to the time and number of visual fixations 
is shown in Table 2 and Figures 10 and 11. 

 
Fig. 10. Graph of visual fixation time in the areas of interest in journalistic 

media texts, sec. 

 
Fig. 11. Graph of the number of visual fixations in the interest areas of 

journalistic media texts, units 

 

 

 

https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
https://www.multitran.com/m.exe?s=hydrogen+sulphide&l1=1&l2=2
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TABLE. IV. THE RESULTS OF EYE-TRACKING STUDY IN THE 

AREAS OF INTEREST IN JOURNALISTIC MEDIA TEXTS 

Stimulus 

code 

Area of Interest 

(eye-tracking) 

The average 

viewing time 

of each 

stimulus area 

of interest 

(sec.) 

The number of 

visual fixations 

in each area of 

interest (units) 

S 31 Headline 1.850 10.618 

Image 2.313 11.140 

Text  6.811 27.526 

S 32 Headline  2.846 15.130 

Image 2.040 9.600 

Text  6.126 27.145 

S 33 Headline 1.665 8.926 

Imge 2.750 12.632 

Text   7.061 29.464 

S 34 Headline 3.385 17.055 

Image 2.299 10.702 

Text  5.148 20.982 

S 35 Headline  2.205 12.302 

Image 2.625 12.140 

Text 6.686 26.944 

S 36 Headline  2.984 16.218 

 Image 2.590 11.719 

 Text 5.966 23.732 

We observe that journalistic media texts on air issues 
outnumber journalistic media texts on water issues in terms 
of total viewing time and the number of visual fixations. The 
respondents distinguish the text and the headline to be the 
areas of interest. Images in journalistic media text are of 
secondary interest.  

The results of the survey analysis of media texts revealed 
a correlation with the eye-tracking study. In particular, 
advertising texts (65.6%) are the most memorable of all 
stimuli, which is proved by the distribution of priorities in the 
media texts (see Fig. 12).  

 
Fig. 12. The results of the survey on the memorability of a media text, % 

Our study confirmed the hypothesis that the visual 
component in the advertising text captures more attention and 
evokes a greater range of emotions than other media texts. 
The results of the survey revealed that the prevailing emotion 
evoked by viewing all the stimuli is a negative motion of 
sadness. Additionally, the results of the survey enabled us to 
establish links between media effects and the effective 
intentions of the respondents, manifested in a set of 
behavioral, cognitive, and emotional levels of perception (see 
Fig. 13). 

  
Fig. 13. The results of the survey on the memorability of a media text, % 

We can see that 45.2% of the respondents are ready to 
reconsider their attitudes towards environmental issues, 
31.2% of the respondents are ready to change their routine 
thinking, 28% of the respondents are ready to support 
environmental initiatives. However, 28% of the respondents 
did not show interest in the media texts. It is demonstrated by 
the responses to the question: "What does this material 
motivate you to do?" They chose: "Doesn't motivate at all". 

III. CONCLUSION 

Thus, the study of the media effects of environmental 
advertising and journalistic texts revealed that these materials 
quite actively attract the youth audience.  The analysis of 
media effects in the structure of polycode advertising and 
journalistic texts distinguished two semiotic components 
(verbal, non-verbal) and identified the peculiarities of their 
perception by the audience.  

The primary audience representation of the content of an 
advertising message as a polycode text was formed mainly 
due to the image, which corresponds to the general trend of 
increasing the visualization of communicative messages. The 
dominance of visual images in advertising over the verbal 
ones is connected with the mechanism of understanding these 
polycode texts. When an image is perceived, information is 
being processed from its identification to the direct activation 
of semantic representations, which are activated by the 
audience somewhat later. As a result, the primary 
understanding of an advertising media text is predominantly 
based on the image processing. "The influence of the verbal 
component on the understanding of a polycode text is 
regarded as modulative, and the important role in its 
comprehension is the visual range" [12]. It is the perception 
of the image that determines the direction of activation of the 
audience's perceptions of the environmental problem. Then 
the advertising text narrows its semantic field, sets certain 
semantic frameworks, without which the interpretation of the 
advertising image on the screen would be too vague. The 
eye-tracking equipment and also the results of a sociological 
survey confirmed the fact that the elements of the advertising 
text are also actively perceived, read and remembered by the 
target audience. 

In contrast, in case of journalistic texts the importance of 
the visual component decreases and the influence of the text 
increases. At the same time, the importance of the visual 
component in journalistic materials is proportional to its 
informative and problematic nature. It means that the more 
monotonous and neutral the image is, the more precise, 
expressive and imaginative the headline and the body text 
should be. According to R. Barth, visual images themselves 
are very poly-semantic, so "to find a specific meaning, we 
have to resort to the language. The visual meaning is too 
ambiguous an unstable sequence of signs" [24].  

The results of the study have shown that the youth 
audience reads journalistic texts quite actively, focusing their 
attention more on the headlines and the content of the news. 
Attention to the image in the news arises only if it fully 
correlates with the subject and issue of the information. At 
the same time, the analysis of the heat map data revealed the 
characteristic of F-shaped reading pattern [25] of the news 
item, with the focus on the horizontal line - on the headline 
and the lead paragraph, and then the audience attention 
moves to the left side of the content and goes down the lines 
of text vertically.  Sometimes it is a slow and systematic scan 
that looks like a single solid stripe on a heat map. In some 
cases, respondents' gaze moves faster, creating a heat map of 
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points in which the most active (red) areas in the form of 
attention patterns represent words with a negative 
environmental characteristic (shoe polish, hydrogen sulfide, 
smell, emissions, etc.). This last element forms the basis of 
the F-pattern, which is characterized by multiple visual 
fixations concentrated in the upper and left parts of the text. 
The results of the eye-tracking study also showed that 
advertising texts are the most memorable environmental 
media texts for the youth audience (65.6% of respondents). 
The image area of advertising texts attracts the most attention 
with an average number of visual fixations ranging from 5.48 
to 12.14 units. In news texts, headlines (from 10.61 units to 
17.05 units) and lead paragraphs (from 23.73 to 29.46 units) 
receive the highest average number of visual fixations. The 
leaders of the eye-tracking study among advertising texts for 
the number of fixations on the image area are S12 and S13 
(water topic) stimuli; the leaders of the eye-tracking study 
among news texts for the number of fixations are S31 and 
S33 (air topic) stimuli. 

The results of the survey showed that the most 
memorable were the leaders of the eye-tracking study, 
namely, S13 (What will it take to make you care about the 
environment?) in advertising texts, S35 (Smell of shoe polish 
and hydrogen sulfide) and S36 (When you run the tap, the 
water awfully stinks!!) in news texts. The leading emotional 
state among respondents after viewing the stimuli is 
"sadness." In general, about 60% of respondents after the 
study responded that these media texts made them think 
about the environmental future and change their behavior. 

The results of the study revealed its novelty, as the 
regional media actively broadcast eco-events, excessively 
affecting the coverage of environmental issues. The further 
scientific study of the media texts in terms of their impact on 
different groups of the audience is an evident prospect for the 
development of the issue. 

The study proved the hypotheses that environmental 
media texts can influence the willingness to change their 
attitude to the environment among the youth audience, and an 
advertising text is the most memorable environmental media 
text for the youth audience due to the effectiveness of the 
visual images. Finally, the headline and the text attract more 
attention from a youth audience than the image in 
environmental journalistic media texts.  
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Abstract— The article analyzes the pre-election discourse as 

a special kind of political discourse constructed in the 

Orenburg region in 2019 on the eve of the gubernatorial 

elections. A set of methods is used: case study; content analysis 

of the materials of the information program "Vesti of the 

Orenburg region" of the State TV and Radio Company 

"Orenburg"; discourse analysis of posts of candidates for 

governors in the social networks VKontakte and Instagram; 

visual analysis of their campaign products; secondary analysis 

of statistical data – the results of the voting in elections. The 

chronological framework of the study: March-September 2019.  

Based on the results of the study, it is concluded that the 

pre-election discourse in the framework of the campaign for 

the election of the governor of the Orenburg region in 2019, on 

the one hand, appealed to the classical typified model, not only 

dating back to the traditions of the implementation of political 

technologies but also associated with currently existing 

sociopolitical trends in Russia. On the other hand, it was 

distinguished by the active use of modern media 

communications (primarily social media). The assumption 

regarding the development of political processes in Russia and 

the implementation of election campaigns is made. 

Keywords—political discourse, pre-election discourse, 

elections, media, television, social media 

I. INTRODUCTION 

On September 8, 2019, the elections for the governor 
took place in the Orenburg region. At the same time, the very 
fact of the procedure or its results is not much of particular 
research interest but the pre-election discourse 
accompanying the election campaign. 

In the context of the theory and practice of 
communications and media, election campaigns are the most 
significant object of research since, on the one hand, they 
reflect the political processes taking place in various 
dispositions (federal/regional/municipal), on the other hand, 
they act as a kind of indicator of public opinion, allowing to 
fix and promptly represent loyalty or, on the contrary, non-
acceptance by the actual and potential electorate of specific 
ideas and attitudes, and at the same time, the actor / political 
force (party) promoted along with them. In this regard, 
political technologists traditionally try to influence public 
opinion using classical models to implement election 
campaigns and simultaneously attract new communication 
tools. Thus, the communication and media aspects are 
dominant in implementing election campaigns. Moreover, 
the ongoing election campaigns complement the theory and 
practice of communications and media, supplementing it 

with an updated understanding of communication strategies, 
tools, channels, and, as a result, inspired effects. 

II. THEORETICAL BACKGROUND 

Evidence of the use of communication and media 
potential within the framework of election campaigns can be 
considered pre-election discourse, which is interpreted as a 
kind of political discourse, “a special sphere of 
communication tied to the time and place of the election 
campaign and serving a specific social sphere – political 
elections. The pre-election discourse includes speech activity 
that takes place in the process of this communication, as well 
as its products – a set of texts” [1]. The super-task of the pre-
election discourse is direct (from the first person) and 
indirect (with the help of journalists, opinion leaders, etc.). 
However, always with the use of media channels, it is the 
positioning of a particular candidate, based on an opposition 
to his opponents which manifests itself as an accentuation of 
the significance of the main provisions of the original 
electoral program / debunking the electoral programs of 
competitors (political focus), and emphasizing the 
uniqueness of the subject’s personality / outright defamation 
of opponents with an eye to their ‘weak’ sides (personal 
focus). At the same time, political and personal focuses are 
often synthesized with each other, explicating a single 
strategy aimed at promoting/destroying the constructed 
media image of a candidate, causing an increase/loss of 
publicity capital. 

In general, the problem of forming pre-election discourse 
became the subject of research by some authors who 
analyzed the foreign and Russian political agenda, including 
the regional disposition: O.S. Issers [2], L.A. Kochetova, and 
Ya.Yu. Demkina [3], S.L. Kushneruk [4], P.G. Loginova [5]; 
N.A. Ryabchenko, O.P. Malysheva, and A.A. Gnedash [6], 
S.V. Tumskiy [7], Yu.S. Yasakova [8]. The works by M.S. 
Khaliullina [9; 10] and A.A. Yefanov [11; 12] are devoted to 
studying election campaigns in the Orenburg region. At the 
same time, a more profound understanding of the essence of 
the pre-election discourse in the regional disposition and the 
significance of media communications is needed. This study 
is intended to fill the existing theoretical and empirical gaps. 

III. METHODS AND MATERIALS 

The study aims to substantiate the media orientation of 
pre-election discourse in the regional disposition. The 
research focuses on a single story – an election campaign 
within the framework of the gubernatorial elections 
organized in the Orenburg region in 2019. 

mailto:yefanoff_91@mail.ru
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A set of methods is used: case study; content analysis of 
the materials of the information program "Vesti of the 
Orenburg region" of the State TV and Radio Company 
“Orenburg” (as the most-rated television and radio company 
in the region, which media products influence the formation 
of public opinion of the target audience and residents of the 
entire Orenburg region); discourse analysis of posts of 
candidates for governors in the social networks VKontakte 
and Instagram1 (that work for different target audiences, 
clustering virtualized communities); visual analysis of their 
campaign products; secondary analysis of statistical data – 
the results of the voting in elections. The chronological 
framework of the study: March-September 2019. 

IV. RESULTS AND DISCUSSION 

In the second half of the 2010s, the Orenburg region 
found itself several times on the front pages of federal 
publications and news agencies due to several political 
scandals. Cases, to some extent related to abuse of power, 
were published concerning the Minister of Physical Culture, 
Sports and Tourism O. Pivunov, the Minister of Forestry and 
Hunting V. Tonkikh, the Minister of Agriculture, Food and 
Processing Industry M. Maslov, the Minister of Education 
V. Labuzov, Minister of Labor and Employment V. Kuzmin, 
as well as the head of Orenburg city E. Arapov (some of the 
stories ‘reached’ the court, others were correctly ‘smoothed 
out’). Based on the existing patterns of perception of the 
political process, these precedents somehow referred to the 
current governor Y. Berg, identifying the emerging conflicts 
with the vulnerability of the developed political course of the 
region. 

As a result, on March 21, 2019, President of Russia 
V. Putin dismissed Y. Berg, appointing D. Pasler as acting 
governor. Previously, D. Pasler had already had experience 
in senior positions, for some time heading the Government of 
the Sverdlovsk Region and one of the largest energy 
companies in the country. On the whole, he fits into the 
model of a ‘new formation politician’ constructed in Russia 
in the 2010s: age – just over 40 years old; active promotion 
in social media – the creation and further maintenance of his 
Instagram page in the first person with extended comments 
on how the region as a whole and Orenburg, in particular, 
should develop (“there is no place for a terrible, repulsive 
unfinished building in the city center;” “In Orenburg, there is 
a catastrophic lack of recreation areas. A park must 
necessarily appear in the place of these settled barracks”, 
etc.). By the way, immediately after the resignation of 
powers, Y. Berg’s blog was deleted, which indicates the 
artificial mediatization of modern political actors in the 
context of the transformation of the media space, which 
implies the need to extend its influence to the products of the 
Internet field (a model of an ‘open politician’ who is ready to 
talk with his actual and potential electorate in ‘one 
language’). 

Thus, starting from March 2019, in the Orenburg media 
(both in the ‘traditional’ media – mainly on television – and 
in the ‘new media’ – online publications, and social media), 
the future head of the region began to advance rapidly. This 
process entered an active phase in July 2019, when the 
nomination of candidates for the post of governor started. On 

                                                        
1 By the decision of the Tverskoy Court of Moscow, this social network's 

activity on the Russian Federation's territory is prohibited. 

July 25, 2019, the Government of the Orenburg Region 
initiated the holding of the “Inforum” – a large media forum 
aimed at positioning D. Pasler (who, as was already known, 
was nominated by the ‘party of power’ – “United Russia”). It 
is worth noting that the forum was organized by the capital’s 
political technologists (who were probably responsible for 
the entire election campaign of D. Pasler). Great emphasis 
was placed on the representation of this event in the Internet 
field. The actively announced large press conference of D. 
Pasler was broadcast live on a special YouTube channel; 
Orenburg residents could also ask questions online through a 
dedicated platform. 

As for the direct positioning of D. Pasler as a candidate 
for governor, large banners were placed on the main streets 
of the regional center and highways of the region. At first, 
they had a very abstract slogan, but at the same time, 
building a particular strategic perspective of the entire 
election campaign, “Time for New Decisions” (a sizeable 
half-faced portrait of a politician on a blurred blue 
background, a favorite and in many ways a non-losing 
photographic technique of depicting the country’s top 
officials). Later, by the end of August 2019, they were 
replaced with a stating discursive construction “Orenburg 
chooses Pasler” (also a sizeable half-faced portrait on a white 
background). It is worth noting that D. Pasler refrained from 
attending pre-election debates (a parallel with the 
presidential elections of 2018, when V. Putin was also absent 
from such political “performances”). However, as shown by 
the results of the content analysis of the issues of the 
information program “Vesti of the Orenburg region,” 
approximately 2/3 of the materials featured the person of 
D. Pasler to one degree or another (Fig. 1), mainly in 
connection with any informational occasions that, among 
other things, were, probably, artificially inspired. Also, as the 
election date approached, the number of materials associated 
with the political figure of D. Pasler systematically 
increased. 

The ‘list of competitors’ of D. Pasler during the election 
race included the following actors: 

• M. Amelin, First Secretary of the Orenburg branch of 
the Communist Party. 

• K. Goryachev, a candidate from the “Democratic 
Party of Russia,” caused bewilderment in social 
media users – a potential electorate – and gave rise to 
many memes because of his small banners and 
advertisements on television and the Internet with a 
single inscription “Kostya Goryachev.” 

• A. Kobzev, a candidate from the “Communist Party 
of Social Justice,” used the image of a sickle and a 
hammer, as well as scarlet color on his banners (with 
reference to the symbols of the USSR). 

• S. Yatsyna, a candidate from the “Just Russia” party, 
did not express any political position different from 
other contenders during the campaign. 
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Fig. 1. Dynamics of the materials of the information program “Vesti of 
the Orenburg region” in correspondence to the materials related to the 
political figure of D. Pasler in 2019 

Overall, it can be noted that compared with the 
promotional campaign of D. Pasler, the campaign products 
of these candidates were distinguished by lower performance 
skills – trivial graphic solutions, smaller size, and presented 
quantity. 

It should be mentioned that the list of ‘nominees’ also 
included a politician who was more ‘noticeable’ for the 
Orenburg region in the 1990s – 2000s, the former federal 
inspector of the Orenburg region and the Republic of 
Bashkortostan, P. Kapishnikov, who, by that time, had 
reached the age of 66 years. However, as the Election 
Commission of the Orenburg Region clarified, on the last 
day for filing applications on July 29, 2019, P. Kapishnikov 
provided an incomplete set of documents and was not 
registered. Exciting is the fact that starting from June 2019, 
P. Kapishnikov had firmly positioned himself in social media 
(in particular, on VKontakte), calling himself “a 
representative of the discontented elites of the region.” 
However, immediately after July 29, 2019, all activity on 
social networks was stopped, which may indicate the 
fragility of the civic position and artificial publicity. 

Returning directly to the elections, here are their results: 
M. Amelin, 23.72%; K. Goryachev, 2.53%; A. Kobzev, 
3.62%; D. Pasler, 65.94%; S. Yatsyna, 2.26%. 

At the same time, it is impossible not to point out a 
relatively low turnout, 39.55% (in the previous gubernatorial 
elections in 2014, it was 44.15%). 

V. CONCLUSIONS 

The pre-election discourse in the framework of the 
election campaign in the Orenburg region in 2019, on the 
one hand, appealed to the classical typified model, which not 
only goes back to the traditions of implementing political 
technologies (recreating the election race as a mandatory 
attribute of democracy) but also associated with currently 
existing sociopolitical trends in Russia (positioning of 
candidates with a clear opposition of the leader acting within 
the framework of the political system to his conditional 
competitors, provided not so much by direct promotional 
products (rollers, banners, leaflets, etc.), as by his 
representation through news content – informational 
occasions that constructively affect the actor’s image: 
through addressing ‘hot topics’ of a trigger character for the 
electorate, including the broadcasting of readiness to solve 
many problems based on the available real political 

resources). On the other hand, it was distinguished by the 
active use of modern media communications (in the regional 
disposition, for the first time, after the presidential elections 
in 2018, a special emphasis was placed on social media – the 
most popular social networks due to the representation of 
differentiated target audiences in them, clustering virtualized 
communities, largely reproducing the social structure in their 
totality). 

In this regard, it is important to emphasize the trend of 
media orientation of pre-election discourse being more 
obviously observed, including in the regional disposition. 
These patterns testify to mediatization as an indicator of the 
publication of politics, which has significantly intensified 
within the determinants of deep mediatization in the neo-
information society. These regularities force political actors 
to promote not only in the fields of ‘traditional’ media 
(primarily on television) but also on the Internet (especially 
in social media), thereby ensuring ‘realism’ (simulation 
integration of private and public positioning levels) and, as a 
result, the competitiveness of the created media image. 

It may also be concluded that the gubernatorial elections 
held in 2019 in the Orenburg region were artificially 
alternative, constructed according to the democratic principle 
of a multi-party system, representing a virtual mediatized 
construct of inspired selectivity. It should be assumed that 
such patterns will increase the decline in the level of trust in 
elections as a political institution and, as a result, will be 
reflected in the ratings of elected political actors and 
authorities in general, causing the phenomenon of political 
absenteeism. 
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Abstract—The article analyzes the phenomenon of 

mentoring undergraduates in the project educational activities 

of bachelors using digital tools as the most effective, 

communicative, practice-oriented experience. The methodology 

is based on the coaching approach and the principle of 

mentoring in the process of horizontal peer-to-peer training 

between students of different levels of training in the same 

direction and the use of various digital tools (kanban board, 

Jamboard, chatbots, mind mapping, etc.) for the organization 

of productive remote interaction 
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I. INTRODUCTION  

Appeal to mentoring in the organization of project-based 
learning for students is associated with the search for a new 
model of effective interaction between participants for the 
task of maintaining the continuity of courses of different 
levels of training (bachelor's and master's degrees), 
differentiating them in terms of complexity and increasing 
the professional identity of masters in an intensively 
developing digital environment.  

In theoretical and methodological understanding, the 
topic of mentoring is not new, and in recent years, in the 
context of turning to the old Soviet pedagogical experience, 
in conjunction with the promotion of project-based learning, 
it has gained a new life. 

II. LITERATURE REVIEW 

In foreign sources, the topic of mentoring in education, as 
well as the use of the latest technologies in this process, has 
received some coverage. Thus, in 2018, an analytical review 
of scientific articles devoted to technologically advanced 
training in coaching was published, which revealed the need 
to include the problem of using digital learning technologies 
in the broad context of general pedagogical issues [1]. 

In Western publications, from the point of view of 
mentoring, the problem of gaining leadership in digital 
spaces is posed, so, Guthrie, Kathy & Meriwether, Jason It is 
noted that the growing number of students involved in online 
and digital spaces poses unique challenges for the 
development of leadership skills in the field of mentoring, 
coaching and counseling [2]. The authors cite the study 
Guthrie & Meriwether, which also confirm that counseling, 
coaching and mentoring are important components of the 
active development of digital leadership [ibid.]. 

It should also be noted that the mentoring training 
program developed by foreign teachers, the essence of which 
is to make the student a participant and creator of his own 
training [3]. 

From the point of view of a team of authors headed by V. 
I. Blinov, the topic of mentoring in Russian education at all 
levels is currently one of the central ones in the national 
project «Education» (including federal projects) [4, p. 4]. 

Various approaches to the practice of mentoring and 
support of project research work are devoted to the study by 
O. V. Glazunova, as a result of which the author formulated a 
number of proposals for the effective training of mentors for 
work in various educational fields. In addition, the author 
identified various positions in which the personality of the 
mentor is in relation to his activities (pedagogical position, 
moderator-facilitator, coaching, expert, methodological and 
others) [5]. V. S. Nikolsky and A. V. Neslukhovskaya 
developed a «model of competencies for a mentor of project-
based learning» and identified 10 areas of key competencies. 
he authors emphasize that mentoring is implemented in 
parallel in three planes – «pedagogical, project and 
specialized professional activities», and is always aimed at 
obtaining not only a product, but also an educational result 
[6, p. 139]. 

It should be noted that scientists pay a lot of attention to 
project activity as an important innovative direction in 
modern education. It has been proved that project-based 
learning methods are in demand and effective, form a 
competency-based approach, develop innovative and 
organizational activities [7, p. 70-72] It is also noted that the 
research and meta-subject nature of the project activity 
provides an opportunity for students to develop the meta-
competences they need for their future professional activities. 
The acquisition of universal competencies (meta-
competencies) by students, as A. V. Pryakhina, I. Yu. 
Savelyeva and E. I. Kamaletdinova write, «becomes 
absolutely necessary for future adaptation in the workplace, a 
quick change in types of professional activity and the 
effective performance of their functions in the conditions 
changes in technology and labor market needs» [8; 9].  

The specificity of the project method, as noted by R. I. 
Btemirova, lies in the fact that in the process of 
implementing the project work «there should be constant 
interaction between the teacher and students. The main role 
of the teacher is to conduct consultations, monitor the quality 
of the project implementation by students, and control 
students' independent work. The teacher organizes students' 
project activities on the basis of dialogue, creative interaction 
and cooperation. The subject of the project activity is the 
student, and in the course of the project work he plays an 
active role» [10]. For student projects, the effect of the 
presence of a mentor is important to control the movement 
according to the timing of the project, for moral support, for 
organizing the search for adequate expert support, for helping 
to resolve administrative barriers, and to relieve intragroup 
tension. All these factors confirm the expediency of using the 
«peer to peer» model proposed by us as an additional one in 
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the educational process. In this case, an active creative role 
will be played by both a student (bachelor) or a group of 
students (bachelors) working on the project, and a student 
(master's student) acting in this situation as a tutor. In March 
2021, based on the results of the Omsk conference, a 
collection of materials was published on the problem of 
implementing mentoring practices in vocational education. In 
the collection, mentoring is considered as a pedagogical 
strategy for working with people with disabilities, a strategy 
for supporting young teachers, as well as the most relevant 
for our study, the strategy of «horizontal» interaction 
according to the «peer-to-peer» model and the strategy of 
support in the implementation of individual and team projects 
[11].  

The role of the principle of «horizontal learning» in the 
formation of students' professional identity is shown in the 
work of a team of authors headed by O. A. Brown. Here we 
study the participation of students in the role of mentors in 
career guidance work with schoolchildren in the course of 
implementing the project approach, where students act as 
mentors for schoolchildren. The authors showed that in the 
course of project activities, students-mentors form a refined 
image of the future profession: the cognitive component 
develops most actively (the image of a professional and 
professional activity is specified); emotional-evaluative 
component (personal reflection, professional self-esteem 
develops); behavioral component (the formation of an 
autonomous professional position, the development of 
internal professional motivation and the formation of 
activity) [12]. The «student-student» horizontal learning 
model is quite actively implemented by many universities in 
the course of career guidance and project work with 
schoolchildren, but is rarely used in the «student-student» 
format.  

The pedagogical strategy of «horizontal» interaction 
according to the «student-student» model is the subject of 
research by A. E. Morin and A. S. Antropova [13], this 
strategy is considered on the example of college students. 
Mentoring at the same level of education is covered in the 
materials of the discussion club «Modern forms of 
mentoring» [14]. However, the topic of mentoring according 
to the peer-to-peer model in a higher educational institution, 
as we believe based on the study of special literature, has not 
yet been sufficiently developed.  

Meanwhile, this form of mentoring can and should be 
studied, especially since the methodological documents of 
the Ministry of Education and Science pay much attention to 
it and prescribe possible options for its implementation. So, 
in the guidelines published by the Ministry of Education and 
Science of the Chelyabinsk Region in 2021, it is noted that 
«in the process of this interaction, the process of socialization 
and profiling of students is accompanied, through their 
inclusion in the student community, as well as in 
communication with adult mentors and, as a result, 
development of flexible skills and interdisciplinary / meta-
subject competencies among mentors» [15, p. 20]. 

The form of mentoring «student-student» is of particular 
relevance in the context of the opportunities that open up for 
the educational process in the digital space. In modern 
domestic education, such a situation has developed that the 
level of proficiency in various digital tools among students is 
often higher than that of teachers, which, to no small extent, 
without calling into question their pedagogical competence, 
nevertheless causes some difficulties in the educational 
process. The idea that we propose of mentoring masters over 

bachelors in the implementation of individual and team 
projects in the digital space, if implemented, could be a good 
solution to overcome these difficulties.  

This is especially relevant, from our point of view, when 
it comes to team projects, for which «a systematic approach 
is especially important when modeling and implementing the 
work of virtual teams» [16, p. 42].  

The communication strategy of the «Master-Bachelor» 
pedagogical model as a strategy of the digital space involves 
a distance format and the active use of various digital tools. 
At the same time, it should be borne in mind that at present it 
is difficult to talk about the existence of a theoretically 
substantiated digital communication learning strategy. As A. 
A. Verbitsky notes, «the grounds for the ever-widening use 
of digital technologies (in education) are largely 
unsubstantiated by science, external in nature» [17]. 
Therefore, it seems that in the case of pedagogical strategies 
and models in the context of studying the communication 
strategies of the digital world, the formulation of global goals 
should be temporarily abandoned, and one can only talk 
about their operational and tactical goals related to the 
achievement of a particular specific pedagogical result. 

Please note that the topic of using digital online 
technologies in distance learning has been updated during the 
covid epidemic. Thus, in the article by L. V. Lamonina and 
O. B. Smirnova, such concepts as distance education, 
distance learning technologies, electronic information and 
educational environment, and a number of others are 
considered in sufficient detail. The authors also believe that 
«the organization of the educational process using various 
digital technologies stimulates students to master new 
information, communication and digital competencies» [18]. 
The article by E. P. Krupoderova, M. L. Loktikova and A. A. 
Shcherbakova examines in sufficient detail the 
communication potential of cloud technologies and Web 2.0 
services, which are distinguished by a wide range of 
capabilities combined with ease of use. The authors classify 
these services as follows: «services for creating collaborative 
hypertext materials (for example, a wiki service); services for 
collective storage of information (bookmarks, documents, 
photos, videos); services for creative work (online graphic 
editors, online interactive whiteboards, services for building 
memory maps and timelines, infographics); project 
management services; social media» [19, p. 239].  

Relevant work in the context of our study is the work of 
A. A. Belolobova, the purpose of which is to demonstrate the 
role of modern cloud and network tools in project 
development. The author examines in detail the entire 
process of project development in conjunction with digital 
tools that allow you to transfer the process of proofreading to 
the Internet space. An important advantage is the 
systematization of more than 30 modern digital educational 
tools and functionalities necessary for organizing network 
project activities [20, p. 26]. 

III. RESEARCH 

In order to improve the professional identity of students, 
ensure continuity and differentiation of the material of 
educational courses in the field of project-based 
undergraduate and graduate education, we have developed a 
model for the development of academic mentoring «Master-
Bachelor». The strategic goal of implementing the model is 
to involve masters in professional activities from a 
managerial and expert position.  
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The model is based on the principle of horizontal «peer-
to-peer» learning – master students as mentors accompany 
project teams of bachelor students, lead a team on project 
activities, and in parallel can develop their own project. The 
teacher of the course transfers not all, but only part of the 
functions of the mentor to the master student. The main task 
of the master-mentor is to help the bachelor's project team 
develop a project and achieve educational and product results 
in the coaching paradigm. Under the coaching approach, we 
mean such a pedagogical and psychological supporting 
technology for the development of a group, in which the 
proactivity of the team is activated, the growth of the internal 
motivation of participants based on the combination of 
personal goals and learning goals, as well as personal and 
team tasks.  

In the course of implementing project activities, students 
need to ensure the synthesis of acquired professional 
knowledge and meta-skills, and also use social and cultural 
competencies, which, due to little experience, are not 
sufficiently developed. On the part of bachelor students, there 
is a demand for such an assistant who is not separated from 
them by significant social, age and psychological boundaries, 
is ready to communicate in different formats, on youth-
friendly platforms and be generally more «accessible», 
perceived as older and more experienced friend. The teacher, 
due to social and professional restrictions, does not fully 
meet such a request and often needs assistants himself who 
could coordinate and psychologically support student teams 
during especially difficult periods of project activity, such as, 
for example, at the stage of research, idea generation, 
preparation for project defense, etc. Participation in the 
practice of mentoring helps masters master the discipline of 
design at a higher managerial level of complexity and at the 
same time develop professionally significant competencies: 
project team management, project content management, time 
management, risk management and other functional areas of 
the project from a tutor position. The master mentor does not 
take on the role of a team leader, but rather an observer with 
an advisory and motivating function. The tasks of the mentor 
also include helping the team leader in building tools for 
tracking team success, scheduling, defining performance 
criteria, etc. The principle «by teaching others – I am 
learning myself» also works here, helping others to master 
complex issues, the material is better comprehended. Among 
the expected results: masters mastering hard skills, soft skills 
and meta-skills, thanks to their use in training and mentoring; 
increasing the motivation of undergraduates for the 
qualitative study of the projects of the wards, increasing 
identification with the profession. 

The model corresponds to the strategy for the 
development of educational project activities and strengthens 
the position of the university as a center of successful 
production and communication practices. The target audience 
of the presented model can be divided into several groups. 
Primary group: masters who are interested in gaining 
practical skills, strengthening their professional identity, 
enriching their portfolio with project developments and 
experience in the role of a team mentor.  

The secondary audience includes 4 groups (Fig. 1):  

1) Bachelors (need organizational assistance and 
moral, motivating support in the course of project activities). 

2) Teachers (on the one hand, they are in search of new 
forms of development of managerial skills of masters in the 
course of mastering project disciplines, on the other hand, 

they are ready to delegate part of the mentoring functions to 
masters in relation to bachelors).  

3) Industrial partners of the university, acting as an 
empirical platform for the student design process (an indirect 
target group interested in better project development, 
selection of candidates for internships and for the personnel 
reserve).  

4) The administration of the university (also an indirect 
target group) is motivated in the formation of a strong brand 
of the university, innovative development, sustainable 
relations with employers and high employment rates of 
graduates. 

 

Fig. 1. The model of mentoring masters in the project activities of students 

(compiled by the authors) 

Mentor positions can be of varying degrees of complexity 
and involvement. The choice of position depends on the 
complexity of the project, the chosen role of mentoring, 
mastered professional status, personal characteristics. A 
master student can take the following positions: moderator-
facilitator, router (tutor), hub-position (building connections), 
as a trained one we consider an expert position, which the 
student cannot yet correspond to, but can «try on». The 
teacher often takes a pedagogical position, coaching, 
instructor (teaching), methodological. Remaining: expert, 
«product» and business positions are transferred to the 
industrial partner.  

Some educational tools have been selected for the work 
of the master-mentor with the project team. For the stage of 
team formation, a simple frame on team building and the 
formation of a team's business culture is used. Teamwork 
provides many advantages, as it teaches to work in a team, 
communicate, accept someone else's point of view, negotiate, 
distribute work, and coordinate actions. For team building, it 
is proposed to use the «Team-canva» technique. This is a 
frame that involves team brainstorming on the main elements 
of team culture:  

1. Defining personal and team goals in the upcoming 
work on the project.  

2. The distribution of team roles according to 
R. Belbin (at the beginning of work, later-functional roles) 
and the so-called «magic» roles from any universe to create a 
creative mood, relieve psychological clamps and determine 
the name of the team.  

3. Development of common team values using 
mnemonics.  

4. Determination of the rules of team interaction.  
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5. Formulation of the generally significant mission of 
the team in the form of a slogan or metaphor.  

The tasks of the team stage also include the design of the 
team's business card for self-presentation and its placement in 
the final presentation of the project.  

To help the team in the process of generating ideas, 
methods are used: brainstorming, mental maps, the method 
of analogies, synectics, morphological analysis, etc. In order 
to motivate teams and organize gaming competition, 
dashboards are created to visualize the solution of problems 
and achieve goals, the movement of teams according to the 
logic of the project. A dashboard can be either physical (if 
the teams have a dedicated space for constant work) or digital 
(it is formed in Google spreadsheets in the Kanban board 
format, or special services like Trello are used). Together 
with the teams, gamification elements are being developed to 
support the competitive mode. 

To work out the defense of projects in the format of the 
competition: a report is presented accompanied by a slide 
presentation, answers to questions from the jury and other 
participants. For the purpose of training with a mentor, anti-
conference technology can be used when teams arrange a 
discussion or defense in the format of an online conference.  

At the stage of debriefing, it is necessary to organize 
individual and team reflection, help set goals for future 
personal and team development. To conduct a reflection, you 
can conduct a self-assessment of the mastered competencies 
«Rose of competencies». At stage 1, the guys get an empty 
petal chart: 10 rays from the center with a scale from 1 to 10. 
The task is to give a name to 10 competencies that were 
important in the project work done. At the 2nd stage, two 
general lists are compiled: hard skills and soft skills, voting is 
carried out for 5 competencies from each list. At stage 3, a 
self-assessment is carried out and a point is placed on the 
scale according to the degree of development of each 
competence. Then the dots are connected with lines, a «Rose 
of competencies» is obtained, which shows the strengths and 
weaknesses of the participant. The project initially assumes a 
hybrid learning format, which is convenient for facilitating 
interaction between students of different levels of education. 
We offer the following digital tools: 

1) Moodle – access to a common database of 
educational content in the electronic course management 
system. 

2) A community in Telegram or VKontakte to unite a 
team of bachelors and a master mentor in solving operational 
issues, free communication, exchange of additional materials 
(outside the Moodle system), moral support, motivation and 
coordination of participants' activities. 

3) Google spreadsheet (or other online dashboard, for 
example, Trello) to visualize the team's movement on project 
tasks – Kanban board, with three sections of tasks: 
«execute»; «in work»; «done». 

4) Using Google tables for other tasks: developing a 
Gantt chart, media plan, functional responsibility matrix, etc. 

5) The use of an interactive whiteboard Google 
Jamboard or Miro to organize teamwork remotely, allows 
you to work simultaneously during the generation and 
fixation of ideas. 

6) Google-document is used for the formation of 
research materials, explanatory notes and reports with the 

general access of the team and the ability to simultaneously 
work on different sections of the document. 

7) Google forms are well suited for collaborative 
development of research tools for survey methods 
(questionnaires, interviews, focus groups) or for organizing 
testing. 

8) Using Google Slides to collaboratively develop 
current presentation materials. 

The work of the mentor and teams is built according to 
the principle: the main interaction is carried out online, 
separate meetings are held offline, communication,the value 
of which is higher offline. 

IV. EMPIRICAL RESEARCH AND RESULTS 

The first stage of testing the mentoring model was 
implemented in the autumn semester of the 2022-2023 
academic year in the 4th-year student groups of the direction 
«Advertising and Public Relations» of St. Petersburg State 
University. As part of the educational process, students 
worked on the development of communication projects from 
the university's industrial partner. The mentors-tutors were 
master students (masters-mentors, symbol M-M) of the 1st 
year of the same field of training. The experiment involved 5 
people of masters, chosen at will. They supported 5 teams 
selected randomly (1 mentor per team of 5-7 people – 
experimental groups – EG). Another 5 teams worked only 
with a teacher, without the participation of student mentors 
(control groups – CG). At this stage of testing the model, the 
tasks of the master mentor included: assistance in team 
building with the development of a Team-canvas frame on 
the dashboard of the service Google Jamboard; monitoring 
the compliance of the calendar teams with the solution of 
project work in the online Kanban-board format in Google 
tables; communication with the team in Telegram-chat, 
motivation of laggards, removal of conflict situations; 
assistance in organizing the generation of creative ideas 
remotely on the dashboard of the Google Jamboard service; 
verification of completed work and recommendations for 
finalizing the material. The control groups also worked with 
these tools (Team-canvas, Kanban-board, Google Jamboard, 
Telegram-chat), but independently, without the support of a 
mentor-master. 

Based on the results of the implementation and protection 
of projects, individual and group reflection was conducted in 
all teams to summarize the results. The evaluation of the 
effectiveness of the model was based on a system of self-
assessment of the development of the competencies of 
students (both bachelors and masters), as well as qualitative 
feedback from the participants themselves. All participants 
were invited to undergo a self-assessment of competencies 
according to the model in Table I before and after the project 
activity. 

TABLE I.  MODEL OF SELF-ASSESSMENT OF THE COMPETENCIES OF 

STUDENTS OF THE DIRECTION «ADVERTISING AND PUBLIC RELATIONS» IN 

PROJECT ACTIVITIES 

Competencies Self-
assessment 

Soft skills  

Block 1: Communication competencies Middle Mark 

I can establish contact with all team members 1-10 points 

I am able to build partnerships with participants, to 
act in an equal and open position 

1-10 points 

I use the practice of active listening 1-10 points 

I am able to organize and maintain feedback in the 

team 

1-10 points 
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Block 2: Group dynamics management Middle Mark 

I feel the emotional state of the group and can direct 
the group energy to solve the problem 

1-10 points 

I can create a work environment where the 
personality is valued and the culture of the team is 
supported. 

1-10 points 

I feel the tension in the communication of the 
participants and I can prevent a conflict situation 

1-10 points 

I am able to neutralize the conflict between team 
members 

1-10 points 

Meta-competencies  

Block 3: Coaching competencies Middle Mark 

I motivate the participants to think independently, 

enter into an open discussion and look for new facets 
of the desired task 

1-10 points 

I have a flexible approach to the organization of the 

group process, I can change the pace of work 
depending on the capabilities and needs of the group 

1-10 points 

I help the group find ways to interact with the 
environment to find additional resources 

1-10 points 

I help the group to reflect on individual and group 
experiences 

1-10 points 

Hard skills  

Block 4: Professional competencies Middle Mark 

I am able to conduct situational analysis of the 
organization and the competitive environment 

1-10 points 

I am able to analyze, segment the target audience and 
identify its needs 

1-10 points 

I am able to conduct media analysis and media 
planning 

1-10 points 

I can analyze and design communication tools and 
create creatives 

1-10 points 

Block 5: Project competencies Middle Mark 

I have the basic methods and skills of research work 

in project activities 

1-10 points 

I have the basic methods and skills of planning 

project activities 

1-10 points 

I have the basic skills of developing project 

implementation methods 

1-10 points 

I have the basic skills of developing criteria for 
evaluating the effectiveness of the project 

1-10 points 

The estimates are shown in Table II, where EG are 
experimental groups (32 people); CG are control groups (54 
people); MM are masters mentors (5 people). The 
designation of groups by the number 1 shows the assessment 
before the start of work, and by the number 2 – after 
completion. 

The results of the self-assessment of students' 
competencies show an increase in all groups by all indicators 
in comparison before and after the start of the project 
activity, which the students also indicated in their personal 
feedback on the results of the work. It is interesting to note 
that, in general, masters evaluate their competencies 
significantly higher than bachelors in general, both at the 
entrance to the experiment and at the exit. 

RESULTS OF SELF-ASSESSMENT OF COMPETENCIES OF STUDENTS OF THE 

DIRECTION «ADVERTISING AND PUBLIC RELATIONS» IN PROJECT ACTIVITIES 

Experimental groups and control groups show 
approximately equal scores. At the same time, experimental 

groups show on average higher grades in such blocks as: 
communicative, coaching and project competencies. And the 
control groups, on average, rated group dynamics 
management higher, which is probably due to greater 
independence in the organization of group work. Professional 
competencies received the same average score both in the 
experimental groups and in the control groups. At the same 
time, if all blocks of competencies are rated high enough by 
students, then coaching competencies have received a low 
rating from both bachelors and masters. The highest growth 
in the blocks of competencies in all groups was received by 
the project, which may be related to the subject orientation of 
the activity. The masters rated communication and project 
competencies above all, while admitting that this work 
helped them master and value the development of coaching 
competencies and group dynamics management 
competencies more highly. 

V. CONCLUSIONS  

The model can be implemented at any university that 
practices the development of project activities, at faculties 
where two-level training is expected in the direction: 
bachelor's degree and master's degree and disciplines with 
continuity of content, but of varying academic complexity, 
have been developed. 

The development of the model involves the creation of an 
online community of students, which will be replenished by 
university graduates to search for industrial partners, expert 
assistance to students and mentors. The community will be 
managed by students through bot support, and the 
architecture of the community is also designed by students. 
In addition, students also design new elements of 
gamification, which may change from year to year during the 
implementation of the project. In the future, the application 
of the model on cross-cultural teams of the university is 
considered.  

Thus, the proposed mentoring model allows master 
mentors to deepen their knowledge in project activities, form 
managerial skills and meta-competences through systematic 
and organized cooperation with bachelor teams, aimed not at 
the mechanical transfer of knowledge, but at stimulating an 
independent search for ideas through the organization of 
group communications and team interaction, connecting 
personal and team goals, combining personal development 
with educational goals with the possibility of interaction in 
the digital environment. 
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Abstract—Due to the proliferation of different online 

platforms, the study of more than one platform at a time has 

become a notable trend in communication research. Cross-

platform studies offer an opportunity to identify multiple 

factors in constructing online discourse. This paper examines 

the discourse of almost 100 Russian virtual communities on two 

different platforms - Vk.com and Telegram. Using Latent 

Dirichlet allocation, we identify the specificity of discourse on 

dissimilar online platforms under agenda unification and show 

differences in discourse between “public-facing” and “private-

facing” platforms. 
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I. INTRODUCTION  

Social media research is undergoing a “comparative 
turn”. Recently, researchers have shown an increased interest 
in exploring different dimensions of communication. Cross-
national, cross-media, and cross-platform studies are 
noteworthy [11]. They show how cultural, political, and 
technological factors can shape the content of 
communication. Due to the ever-growing number of 
platforms with audiences of millions, communication 
researchers focus on study more than one platform at a time. 

The prospect of cross-platform studies opens up a variety 
of ways in which comparisons can be made. Hargittai found 
significant socio-demographic differences between users of 
platforms such as Facebook, Twitter, and LinkedIn [8, 11]. 
However, such demographic differences are subject to 
dynamic change, as users tend not to stay on one platform but 
to use multiple platforms simultaneously. The phenomenon 
of moving from one platform to another is called platform-
swinging [14]. 

Affordances of platforms shape certain user attitudes, 
associating specific platforms with a certain type of 
communication. For example, “WhatsApp is used to share 
quick information with close friends and family; Facebook is 
used to share content that they want to disseminate widely; 
Instagram is used to post carefully and stylizedly constructed 
visual portraits of everyday life; Twitter is used to get news 
and comment on it; and Snapchat is used for fun, instant 
communication with close friends”[1: 255]. 

Platforms can shape general, universal attitudes [6] as 
well as fundamentally different patterns of communication, 
contributing, for example, to cohesive group discussions or 
narcissism [9]. 

The importance of the platform factor in the development 
of political communication explains the growing movement 
to regulate social media. The lack of containment of the 
omnipotence of social media leads to the fact that the idea of 
Big Tech has “lost its way” [12: 226]. 

In this regard, cross-platform research can aim to identify 
both technological differences (Youtube and Twitter) and 
cultural and political differences with the similarity of the 
platforms’ functionality and interface (Twitter and Weibo). 
Differences in the audience’s discursive practices determined 
by the platform factor were highlighted by comparing the 
Russian vigilante communities Vk.com and Youtube [10]. In 
the analysis of the Twitter and Weibo ecosystems, Yang et al. 
note the political and cultural differences in the work of these 
platforms, which function under the conditions of liberal 
democracies, Western individualism (Twitter) and one-party 
systems, Eastern collective values (Weibo). The authors note 
the great potential of such research, although cross-platform 
research in some parameters is still in the early stages. [15].  

The platform factor can also become a segregation factor. 
Analyzing how Facebook and Reddit users consume news, 
Cinellia et al. found higher segregation on Facebook [4].  

There are many studies that compare similar platforms 
with different audiences [5]. A classic example is the 
comparison between Twitter and Weibo [2; 7; 13]. It was 
found that “individualistic” Twitter has a great openness in 
terms of discussing posts. However, the manner in which 
posts are discussed is “less positive” than in the 
“collectivistic” Weibo [5]. 

We have chosen Vk.com and Telegram for our 
comparative study for several reasons. These two online 
platforms are leading according to the number of users in 
Russia. Telegram’s audience at the beginning of 2023 was 
48.8 million users per month. Vk.com has 73.4 million 
monthly visitors. 

Currently, Telegram is recognized as a foreign messaging 
service in Russia. Telegram has been repeatedly blocked in 
various countries. The application has been blocked in China 
and Iran, the US threatened to remove it from the AppStore 
and Google Play, and the German authorities took the 
initiative to block it. At the same time, Telegram itself has a 
practice of blocking users’ channels, for example, if they 
promote violence. For a while Telegram was blocked in 
Russia. However, at the moment it works legally in the 
country.Vk.com has also been blocked in a number of 
countries. Most of them are post-Soviet countries, including 
Ukraine. Vk.com operates in a legal way in Russia. This 
social network is characterized by scrupulous observance of 
Russian laws, blocking extremist sites, and obeying orders 
issued by the authorities.  

Comparing Vk.com social network with the Telegram 
messenger is also interesting because social networks are 
more “public-facing” environments, while messengers are 
more “private-facing” communication. It is believed that 
“public-facing” platforms have a tendency to reproduce 
existing social norms, while “private-facing” platforms are 
more emancipatory [11].  
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There is still considerable controversy about the 
determinants of communication. Cultural, political, and 
socio-demographic factors may influence content. We 
hypothesize that differences in the discourse of similar media 
may be due, among other things, to the platform factor. 

II. DESCRIPTION  

A. Research Design 

This study is part of a broader project devoted to the 
study of politicized communities. The sample of this project 
included 3 blocks of virtual communities in the messenger 
Telegram and the social network Vk.com, meeting the 
following requirements - openness, ability to comment, and 
popularity. In the first block were the media communities. To 
increase the comparative aspect of the study, some of them (5 
media) duplicated the media in the network Vk.com and the 
messenger Telegram. Initially, there were 30 communities in 
this block. 

The second block included 50 communities of political 
actors - state authorities, opinion leaders, political parties, 
and informal political groups of various ideological nature. 
Some of these communities also overlapped in Vk.com and 
Telegram. Initially, there were 50 communities in this block. 

The third block included non-overlapping communities 
(channels and publics) dedicated to the topic of the special 
military operation in Ukraine. This block initially included 
thirty communities.  

As the project progressed, some communities did not 
meet the initial requirements for various reasons (including 
blocked communities), so the analysis was performed on 99 
communities. 

The timeframe is from January 1, 2022 to October 31, 
2022.  

Latent Dirichlet Allocation (LDA) was used to conduct 
this study. It is one of the most popular text classification 
algorithms for semantic topics. It is typically used to analyze 
large collections of text, including finding relatedness and 
extracting information. In the present study, each table 
resulting from LDA contains 7 topics and 50 words that the 
algorithm considers to be more likely to describe the topic in 
question. To increase visibility, we use word clouds of key 
words instead of tables in this paper. 

B. Research Results   

Based on the frequency of the most used words in the 
analyzed social media, it should be emphasized that the 
discourse of virtual political communities on both platforms 
is very close and constructed around the Russia-Ukraine 
conflict (Fig.1 and Fig.2). As expected, the presidents of 
Russia and Ukraine were the only heads of state most often 
mentioned in the posts. Other participants in the conflict 
include “the USA”, “Germany”, “the West”, “Europe”, and 
“China”. Militaristic discourse, whose markers are the means 
of describing military actions, dominates the discursive 
space: “military”, “aid”, “plan”, “war”, “side”, “peace”, 
“group”, “target”, “enemy”, “force”, “part”, “Donbass”, 
“AFU”. It should be noted that the discourse of politicized 
communities shifts from informational messages to 
persuasive ones, aimed at arousing emotional empathy for 
the victims by describing the horrors of war: “home”, 
“strike”, “woman”, “street”, “city”, “video”, “inhabitant”, 
“child”, thus creating sympathy for “ordinary” people in the 
audience. 

 

Fig. 1. Word frequency in Telegram’s politicized channels 

 

Fig. 2. Word frequency in Vk’s politicized communities  

An analysis of the most frequently used, but unique to 
each platform, shows that Telegram channels are more 
focused on the transmission of specific information (“add”, 
“Mariupol”, “channel”, “soon”, “opponent”, “street”, 
“journalist”, “regular”, “employee”, “write”, “statement”, 
“use”, “against”), while Vk.com focused on reflecting on the 
events occurring (“detail”, “family”, “last”, “people”, “why”, 
“USSR”, “represent”, “image”, “bring”, “opinion”, 
“document”, “appear”, “action”). 

As a result of the LDA, we have identified themes that 
are common to both platforms, as well as themes that are 
specific to each platform. The common topics, although 
sometimes described in different terms, include: 

 Special military operation. This theme includes 
military actions, with an indication of the location of 
the events and the opposing sides in the conflict. 

 Economy focuses more on issues related to the new 
economic challenges facing the state and Russian 
businesses.  

 Geopolitics and International Relations, which 
describes events in the international arena and the 
reactions of major geopolitical players to them.  

 Events in the country or incidents. 

 The following topics are unique to Telegram: 

 Anti-war topic (Fig.3). Besides mentioning the names 
of people with pronounced anti-war attitudes, such 
communities discredit the Armed Forces of Russia 
(pejorative “rfvoisko”, “propagandist”) and 
emotionally affect using the image of a mother who 
may lose her son (“mothers against war”, “mother”, 
“woman”, “friend”, “son”, “freedom”, 
“mobilization”); 
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Fig. 3. Anti-war topic in Telegram’s politicized channels 

 War correspondents’ reports, in which the emphasis is 
on providing information about events at the front 
(“area”, “enemy”, “battle”, “attack”, “fighter”, 
“enemy”, “unit”, “front”, “position”, “arrival”, 
“equipment”) (Fig.4). In contrast to the common 
theme of special military operations on both 
platforms, the war correspondents concretize the 
information from the first person, an eyewitness of the 
events. 

o  

Fig. 4. War correspondents' reports in Telegram’s politicized channels 

 Topics related to the formation of the image of the 
future and the unity of the people through the creation 
and implementation of development projects (“work”, 
“region”, “project”, “help”, “program”, “business”, 
“forum”, “together”, “we”, “territory”, “construction”, 
“help”, “friend”, “create”) (Fig.5).  

 

Fig. 5. The image of the future and the unity of the people in Telegram’s 

politicized channels 

The following topics are specific to the Vk.com service only:  

 Сulture (Fig.6). This topic includes cultural events: 
exhibitions, films, festivals, competitions, 
celebrations, theatrical performances.  

  

Fig. 6. Culture in Vk’s politicized communities 

 Formation of patriotic feelings by explaining the 
causes of the special military operation and Russian 
history (Fig.7). First of all, attention is drawn to the 
presence of such words as “therefore”, “why”, 
“question”, “understand”, which is a sign of 
reasoning, reflection, rethinking. At the same time, 
there is a clear opposition between “us” and “them”, 
Russia and Ukraine, which serves as an indicator of 
military-patriotic discourse. In addition, in this theme 
the references to history (“USSR”, “Soviet Union”, 
“history”, “Stalin”, “first”) are vividly expressed in 
this theme; 

  

Fig. 7. Patriotism in Vk’s politicized communities 

 The topic related to information about military service 
is constructed by using words referring to military 
regulations governing the functioning of the Russian 
Armed Forces (“order”, “discharge”, “pay”, 
“contract”, “report”, “document”, “command”, 
“regiment”, “group”) (Fig.8). 

 

Fig. 8. Information about military service in Vk’s politicized communities 

On the one hand, the results of this study confirm the 
existence of agenda unification, on the other hand, it allows 
us to trace significant differences in the construction of 
discourse and to identify the most important issues of virtual 
communities. 
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III. CONCLUSION 

Vk.com and Telegram are a good examples of two 
different communication spaces. They have their own 
specifics in terms of functionality, audience, institutional 
constraints, and discourse. Nevertheless, both Vk.com and 
Telegram demonstrate a common agenda for Russia related 
to the Russian-Ukrainian military conflict and its geopolitical 
context. This discourse is characterized by a certain 
militarization, as well as emotionalization associated with 
empathy for the victims of military actions.  

The discourse of military everyday life is characteristic of 
the messenger Telegram. Telegram confirms its reputation as 
a “private” space, even though it focuses much more on mass 
communication than WhatsApp and uses elements of 
communication characteristic of classic social networks. 

Telegram is loosely regulated by Russian law. There are 
no significant restrictions on its use by groups and media 
outlets that are banned in Russia, as well as by residents of 
Ukraine and its supporting countries, both as authors of 
Russian-language channels and as active participants in the 
Russian media audience. Therefore, anti-war and radical anti-
loyalist discourses are easily distinguishable. Telegram is 
also characterized by current issues of domestic politics 
unrelated to the course of hostilities. All in all, Telegram can 
be described as a more conflictual space, more focused on 
micro-narratives.  

Vk.com’s discourse is more in line with the traditional 
media in Russia - television and the print media with their 
typical focus on macro-narratives. 
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Abstract— The aim of the study is to identify overlap and 

audience interrelations of various youth and student online 

communities in the VKontakte (on example of communities of 

federal structures, universities and youth organizations of the 

Kostroma, Vologda, Vladimir and Yaroslavl regions). 23 youth 

and student online communities of 4 regions (in which are 

located universities of the consortium "Upper Volga - the 

Territory of Innovation") and 4 online communities of federal 

authorities and all–Russian youth organizations on the 

VKontakte work were selected for the research. Community 

analysis criteria were: community type; number of 

subscribers; audience coverage; overlap of community 

subscribers. The analysis of student and youth online 

communities subscribers were organized on the principle of 

searching for overlap of the audience of various communities of 

the VKontakte through the TargetHunter online platform. The 

study allowed to draw a number of conclusions. Student and 

youth online communities in the VKontakte have a localized 

character, which is manifested in the orientation of the student 

youth organizations activities to the regional and university 

youth of a particular region. Some consolidation on the level of 

online communities of regional organizations were determined. 

The involvement and consolidation of regional online 

communities with federal communities remains quite low. 

Keywords— social network sites, students, youth, Internet, 

communities 

I. INTRODUCTION 

The active development of social network sites in the last 
decade has opened access for researchers to new data about 
people's interests and peculiarities of their communication on 
the Internet. 

The widespread digitalization of socially significant 
processes makes it important to improve communication 
mechanisms in the student community, which not only 
contribute to attracting an audience, but also affect the image 
of a higher educational institution. So, there are ratings of the 
"digitalization of the educational process", and the 
"effectiveness of the presence of Russian universities on 
social network sites" became publicly evaluated [1]. Social 
network sites also have to represent the interests of state 
organizations: from December 2022 the social network site 
VKontakte has begun to verify such accounts, in particular, 
groups of state universities [2]. 

Understanding the target audience of communities and 
the interests of the online audience will help to adapt the 
nature of the content, make it more understandable, 
interesting, and increase the involvement of young people. 

Students is one of the most important social groups on which 
state development depends both in the short and long term. 
They have a high prospect of influencing the formation of 
country's political course and agenda. It depends on their 
activity and involvement in various activities, participation in 
social movements and organizations. Youth and student 
organizations play an important role in such proccesses, 
which are designed to consolidate groups of young people to 
achieve their interests through collective actions. 

II. THEORETICAL FRAMEWORK 

The development of digital platforms and social media 
creates additional conditions for building communication 
within and between different audiences. The transition to 
interactive digital platforms changes the role of the 
individual, who becomes not just a consumer of content, but 
"an accomplice in the process of product creating" [3]. 
Moreover, individuals are involved in the process of agenda 
broadcasting, forming communities and associations. Thus, 
the phenomenon of "producing consumers" is being formed 
[4]. Special forms of interaction on social network sites and 
messengers ("like", "subscribe", repost, emojis, etc.) create 
additional effects in digital communication [5]. 

Activities in digital space allow create additional 
conditions for consolidation through awareness raising, 
similarities of feelings and emotions, thereby forming 
cohesive social ties [6]. Communication carried out in online 
communities stimulates the intensity of different types of 
social interrections [7]. In the future, they can be used both to 
spread the current agenda and to jointly solve significant 
problems [8]. 

Successfully developing, social network sites become the 
"operating system of our life" [9]. They establish control over 
the information space, replacing traditional media. They 
desire to impose standards of cultural production and to form 
dependence on their services, forming the phenomenon of 
"infrastructure capture" [10]. This problem is aggravated by 
low degree of transparency and accountability of social 
network sites. D.Martianov and N.Martianova point to the 
threats of the echo chambers formation, which are 
characterized by the specificity of the presentation of 
information and the desire for self-expression [11]. In more 
extreme forms, the development of information and 
communicative technologies can stimulate the formation of 
digital totalitarianism [12]. 

Digital platforms change reality, increasing the 
importance of horizontal connections in it. This is ensured, 
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among other things by eliminating intermediaries in the chain 
of their interaction [13]. 

Digital platforms can support new and flexible tools of 
inter-organizational relations with the help of various 
distributed resources, facilitating highly automated activities 
at arm's length [14]. 

The main goal of many studies on this topic is to identify 
qualitative and quantitative characteristics of online 
communities audience. Special emphasis is placed on the 
analysis of connections between individual users and 
between entire user communities. Analysis of communities 
on social network sites originates from marketing research, 
where the analysis of the preferences of target audiences 
allows us to identify the most effective mechanisms of 
consumer influence. So, M.T. Agieva identifies a possible 
range of tasks that can be solved through the analysis of 
online communities on social network sites, and also 
suggests models of influence that can be applied in marketing 
research [15]. D.A. Lesnevsky and I.G. Rekun considered the 
prospect of unifying the analysis of the audience of online 
communities and bloggers based on market research of users 
of social network sites [16]. It is also important to develop 
such analysis methods that would be able to maximize the 
benefits of the available data array. 

Further study of online communities has shown the 
potential for sociological analysis of audiences and users of 
social network sites to identify and describe current problems 
of modern society and their perception. Yu.Yu. Estrina 
proposed criteria for typological description of Internet 
communities based on a sociological study of the group 
dynamics of Internet users. She also notes a certain influence 
of the typology of online communities on integrative 
processes in the modern online space [17]. The methods of 
sociology are also applicable to the study of the electoral 
audience of social network sites. Thus, E.Y. Sycheva 
considered the possibility of using social network analysis 
during election campaigns, especially in the context of the 
influence of various political forces on the potential 
electorate [18]. She notes that political forces, through virtual 
technologies, are able to form socio-political values and 
attitudes among the audience. 

To date, the most common method of analyzing online 
communities is network analysis, which allows you to 
identify connections between different groups of users based 
on their common interests and intersections on the Internet. 
O.V. Popova and S.I. Suslov considered the prospects for the 
development of methods for analyzing political communities 
on social network sites [19]. The authors emphasize the 
universality of the network analysis method when studying 
online communities on social network sites. A.A. Fomin 
presented an approximate algorithm for the research of online 
communities based on the network analysis [20]. Arrays of 
data were collected on the basis of parser programs, which 
were subsequently processed and visualized by constructing 
graphs and allocating clusters. 

At the same time, S.V.Volodenkov, S.Yu.Belokonev, 
A.A. Suslova identify a number of features of information 
consumption of modern students: the dominance of digital 
sources with different levels of trust, the formation of "digital 
consumption habits" [21]. Researchers note that an 
intergenerational digital divide has formed, which 
complicates communication between university staff and 
students. At the same time, the Internet stimulates not only 
the globality of communication, but also allows the 

formation of local communities and segments with their own 
norms and culture [22]. 

The study of online communities of various public 
organizations and associations is also relevant today. I.G. 
Starikov, based on network analysis, revealed the 
relationship between the characteristics of urban non-profit 
projects and their audience, by reflecting the intersection of 
subscribers between different communities [23]. The 
development of Russian volunteering on the example of the 
social network site Vkontakte was considered by V.A. 
Smirnov [24]. 

III. METHODS 

The purpose of the study is to identify intersections and 
interrelations of the audience of various youth and student 
online communities in VKontakte on the example of federal 
structures, universities and organizations of the Kostroma, 
Vologda, Vladimir and Yaroslavl regions. 

23 youth and student online communities of 4 regions (in 
which are located universities of the consortium "Upper 
Volga - the Territory of Innovation") and four online 
communities of federal authorities and all–Russian youth 
organizations on the VKontakte work were selected for the 
research. The communities were grouped into five main 
groups: 

1. Online communities of federal authorities and all-
Russian youth organizations: Federal Agency for Youth 
Affairs (Rosmolodezh), All–Russian Public Organization 
"Russian Union of Youth" (hereinafter - RSM), Association 
of Student Trade Union Organizations "Student Coordinating 
Council" (hereinafter - SCS), All-Russian Public Youth 
Movement "Association of Students and Student 
Associations Russia" (hereinafter – ASO); 

2. Online communities of regional institutions, youth and 
student organizations: Yaroslavl Regional Youth Public 
Organization "Union of Students"; State Autonomous 
Institution of the Yaroslavl region "Palace of Youth" 
(Yaroslavl); Autonomous Institution of the Vologda region 
"Regional Center for Youth and Civic Initiatives 
"Commonwealth"; Municipal state Institution of the city of 
Kostroma "Youth Complex "Pale"; Youth of Kostroma 
region; Municipal budgetary institution "Youth Center" 
(Vladimir); 

3. Regional branches of the All-Russian public 
organization "Russian Union of Youth" (Yaroslavl, Vologda, 
Kostroma and Vladimir branches); 

4. Official pages of universities of the consortium "Upper 
Volga": Cherepovets State University (hereinafter – CSU); 
Kostroma State University (hereinafter – KSU); Yaroslavl 
State University named after P.G. Demidov (hereinafter – 
YarSU), Vladimir State University A. G. and N. G. Stoletov 
University (hereinafter – VlSU). 

Community analysis criteria were: 

 community type; 

 number of subscribers; 

 audience reach; 

 intersection of community subscribers. 

The analysis of subscribers of student and youth online 
communities took place on the principle of searching for 
intersections of the audience of various VKontakte 



102 

communities through the "TargetHunter" online platform. 
For this purpose, the audience of federal, regional and 
university communities was compared. 

IV. GENERAL CHARACTERISTICS OF ONLINE 

COMMUNITIES 

The initial inspection of the selected online communities 
showed that they are all open and any Internet user can view 
the information broadcast by the communities, and any user 
registered in the VKontakte can join them. Most of the 
communities are implemented as groups (19 online 
communities), which indicates their focus on public 
discussions and cooperation of various associations. Only 8 
communities were created as public, that is, they are more 
focused on publishing information about particular 
association activities (Vladimir Youth Center; CSU; YarSU; 
"Union of Students" of P.G. Demidov YarSU; United 

Council of Students of KSU; Rosmolodezh; SCS of the 
Trade Union; Union of Students (Yaroslavl region)). 

The largest federal community in terms of subscribers’ 
number is Rosmolodezh community (163172 subscribers). 
The largest regional youth and student communities are the 
Yaroslavl Youth Palace (17071 subscribers) and the Vologda 
Oblast Commonwealth (11685 subscribers). The largest 
regional online community of the Russian Youth Union is 
Yaroslavl region branch (3769 subscribers). 

Communities of CSU (16,714 subscribers) and VlSU 
(16,477 subscribers) are the largest in terms of subscribers’ 
number among research universities communities. 
Community of Trade Union Organization of the VlSU 
(10398 subscribers) is the largest among community of 
university student associations. The subscribers’ number of 
each of the studied communities is presented in Table I. 

 

TABLE I.  THE NUMBER OF PARTICIPANTS OF THE ONLINE COMMUNITY 

The name of the online community in VKontakte 
The number of the audience  

(as of 01.12.2022) 

Rosmolodezh (https://vk.com/rosmolodez) 163172 

RSM | Russian Youth Union (https://vk.com/rsmofficial) 76458 

SCS of the Trade Union (https://vk.com/sks_rf ) 30025 

ASO of Russia (https://vk.com/aso_russia)  11230 

Union of Students | Yaroslavl region (https://vk.com/yaomoo_sst) 4126 

Youth Palace | Yaroslavl (https://vk.com/yardm) 17071 

COMMONWEALTH (Vologda region) (https://vk.com/vol_sodruga) 11685 

Youth complex "Pale" of the city of Kostroma (https://vk.com/mkpale) 4588 

Youth of the Kostroma region (https://vk.com/molodezh44) 5308 

Youth Center of Vladimir (https://vk.com/centr.start) 2506 

Yaroslavl organization of the RSM (https://vk.com/club6568) 3769 

Russian Youth Union | Vologda Region (https://vk.com/rsm_35) 1376 

RSM | KOSTROMA REGION (https://vk.com/rsm_kostroma) 2667 

Russian Youth Union – Vladimir (https://vk.com/rsm33) 435 

Cherepovets State University (https://vk.com/chsu35) 16714 

KSU | Reference University (https://vk.com/kostroma_university) 9531 

YarSU named after P.G. Demidov (https://vk.com/demidyarsu) 9131 

VlSU | Vladimir State University (https://vk.com/vlsu_info) 16477 

"Union of Students" of P.G. Demidov YarSU (https://vk.com/go_demid) 2501 

The Joint Council of Students of CHSU (https://vk.com/oso_chsu) 653 

Association of CHSU students (https://vk.com/os_chsu) 779 

Joint Council of Students of KSU (https://vk.com/osoksu) 1108 

VlSU Youth Center / VlSU Volunteers (https://vk.com/molcentrvlsu) 2050 

Trade union organization of YarSU students (https://vk.com/profkomyar) 4406 

Trade union organization of students of KSU Kostroma 

(https://vk.com/pposksu44) 
1875 

Trade union organization of the VlSU (https://vk.com/profkom_vlsu) 10398 

YarGU STUDCLUB (https://vk.com/studclub_yargu) 7208 

 

By correlating the number of students currently studying 
at universities and the community subscribers’ number, it 
was possible to identify the degree of student involvement 

manifested in their membership in online communities (it is 
necessary to take into account the fact that not all community 
subscribers may be students). An interesting fact is that the 
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number of the audience of the CSU community significantly 
exceeds its potential number of students (238% of the 
number of students). The same situation is observed with the 
communities of YarSU (145% of the number of students) and 
KSU (119% of the number of students). 

The involvement of the student audience in the online 
communities of university student organizations is rather 
ambiguous (Table 2). Thus, the student communities of 
YarSU involved, on average, 75% of potential students. 
VlSU student organizations involved 37% of their potential 
target audience, and KSU - about 19%. The situation with the 
student communities of ChSU is rather ambiguous. Official 
information about the activities of student communities is 
published on the official page of the university (which 
confirms the high involvement of the audience of the official 
CSU community), therefore, online communities of student 
associations of the university involved only 10% of potential 
students.  

There are two ways to inform about the activities of 
student communities on the VKontakte: 

1. Organizations involve the audience in their groups and 
publics, informing students about their`s activities (YarSU, 
VlSU); 

2. Student organizations publish information on the 
university`s official page, while developing small online 
communities on various topics (CSU, KSU). 

TABLE II.  STUDENT INVOLVEMENT IN ONLINE UNIVERSITY 

COMMUNITIES. (OFFICIAL UNIVERSITY COMMUNITIES ARE HIGHLIGHTED IN 

COLOR) 

Name of the online community in VKontakte 

Number of 

potentially 

involved 

students (in %) 
Cherepovets State University 238,8 

KSU | Reference University 119,1 

YarSU named after P.G. Demidov 145,5 

VlSU | Vladimir State University 96,9 

"Union of Students" P.G. Demidov YarSU 39,9 

Joint Council of Students of CHSU 9,3 

Association of CHSU students 11,1 

Joint Council of Students of KSU 13,9 

VlSU Youth Center / VlSU Volunteers 12,1 

Trade union organization of YARSU students 70,2 

Trade union organization of students of KSU 

Kostroma 
23,4 

Trade union organization of the VlSU 61,2 

YarGU STUDCLUB 114,9 

V. INTERSECTION OF THE AUDIENCE OF YOUTH AND 

STUDENT ONLINE COMMUNITIES 

The results of the study demonstrate the high 
involvement of students in the activities of online student 
communities within each university. The average 
involvement of the audience of online student communities 
in the activities of universities` official pages is quite high. 
On average, 81% of the audience of KSU student 
communities are subscribers of university official page in 
VKontakte. This indicator is 80% for the internal 
communities of CHSU. The involvement of student 

communities audience of YarSU and VlSU in official pages 
of universities is 50% and 48%, respectively. This situation 
indicates the difference in the positioning of the official 
online communities of universities and the ways of informing 
student organizations and associations about theirs activities. 

The involvement of student online communities audience 
in the online communities of regional organizations of the 
RSM is small and amounts to an average of 4.6%. Although 
the interest of the audience of regional RSM in the activities 
of universities student organizations is much higher and 
amounts to 18.7%. The YarSU communities demonstrate the 
greatest involvement (about 6.7%), while the VlSU 
communities demonstrate the smallest involvement (1.4%). 
Such data indicate a low interest of the student audience in 
the activities of the regional branches of the RSM youth 
organization. 

The average involvement of student online communities 
in the online communities of regional student and youth 
organizations is 14.1%. Thus, the leader in involvement in 
regional communities is the audience of YarSU student 
communities (18.4%). The lowest share of involved 
communities is in VlSU - 3.5% (it should be noted that a 
small number of active communities on the VKontakte have 
been found in the Vladimir region). 

The audience involvement of the student communities in 
the federal online communities of student and youth 
organizations is not high (3.4%). This underlines the general 
orientation of the online student communities of regional 
universities towards local organizations and associations. 
Thus, the Rosmolodezh community was able to involve 6.3% 
(the highest indicator) of the audience of student 
organizations of the universities, and the ASO of Russia 
involved only 0.5% (the lowest indicator) of the audience. 
The involvement of students in the online communities of 
regional and federal youth organizations is limited only so-
called student asset, which is interested in the agenda of these 
online communities. 

The intersection of the audience of online communities of 
regional branches of the RSM with the audience of regional 
student and youth communities, on average, is 29.9%. This 
indicator allows us to judge the high degree of interest of the 
audience of the regional RSM communities in the activities 
of regional youth and student organizations. However, it is 
quite difficult to talk about the reverse interest and 
involvement. So, on average, only 10% of the audience of the 
communities of youth and student organizations of the 
studied regions are subscribed to the pages of the regional 
branches of the RSM. The involvement of the audience of 
regional RSM in the online communities of federal youth 
organizations is still higher than that of university student 
communities and is 12% (on average for all online 
communities). The greatest involvement of the audience of 
the regional branches of the RSM in the online communities 
of Rosmolodezh and the federal RSM is traced (19.1% and 
20.8%, respectively). In general, the audience of the regional 
branches of the RSM shows equal interest in both the 
activities of student organizations of universities and in the 
activities of federal youth online communities. 

The audience involvement of regional communities of 
youth and student organizations in the online communities of 
federal ones is also not high, as well as that of university ones 
and is on average 4%, which indicates their orientation to 
regional activities. 
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The intersection of the audience between federal online 
communities looks more optimistic. For example, almost half 
of the ASO audience of Russia (47.3%) and a quarter of the 
RSM audience (25.7%) are subscribed to the Rosmolodezh 
page (about 15% of the entire Rosmolodezh audience on 
VKontakte). 15.5% of the audience of the SCS of the Trade 
Union subscribed to the Rosmolodezh page on VKontakte 
(3% of the audience of Rosmolodezh). Also, almost half of 
the audience of the ASO of Russia (46.22%) subscribed to 
the community of the federal RSM, which indicates the 
general interest of the active part of the students in the 
activities of federal youth organizations in the VKontakte. 

VI. CONCLUSIONS 

Student and youth online communities in the VKontakte 
have a localized character, which is manifested in the 
orientation of the activities of student youth organizations to 
the regional and university youth of a particular region or 
city. At the same time, there is also consolidation at the level 
of online communities of regional organizations, although it 
cannot be called high. The involvement and consolidation of 
regional online communities with federal communities 
remains quite low. The exception is the Rosmolodezh 
community, which has a high potential for the general 
consolidation of student youth. The low percentage of 
audience involvement is explained by the interest of an active 
group of students and youth, which is potentially more 
focused on participating in the activities of youth and student 
organizations. 

In general, we can say that the created communities are 
used more for positioning the organizations themselves, 
telling about their activities, rather than involving new 
activists in their activities. Moreover, the associations are 
poorly focused on building partnerships and interacting with 
each other. This is the conclusion that can be drawn in 
connection with the revealed low degree of intersection of 
audiences and subscribers. 

Universities are more active in building interaction with 
their target audience than various associations of students and 
youth. This may also be due to the fact that they act as 
dominant institutions aimed at the widest possible audience 
(not only students, but also applicants, their relatives, 
graduates), presenting diverse content relevant to young 
people (even those young people who are not involved in 
public activity). 

The communities of youth and student associations 
involve a smaller proportion of students of the respective 
universities than the communities of the universities 
themselves. However, it can be assumed that they work with 
more motivated and involved youth in their activities. This 
suggests a more intense interaction within the community. 

Communities of regional and federal youth structures 
demonstrate a lower degree of involvement of their target 
audiences. This can also be attributed to the fact that they 
have involved activists and interested youth representatives 
in subscribers. The audience that is not involved in their 
offline activities is not their direct actual audience for online 
communities either. 

It should be noted that a number of conclusions 
formulated in the study require confirmation during the 
analysis of the activity of interaction within the analyzed 
online communities, as well as the agendas broadcast by 
them. It is also worth noting that a significant part of 
communication in communities is carried out in private and 

closed communities that are not available for external 
analysis. 
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Abstract—In the context of the digital transformation of 

public life, the dialogue between the government and citizens 

on new digital platforms is actualized. Digital information 

openness of the authorities is one of the tools to overcome the 

digital divide. The empirical basis of the study was 15 channels 

in the Telegram messenger of Russian and Belarusian executive 

authorities, as well as channels of individual officials. The 

research was conducted using the TGStat tool. The research 

methodology was based on a comparative analysis of the 

effectiveness of content in Telegram channels. The main results 

of the study show that the use of various features of Telegram 

by the authorities as a full-fledged media is constantly 

increasing. It was found that messengers contribute to the 

creation of a fundamentally new model of political 

communication between representatives of the government and 

society. At the same time, it is noted that for the executive 

authorities in Russia and Belarus, interaction with the audience 

is not the cornerstone of their digital strategy on Telegram. 

Most public authorities use the messenger as a one-way 

communication channel. This data reveals new evidence of how 

the authorities are using Telegram as one of the tools of 

information support of public policy in the two countries. The 

authors conclude that new digital channels in the near future 

will allow public authorities to build an effective system of 

communication with the population on the basis of Internet 

platforms. 

Keywords—political communication, messengers, Telegram, 

social media, audience, engagement. 

I. INTRODUCTION 

Prospective directions of digitalization of political 
communication in recent years are becoming the subject of a 
number of scientific studies. Attracting the attention of the 
audience has become the main objective of the media in the 
modern digital environment. "To achieve this aim, more 
personalised content is now being produced, and attempts are 
being made to reach the user in a more direct and personal 
way through instant messaging platforms, especially 
Telegram" [1, p. 95]. In the context of the digital 
transformation of public life, the process of organizing the 
dialogue between the government and citizens on new digital 
platforms comes to the fore. The processes of digitalization 
of public policy create opportunities for the introduction of 
new forms of interaction between citizens and public 
authorities. The topic of this research is related to the need to 
study the increasing role of the Telegram messenger in the 
system of political communications in Russia and Belarus. 

As a result of technological transformation, digital 
platforms have radically changed strategies of content 
production and distribution, as well as technologies of 

political communication. Following foreign researchers, by 
platforms we mean "digital infrastructures with affordances 
that offer diverse kinds of information and communication, 
and opportunities to produce, publish and engage with 
content" [2, p. 62]. The academic community is discussing 
the new challenges and risks that platforms pose to 
traditional media, journalists and audiences. The role that 
social media platforms play in the dissemination of news is 
attracting increasing attention from academics and policy 
makers. "Questions have been raised about the considerable 
market power of platforms and their ability to shape the news 
audiences receive in their feeds" [3, p. 2368]. 

Until recently, the main channels of interaction between 
the population and public authorities were personal visits, 
single days of information, "hot lines", meetings with the 
population in labor collectives and at the place of residence. 
There are a number of traditional ways of contacting local 
executive and administrative bodies. In recent years there is a 
transition from the model of informing and providing public 
services to the model of active involvement of citizens 
through digital platforms in the processes of public 
administration. The official websites of government bodies in 
most cases are platforms for one-way information, rather 
than full-fledged Internet platforms with developed feedback 
mechanisms. Social networks and messengers contribute to 
the creation of a fundamentally new model of political 
communication between representatives of state authorities 
and society. Telegram has the greatest potential in this 
context. 

The topic of this research is related to the need to study 
the increasing role of the Telegram messenger and digital 
communications in the system of political communications in 
Russia and Belarus. From a niche messenger for IT-
professionals, Telegram has become one of the most popular 
social platforms. In Russia today, Telegram is the leader 
among messengers by traffic volume. Analysts predict that in 
2023 the service will overtake WhatsApp, its main 
competitor in Russia, by the number of active accounts. 
Telegram is already used by 40 % of the Runet audience, and 
the numbers continue to grow rapidly. In Belarus, Telegram 
is also the most popular messenger for news and necessary 
information. Viber and WhatsApp are also among the top 
three most popular messengers in 2023. 

The results of research show that Telegram channels have 
become a unique tool of communication and influence on 
public opinion, different from other media channels in social 
networks [4, 5, 6]. Scientific works emphasize that the 
decline of interest in official websites and institutional media 
leads to the need for clear targeting, content segmentation. In 
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these circumstances, mobile messengers, which provide an 
opportunity to create thematic channels, reflecting the 
interests of the network audience, become an alternative to 
traditional media. In Telegram channels, the unidirectional 
dissemination of information is being replaced by developed 
feedback mechanisms. 

According to Telegram audience research, there were 
more than 300,000 channels in Russian-language Telegram 
in 2021, but half of the users were subscribed to less than 15. 
The typical user read 5-10 channels, most of which had 
notifications turned off. News channels were read by four out 
of five respondents. More than half of the users subscribed to 
entertainment, educational or political channels. In Belarus, 
the study showed the dominance of Minsk among subscribers 
of both major political channels and Belarusian media 
channels. At the same time, 75% of the 70,000 respondents 
noted that Telegram was their main source of news [7]. 

II. METHOD AND DATA 

The aim of the article is to study the specifics of the 
functioning of Telegram channels of local state authorities in 
Russia and the Republic of Belarus. The Russian sample 
includes Telegram-channels of administrative centers of each 
of the federal districts of the country. Since the 
administrations of Pyatigorsk, Nizhny Novgorod and 
Yekaterinburg have no relevant media resources on the 
Telegram messenger platform, five Telegram channels were 
included in the sample. The empirical basis for the Republic 
of Belarus were the official Telegram channels of six 
regional executive committees, the Telegram channel of 
Minsk City Executive Committee, as well as channels of 
several mayors and regional governors. The study was 
conducted in February 2023 using the tool TGStat. 

The present study analyzes how Russian and Belarusian 
authorities produce and distribute content on Telegram, and 
how they interact with the audience. First of all, such 
parameters as page maintenance activity, number of 
subscribers, activity in communication with the population 
were assessed. We start with the following series of questions 
related to the object of study: What is the content strategy of 
the channels, what do they talk about? What formats of 
content are used? Is the content in the Telegram channel 
unique or is it hyperlinks to official websites? What tools do 
the authorities use to interact with the audience? Is it possible 
to leave comments? Are there surveys in the Telegram feed? 
What is the general reaction of subscribers to publications? 
What is the main audience of Telegram channels? 

The design of this research was based on a systematic 
review of the literature, which has resulted in the main 
contributions to the state of the issue [8, 9, 10]. Firstly, the 
technique of direct observation was chosen as a strategy of 
the scientific method. Second, we used analysis from 
tgstat.com, which is the largest analytics service for more 
than 1,2 million Telegram channels and chat rooms, tracking 
more than 25 million new postings daily. The observation 
period was from January to February 2023. The exploratory 
unit of analysis, which was the object to be studied, was 
comprised of 15 channels in the Telegram messenger of 
Russian and Belarusian executive authorities, as well as their 
ongoing behaviour and attributes on this application. 

III. RESULTS 

For a pilot study of the main channels of interaction 
between the population and state authorities in the Russian 
Federation on the Telegram platform, the channels of the 
administrative centers of each of the federal districts of the 
country were selected. In the Central Federal District - the 
channel "City of Moscow" (@mosrutop) of the Moscow 
government (15797 subscribers), in the North-West - 
"Information Management" (@pressmol) of the 
administration of St. Petersburg (4278 people), in the South - 
"Administration of the City of Rostov-on-Don" 
(@Rostov_Gorod_Admin) - 1311 subscribers, in Siberian - 
"Mayor's Office of Novosibirsk" (@nsk54_official) with an 
audience of 2803 people, in the Far East - "Administration of 
Vladivostok" (@adm_vl) with an indicator of 13205 
subscribers. 

It is important to note that on the official portal of the 
executive power of the administrative center of the North 
Caucasian Federal District - the city of Pyatigorsk, there is no 
link to the official Telegram channel. Only links to the sites 
Vkontakte, Odnoklassniki, Twitter, My World and 
LiveJournal are presented. Also, a link to the Telegram 
channel available to visitors is not provided on the official 
website of the administration of Yekaterinburg. There are no 
links to social networks at all on the website of the 
administration of Nizhny Novgorod, which is the center of 
the Volga Federal District (Table 1). 

TABLE. I. TELEGRAM CHANNELS OF THE EXECUTIVE 

AUTHORITIES OF THE ADMINISTRATIVE CENTERS OF THE 

FEDERAL DISTRICTS OF THE RUSSIAN FEDERATION, FEBRUARY 

2023 

The top three most popular publications of the Moscow 
City channel as of the end of February 2023 include a post 
about the restoration of the Khludov-Panteleev house, the 
announcement of "the Unizversky Quest" intellectual 
competition, which was held by the Moscow Zoo on student 
day, as well as information about the upcoming chess in the 
centers of Moscow longevity. However, as can be seen from 
Table 2, the activity of the audience is rather low. The 
number of views is hundreds and thousands of times greater 
than the number of reposts and reactions. There are no 
comments under these posts, as the corresponding 
opportunity for the audience is disabled. 

 

 

 

Channel name Address Number 

of 

subscribe

rs 

Engage-

ment, 

% 

Cita-

tion 

Index 

Moscow City @mosrutop 15797 28,0 277,2 

Information 

Management 

@pressmol 4278 18,0 129,2 

Administration 

of the city of 

Rostov-on-Don 

@Rostov_Goro

d_Admin 

1311 34,0 4,0 

Mayor's Office 

of Novosibirsk 

@nsk54_officia

l 

2803 60,0 15,7 

Administration 

of Vladivostok 

@adm_vl 13205 37,0 132,6 
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TABLE. II. AUDIENCE INDICATORS OF THE MOST POPULAR POSTS OF THE CHANNELS OF THE ADMINISTRATIVE CENTERS OF 

THE FEDERAL DISTRICTS OF THE RUSSIAN FEDERATION, JANUARY-FEBRUARY 2023 

Channel name Post content Number of 

views, 

thousand 

Number of 

reac-tions 

Nu-mber of 

re-posts 

Num-ber  of 

com-ments 

Mocow City Restoration of the Khludov-Panteleev house 13,8 42 16 0 

"Unizversky Quest" 11,1 16 15 0 

Chess tournament 11,1 19 9 0 

Infor-mation Mana-gement Weather conditions on January 30 4,9 0 25 0 

Weather conditions on February 12 4,6 0 22 0 

Appointment of the head of the district 3,7 0 39 0 

Admini-stration of the city of 

Rostov-on-Don 

100th anniversary of G. Balaev, concert 1,9 12 4 0 

Snow removal, February 14 1,5 11 13 0 

Telethon "Everything for victory" 1,3 9 5 0 

Mayor's Office of Novo-sibirsk Relocation of the collection point 6,6 24 45 0 

Accommodation of victims 3,4 26 25 0 

Collection of humanitarian aid 2,9 13 40 0 

Administration of Vladi-vostok  Transport network update 33,6 22 37 349 

Bus fare increase 16,5 19 197 234 

Movement restriction 16,1 18 20 0 

 

A similar situation with comments is also observed in the 
St. Petersburg channel of the Information Department. In 
addition, it is not possible for subscribers to send reactions to 
messages in this channel. The most popular posts in terms of 
the number of views were publications about the expected 
yellow level of weather danger on January 30 and February 
12, respectively, as well as information on the appointment 
of Andrey Kononov as head of the administration of the 
Kronstadt district on February 20. 

The ability to comment on the channel "Administration of 
the city of Rostov-on-Don" is also limited. The most popular 
publications from the beginning of the year were the message 
about the concert in honor of the 100th anniversary of the 
birth of the composer and arranger Georgy Mikhailovich 
Balaev on January 25, the report on the work of public 
utilities in the snowfall on January 14, presented by the 
deputy head of the city administration for housing and 
communal services Alexei Pikalov and the announcement 
telethon "Everything for Victory", which will be held live on 
the TV channel "Don24" on February 21, published on the 
9th of the same month. 

All the publications most in demand since the beginning 
of 2023 among the audience of the Novosibirsk City Hall 
channel are related to the partial collapse of a house on 
Lineinaya Street, which occurred on February 9 as a result of 
a gas explosion. They were published on the same date. The 
administration effectively used the media platform and this 
group in order to promptly inform and organize the fire 
victims, which is confirmed by the high rates of the number 
of reposts. The most popular posts were: information about 
the collection of humanitarian aid for residents affected by 
the collapse of the house, the decision to accommodate 
residents from the damaged building in the Severnaya Hotel, 
as well as the publication that the temporary collection point 
for humanitarian aid, which was deployed at the school No. 
85, carried over. 

The Telegram channel "Administration of Vladivostok" 
is of the greatest interest in terms of the activity of 
subscribers in the comments. Despite the fact that 
representatives of executive authorities do not publish 
responses to subscribers' comments and do not participate in 
discussions initiated by the audience, such openness of 

authorities brings positive results. The channel's citation 
index is one of the highest among those analyzed and is 
second only to the indicators of the capital group. The 
number of subscribers is also comparable to the audience of 
the City of Moscow channel - 15,797 and 13,205 people, 
respectively. At the same time, the population of Vladivostok 
is only 5 % of the population of Moscow. 

The most popular publications among the residents of 
Primorye were publications on the renewal of the rolling 
stock of ground transport (February 15), indexation of fares 
in public transport (February 16) and a post on the restriction 
of traffic through a railway crossing located near Uspensky 
Street, dated January 23. 

As a result of the study, it can be concluded that the most 
effective tool for interaction between the executive 
authorities and the population is in Telegram channels is the 
use of the functionality of these sites not only for the purpose 
of unilaterally informing about the events taking place in the 
municipality, but also for the purpose of providing "platforms 
for statements" to the public. Despite the lack of feedback 
from the authorities and responses to comments, a channel 
with an open commenting option demonstrates significantly 
higher audience engagement rates than channels with similar 
quality content, but without such an opportunity. The 
channels used by the municipal administration to overcome 
crisis situations - informing and organizing the population - 
are also characterized by high audience involvement. At the 
same time, most of the channels in terms of functionality are 
“traditional municipal media” on a new platform, inferior in 
terms of audience indicators, as well as the quality and 
quantity of content to regional commercial channels that 
inform about the life of the municipality. 

The channels of six regional executive committees were 
selected on the Telegram platform to study the specifics of 
interaction between the population and public authorities in 
the Republic of Belarus - Brest (@brestoik), Vitebsk 
(@vitebsk_region_officially), Gomel (@gomel_region_gov), 
Grodno (@pul_4region), Minsk (@minsk_region1), Mogilev 
(@reMogilev), Minsk city executive committee channel 
(@minskiygorispolkom). The channels of the mayor of Brest 
(@Rogachuk), Gomel (@VAPrivalov) and the Telegram 
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channel of the governor of the Mogilev region 
(@isachenkobel) were also studied (Table 3). 

TABLE. III. TELEGRAM CHANNELS OF THE REGIONAL 

EXECUTIVE COMMITTEES AND GOVERNORS OF THE REPUBLIC 

OF BELARUS, FEBRUARY 2023 

Channel name Address Number 

of 

subscrib

ers 

Engage-

ment, % 

Citatio

n 

Index 

Brest Regional 

Executive 

Committee 

@brestoik 4550 67 43,2 

Vitebsk region. 

Officially 

@vitebsk_reg

ion_officially 

3623 59 50,6 

Gomel region 

officially 

@gomel_regi

on_gov 

9082 44 118,7 

Pul 4 Region @pul_4regio

n 

3039 203 71,8 

Minsk Region | 

About the Main 

@minsk_regi

on1 

4400 94 41,5 

RM - Mogilev 

Region News 

 

@reMogilev 952 16 72,7 

Minsk City 

Executive 

Committee 

@minskiygor

ispolkom 

5697 57 147,9 

Alexander 

Rogachuk 

@Rogachuk 11591 54 71,4 

Vladimir 

Privalov. 

Officially 

@VAPrivalo

v 

6183 81 37 

Isachenko 

ONLINE 

@isachenkob

el 

1518 542 12,5 

The number of subscribers to the Telegram channel of the 
Brest Regional Executive Committee @brestoik was 4550 
people. We should not exclude the influx of subscribers. For 
example, according to TGStat statistics, from December 27 
to 30, 2022, the increase in the number of subscribers was 
1,330 people. Anyway, the channel relies on short news and 
photo collections. Occasionally a video is published. Among 
the advantages of the channel we can mention simple 
language, friendly communication with the audience. Unique 
content is made for the channel, and there are practically no 
links to the "parent" site. There are also no reposts from other 
channels, all content is author's. Each post can be evaluated 
by reaction. There is no opportunity to comment. Each post 
contains the hashtag #1region. 

The official Telegram channel "Vitebsk region. 
Officially" @vitebsk_region_officially (3623 subscribers). 
The posts are more reminiscent of brief informational notes 
with photos. The variety of formats is not great, texts and 
photos are used more often. The editors of the channel put 
emoji at the beginning of each sentence. The posts often 
contain references to the publications of the city newspaper 
Vitsibichi and the BelTA news agency. Links to the website 
of the Vitebsk Regional Executive Committee are rarely 
used. There is no communication with the audience, the 
channel uses the strategy of broadcasting rather than 
communication. 

The "Gomel region officially" channel has the largest 
number of subscribers among the examined sites. 
@gomel_region_gov (9082). The statistics of the TGStat 
analytical service, however, show that only 44 % of them 
regularly read the channel's posts. As we can see, a large 
number of subscribers does not necessarily mean that the 
content reaches all of them. You need to look at the reach of 
the publications. The high citation index (118,7) of this 
channel indicates that the posts are often reposted. We 

believe that the Gomel Regional Executive Committee views 
this channel exclusively as a means of broadcasting official 
information, which makes communication with the audience 
unidirectional. One can often find quite voluminous texts on 
the channel, as well as reposts of publications of other state 
channels. In our opinion, regional officials and employees of 
budgetary institutions are the main audience of such 
channels. The analysis shows that ordinary citizens of Gomel 
Region do not actively follow the channel "Gomel region 
officially". 

The most successful of the sources we reviewed is the 
Telegram channel of the Grodno Regional Executive 
Committee "Pul 4 Region" @pul_4region (3039 subscribers). 
In particular, the channel's description immediately caught 
our eye: "The Governor's PUL to cover the activities of the 
head of the Grodno Region Vladimir Karanik. Exclusive. 
Backstage meetings at a high level". According to the TGStat 
service, the audience engagement ratio is 203 %. This can be 
explained by the fact that "Pul 4 Region" actively attracts 
traffic from other Telegram channels. Speaking of content, 
we can note the great attention to short videos, which are one 
of the most engaging content formats today. Each post can be 
evaluated by reaction, but there is no opportunity to 
comment, as in the three channels discussed earlier. 

The channel "Minsk Region | About the Main" 
@t.me/minsk_region1 is run by the Minsk Regional 
Executive Committee. It has 4400 subscribers, the 
engagement rate was 94 %. This figure, again, can be 
explained by the large number of reposts to other channels. 
In the profile description, the resource positions itself as 
follows: "A channel about the Minsk region, the latest and 
most relevant news. Be aware of all the events of your 
region!" The content is presented in a fairly light form. The 
editors of the channel try to address the user with language 
that is informal and friendly. The text is structured thanks to 
emoji at the beginning of paragraphs, also a lot of photos and 
videos are published in the "here and now" format. Each post 
can not only be evaluated by reaction, but you can also leave 
a comment on it, but comments are rare. 

The Telegram channel of the Mogilev Regional 
Executive Committee @reMogilev showed the lowest 
engagement rate among the local government platforms we 
examined. The number of subscribers to the channel named 
"RM - Mogilev Region News" is 952 people, of which only 
16 % read the posts. This can be explained, in particular, by 
the insufficient amount of content on their own. The channel 
very often features reposts of posts from other state channels. 
There is an official narrative in the posts, and the editors of 
the channel do not seek to interact with the audience. There is 
neither opportunity to leave a reaction to the publication, nor 
to write a comment. Not surprisingly, according to TGStat 
statistics, the number of subscribers to this channel is 
decreasing rather than increasing every month. 

The official channel of the Minsk City Executive 
Committee @minskiygorispolkom has a similar broadcasting 
strategy. Taking into account the population of Minsk (1,94 
million people), the number of subscribers is extremely low - 
only 5697 people. The channel tells about events with the 
participation of city officials, official meetings of the mayor, 
etc. There is no possibility to leave an editorial comment to 
the posts, as well as to write a comment. Thus, the channel is 
more like a corporate media outlet in its functions. 

Let's move on to an analysis of the channels of individual 
officials. The official Telegram channel of Brest City 
Executive Committee Chairman Alexander Rogachuk 
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@Rogachuk was launched in July 2020 and became one of 
the first Internet resources of its kind in Belarus. At the 
beginning of 2023, it had 11591 subscribers. It is important 
to note that the chairman of the Brest City Executive 
Committee personally runs the channel. Each publication has 
an average coverage of 54 %. It is not possible to comment 
on posts in the Telegram channel "Alexander Rogachuk", nor 
is it possible to add reactions at the moment. 

Among the Belarusian channels studied, the Telegram 
channel of the Chairman of the Gomel City Executive 
Committee "Vladimir Privalov. Officially." The channel was 
launched on December 31, 2022, and gained 6183 
subscribers in less than two months. "This is by no means a 
news feed, I see no reason and no point in competing with 
journalists - they do their job professionally. In my telegram 
channel I plan to tell what is now on the agenda of the city 
authorities, to build a feedback line with the citizens, to share 
my thoughts on various aspects of life in Gomel" - noted 
Privalov [11]. The channel's news feed is informal in nature, 
you can leave a reaction to each post, but the possibility of 
commenting is disabled. 

Anatol Isachenko, chairman of the Mogilev Regional 
Executive Committee, also has his own channel 
@isachenkobel, which has 1518 subscribers. Unlike the two 
previous channels, the content here is presented in an official 
business style. There is no feedback from the audience. Posts 
are published several times a week. At the same time, the 
audience engagement rate is 542 %, which is explained by 
reading the posts outside the channel, for example, as a result 
of reposting to other channels. 

Having analyzed the most popular publications of 
Belarusian channels in the last 30 days by the number of 
views, retweets, reposts, comments and reactions, we can 
distinguish the following patterns. 

Most often, local authorities on their Telegram pages talk 
about working events, important events in the region, 
meetings with officials and citizens. Many of the posts 
contain an official narrative. It is not always possible to find 
posts in Telegram channels in which regional heads talk 
about solving problems. None of the channels we studied 
contain polls. Of the ten channels studied, comments are 
open only in one, but their number is small. This suggests 
that regional officials, heads and employees of state 
institutions are a large part of the audience of the studied 
Telegram channels. Ordinary residents, as a rule, do not 
actively follow government channels on Telegram. 

According to the number of views, the highest positions 
are taken by posts related to social topics (purchase of new 
ambulances, construction of hospitals and kindergartens). 
The audience is also interested in such topics as awarding the 
winners of various competitions, victories of the region's 
residents in sports competitions. Popular are posts on the 
theme of urban improvement. For example, on the channel 
"Vladimir Privalov. Officially" channel, a post where 
residents of Gomel were invited to discuss which squares and 
parks of the city could be decorated with new avenues of 
chestnuts gathered a lot of reactions (Table 4). 

 

TABLE. IV. AUDIENCE INDICATORS OF THE MOST POPULAR POSTS OF THE CHANNELS OF THE REGIONAL EXECUTIVE 

COMMITTEES AND GOVERNORS OF THE REPUBLIC OF BELARUS, JANUARY-FEBRUARY 2023 

Channel name Post content Number of views, 

thousand 

Number of 

reac-tions 

Nu-mber 

of re-posts 

Num-ber of 

com-ments 

Brest Regional Executive 

Committee 

Collegium of the General Directorate of 

Health 

9,7 20 24 0 

Vitebsk region. Officially Awarding the winners of the competition 9,16 10 61 0 

Gomel region officially The ceremonial events 9,9 18 15 0 

Pool 4 Region Construction of significant social facilities 13,8 38 59 0 

Minsk Region | About the Main Biathlon competition 7,4 7 24 1 

RM - Mogilev Region News Exhibition "Intellectual Belarus" 7,0 2 54 0 

Minsk City Executive Committee Reception at the deputy 20,8 0 169 0 

Alexander Rogachuk Rising water levels in rivers 10,0 0 28 0 

Vladimir Privalov. Officially Planting chestnuts in the city 2,9 57 3 0 

Isachenko ONLINE Purchase of new ambulances 13,2 0 100 0 

 

Speaking about the type of content distributed, it should 
be noted that most channels place native formats of materials 
without links to sites. More often than not, reliance is placed 
on small short news and photo collections. In many cases, the 
news is accompanied by graphic symbols at the beginning of 
the test, which makes the news more enjoyable to read and 
visual. Recently, short videos have increased in popularity. 
Posts with videos are highly engaging. We can recommend 
that local authorities add commenting capabilities to their 
Telegram feeds. These findings are consistent with previous 
scientific studies that have found that the concept of attention 
is crucial [12, 13, 14]. 

IV. CONCLUSION 

As a result of the research we can draw the following 
conclusions. A comparative analysis of the political 
communication of the Russian and Belarusian state 

authorities in Telegram shows that they are building up their 
presence in this messenger in order to attract the attention of 
users and expand their reach. Of course, the number of 
channel subscribers depends on the region's population. If we 
compare the official communities of Moscow and Minsk 
mayor's offices, we can note that the channel in the Russian 
capital pays a lot of attention to city news, while in Belarus it 
mainly tells about events involving city officials, official 
meetings of the mayor. 

The results of the study showed that in a number of cases, 
local administrations use Telegram channels exclusively as a 
means of one-way communication. This strategy was found 
in Russia in the "Information Management" channel 
(@pressmol) and in Belarus in the "RM - Mogilev Region 
News channel" (@reMogilev). We can recognize the most 
successful model of running the channel that allows for two-
way communication with the audience. This model, in 
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particular, was found in the channels "Administration of 
Vladivostok" (@adm_vl) and "Vladimir Privalov. Officially" 
(@VAPrivalov). 

Within the framework of this study, attention was also 
focused on the formats of the content distributed. Both in 
Russia and Belarus, multimedia resources occupy an 
increasingly prominent place in Telegram channels. The 
exception is the channel "Information Management" 
(@pressmol), which publishes only texts. In many channels, 
texts are emoji-filled. Some channels identify themselves to 
the user through a greeting in the morning, this is more 
typical for Russia. Also in the Russian Telegram channels of 
the authorities one can often find infographics, while this 
content format is absent in the Belarusian channels. 

Overall, the study concludes that for state authorities in 
Belarus and Russia, interaction with the audience is not a key 
factor in their Telegram strategy. More often than not, the 
authorities use a one-way communication model. Although 
they value the characteristics and technical capabilities 
offered by Telegram (multimedia features, mass distribution, 
etc.), only a small number of the public authorities analysed 
adapt their content and try to strengthen ties with users. 

We see the prospects of this study in the comparative 
analysis of new trends and innovations caused by the wide 
spread of the Telegram platform and its impact on the 
information support of the authorities not only in the 
Russian-Belarusian, but also in the international context. 
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Abstract— The methodological principles of the study are 

the ideas of H. Innis and M. McLuhan about the role of mass 

media in the formation of modern society, where a person's 

access to information - working with big data and participating 

in the production of information - is the main factor in the shift 

in the perception of values. The shift in the perception of the 

values of the digital society in our understanding is the 

transformation of the ideas of IT specialists about significant 

phenomena that arise as a result of their involvement in the 

process of producing and analyzing information. 

Involvement in the production of information can be 

considered in several ways, for example, as the creation of 

information content, or as the creation of mechanisms, 

software, devices providing the creation of tools for the 

production and analysis of information. Shifts in the perception 

of information, in our opinion, are determined by the nature of 

the attitude to information and depend on the professional 

orientation of the respondents. The accumulation and growth 

of contradictions in the perception of values between people of 

different professional orientations constitutes an urgent social 

problem of stratification in a digital society. 

The hypothesis was that the nature of involvement in the 

information process will have a diverse effect on the nature of 

shifts in the perception of the values of the digital society, 

which will reveal features of these shifts as caused by the 

specifics of professional training. 

The object of the study was the 3rd-year students of the 

Faculty of Journalism (96.7% of the general population) and 

the Faculty of Computer Technologies and Informatics 

(94.3%). The subject of the study is the peculiarities of the shift 

in the perception of digital information by students of the IT 

specialty in comparison with students of the humanities. 

The purpose of the study is to identify and study the shift in 

the perception of the values of the digital society among 

students of IT specialties as caused by the peculiarities of 

professional training. 

The results of the study revealed relevant characteristics of 

the shift in the perception of the values among students of IT 

specialties: firstly, the shift in the values of the digital society in 

comparison with the values of past years; secondly, a number 

of different stages in the formation of such a shift; thirdly, the 

separation of understanding of "companionship" and 

"communication"; fourthly, the peculiarities of the perception 

of IT tools rather as a means (for journalists) and as a goal of 

activity (for IT specialists); fifthly, the presence of a set of shifts 

in understanding the importance of such characteristics of IT 

activities as ethics, responsibility, accessibility, security and a 

number of others; sixth, minor shifts in understanding the role 

of the IT space as a potential means of self-education, typical 

for students of both groups. 

The empirical study has confirmed the presence of a shift in 

the perception of the values of the digital society among 

students of IT specialties as caused by the peculiarities of their 

professional training. 

Keywords— perception shift, digital information, involvement 

in digital information production. 

I. INTRODUCTION  

Studies of the activities of IT specialists show that their 
professional orientation inevitably affects the specifics of 
perception of the social environment as people with 
"significantly different" intelligence [1, p.79] - the basic 
ground of any perception and social communication. In this 
regard, it is rightly noted that the professional connection of a 
person with the world of technology irreversibly affects a 
person’s holistic world [2]. This impact not only expands his 
or her abilities, but also forms a special view of the world of 
values and the system of social and professional 
communication. In particular, modern researchers speak of 
such changes in perception in doctors [3], police officers [4], 
teachers [5], managers [6], scientists [7], artists [8], military 
personnel [9] and other professionals. In summary, we can 
say that as professional specialization increases, shifts in 
value perceptions will deepen [10]. The social consequences 
of this process will inevitably affect stratification, new forms 
of inequality and features of communication. [11]. 

It is necessary to emphasize the growing activity of work 
on the problem of professional shift in perception among IT 
specialists. Such studies focus on a wide range of issues from 
the psychophysiological level to macrosociological issues 
[12]. For example, A.P. Gagarin and I.V. Chernyakov argue 
that changes in the perception of virtual reality in the human-
computer system are caused by a slight (small) physical 
distance between a person and a computer, which in turn 
creates a special environment of human information 
perception, a special "human-computer" interface that 
changes the psychophysiology of perception [13, p.723]. 

Researchers are particularly interested in studying the 
shift in the perception of the social and humanitarian 
component of IT professionals. For example, some 
researchers show programmers as introverted, 
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uncommunicative individualists [14, p.1037]. Therefore, as 
L.N. Kanischeva points out, it is important to shift the 
emphasis and logic of cognition from understanding some 
mechanisms in IT activity to a "human" or "personal" attitude 
to these facts, forming a "humanistic type" of programmer, 
focused on a wide range of communication with people of 
different professional status and roles [15]. It is important to 
study feedback - social perception of the programmer 
profession in the student environment, where the greatest 
desire for social integration on the part of students is 
manifested. [16, p.298] 

Despite the diversity of views, we can summarise them 
by referring to the conclusion of S.A. Mikhailina, who noted 
the presence of contradictions between the values of 
programmer ethos and particularist values [17, p.167], which 
are formed by the multiple contradictions of globalisation 
and the development of unified communication tools. 

II. RESEARCH 

The theoretical basis for the study of value perception 
shifts among IT specialists is based on the mid-century 
concept of H. Innis and M. McLuhan about the crucial role of 
media communication in post-industrial society. The authors 
consider the role of mass communication in the formation of 
European civilisation as the main driving force, or rather the 
role of "technologies through which new means of 
communication emerge" [18, p.148], and based on their 
development, a succession of stages and forms of 
development of European society emerges: "Each means of 
communication, as the Canadian scholars have noted, has its 
own specific characteristics and, accordingly, unique ways of 
influencing each individual and society as a whole". [18, 
p.149]. The invention of new means of communication in the 
present case is seen as a force that provides a breakthrough - 
a "shift" of established perceptions. 

“The Bias of Communication” (1951) by H. Innis 
concludes that the invented new means of communication 
have a decisive influence on the management of large 
territories, and have a decisive impact on the types of social 
structure and governance. In this sense, some authors 
consider the theory of the shift of communication to be 
macrosociological and equal in scientific importance to that 
of Karl Marx. Accordingly, from the point of view of the 
authors of this theory, people involved in the invention and 
creation of mass communication media will have different 
perceptions of reality, especially McLuhan spoke a lot about 
this (The Guttenberg Galaxy, 1961). For example, such 
professionals will have the broadest perceptions of the values 
of the global order; they will function among the broadest 
audiences, but their perception of the values of different 
cultures will be rather short-lived; commercialisation and 
relationships of the ‘Global village’ type will be important to 
them; they will be characterized by a loss of oral tradition 
and a transition to written communication; they will have 
peculiar ideas about housing, money, clothing, weapons and 
much more - a 'dress code' through which they will tell others 
about their preferences, character and values. Not all of the 
new people’s predilections seemed attractive to the authors. 
For the most part, H. Innis saw the negative consequences of 
the approaching ‘shifts’ in perception, which he believed 
could manifest themselves in the formalisation of 
communication between people, the blurring of national 
boundaries, the onset of an era of nationalism and 
individualism, and ultimately, the undermining of the 
stability of social development.  

The "perception shift" research methodology allows us to 
determine that the way IT specialists interact with 
information, their involvement in the production processes of 
information processing tools, directly and indirectly 
transforms the perception of the world of surrounding values. 
As a result, IT specialists' understanding and evaluation of 
social objects: other people, themselves, social groups and 
communities, etc. [19, p.17], is transformed. As a result, 
there is a transformation in IT specialists' understanding and 
evaluation of social objects: other people, themselves, social 
groups and communities, etc. [19, p.17].  

The shift in the perception of IT professionals' values lies 
in a changed perception of the hierarchy, significance and 
importance of the phenomena that influence the choice of 
priorities and alternatives for behavior and activity.  

The methodological basis of the empirical research 
procedure is based on three main postulates.  

Firstly, any involvement in a professional activity 
changes the perception of reality. At the same time, 
according to M. Rokeach's concept, a shift in the perception 
of values of IT specialists is possible both in a substantive 
sense (terminal values) and in a methodological 
(instrumental) sense, as a transformation of attitudes and 
beliefs regarding the way of their behaviour and actions [20, 
p.183]. 

Another vector of empirical analysis of the shift in the 
perception of IT professionals is to study them as actors 
directly involved in the process of technical and 
technological means of production and reproduction. The 
very process of IT professionals' activity continuously 
enriches them with big data that characterises global 
development processes. 

Thirdly, the communication of IT specialists differs from 
the communication of representatives of other professions, 
such as sociologists and journalists, who produce mass 
information products [21, p.163]. The work of sociologists 
and journalists in the Internet space differs significantly from 
the way IT specialists find and present information. It is 
stressed that, for example, the differences between 
journalistic creativity and the technology of information 
production for the new information environment are so great 
that they require a completely different approach to all 
aspects of activity. [22, p.247] 

The research problem reflects the interest in analysing the 
contradictions in value perception shift of IT students, which 
is caused by their involvement in the process of creation, 
production and reproduction of information technologies, 
which is reflected in their value attitudes. The social problem 
of this situation lies in the fact that the accumulation of 
significant features in the perception and understanding of 
values forms a contradictory perception of these values in 
comparison with the nature of their perception by specialists 
of other profiles. Such differences can act as a trigger for new 
socio-structural changes and processes of digital inequality. 

Our hypothesis was the assumption that the involvement 
in the digital technological reproduction of information 
(software students) or, conversely, the user’s attitude towards 
the IT sphere (students of the social and humanitarian cycle) 
would differ in the orientation and nature of the perception of 
the same values, in particular, with regard to the 
understanding of information as a goal, means or result of 
professional activity, as well as in the specific features of the 
understanding of the economic,  political, social and cultural 
spheres in a digital society. 
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The research object was IT students and students of 
socio-humanitarian faculties. The sample consisted of 
students from two St. Petersburg universities: Faculty of 
Computer Technologies and Informatics (94.3% of the 
general population), and two faculties of socio-humanitarian 
profile - sociology and journalism (96.7% of the general 
population of two faculties). The choice of students from 
these faculties was motivated by the interest of conducting a 
comparative analysis of programmers' perception of values, 
on the one hand, and sociologists and journalists, on the 
other. The quantitative composition of the sample was 
approximately the same: number of IT students was n=236 
and number of socio-humanities students was n=252. The 
subject of the study is the peculiarities of the shift in the 
perception of digital society values among IT students.  

The subjects of the study were IT students and students of 
socio-humanitarian faculties. The sample consisted of 
students from two St. Petersburg universities: Faculty of 
Computer Technologies and Informatics (94.3% of the 
general population) and two faculties with socio-
humanitarian profile - Sociology and Journalism (96.7% of 
the general population of two faculties). The choice of 
students from these faculties was motivated by the interest in 
carrying out a comparative analysis of the value perceptions 
of programmers, on the one hand, and sociologists and 
journalists, on the other. The quantitative composition of the 
sample was approximately the same: the number of IT 
students was n=236 and the number of socio-humanities 
students was n=252.  

The subject of the study is the peculiarities of the shift in 
the perception of the values of the digital society among IT 
students. 

The aim of the study is to identify study and characterise 
the shift in the perception of the values of the digital society 
among IT students as a result of the specificities of their 
professional training. 

The research method is content analysis of students' 
written answers (essays) on the topic of values of digital 
society, understanding of these values, examples of such 
values, degree of their formation, etc. The indicators of 
content analysis are formulated in accordance with the idea 
of M. Rokeach and reflect instrumental and terminal values. 
The limitations of this version of content analysis include a 
certain loss or distortion of meanings due to the 
categorisation of concepts and the subjectivity of the 
researcher in interpreting respondents' statements. Another 
limitation is that this is a pilot study. 

In total, 488 essays from students of both specialties were 
analysed, including n=212 respondents - students of IT 
specialties.. The results of the content analysis can be 
reduced to some specific findings. 

Result 1. There are significant differences in the 
perception of the role of information in the digital society. 
This shift in perception can be characterised as a major one. 

It should be emphasised that students of both disciplines 
understand the values of the digital society mainly in terms of 
values, i.e. they perceive the digital society as a social 
environment with developed instrumental capabilities, which 
can be used to solve a variety of tasks. Among the most 
important characteristics of the digital society, the 
respondents identified the following: the availability and 
dissemination of information; the relevance of digital 
security; the expansion of online education and 
communication potential; new opportunities for adapting to 

the digital space; increased opportunities for expressing one's 
opinion and freedom of speech. In the present case, we can 
speak of a common understanding of the values of the digital 
society among students in both groups. 

At the same time, IT students were more than three times 
more likely to formulate their attitude to information as a 
basic value of the digital society. They attach the greatest 
importance to the achievement of such orientations-means as 
the creation of new software products, the development of 
means to increase the speed of information transfer, the study 
and use of world experience in the use of new information 
technologies, the improvement of IT skills and other 
essentially technical and technological features of 
digitalisation, which shows their understanding of the 
important role of work with information as the main value of 
their activity in the digital society. This conclusion is 
confirmed, among other things, by the data on the frequency 
of mentioning the main categories of values of the digital 
society: for IT students it is the acquisition of new knowledge 
and skills that allow them to perform their professional 
functions most effectively, while for socio-humanistic 
students it is the characteristics of the emerging new social 
reality of the digital society. 

Result 2. Differences in the perception of the relevance of 
the values of the digital society in the economic, political, 
cultural and social subsystems of society are revealed.  

IT students see digitalization as a potential for economic 
empowerment of society (1.8 times more active than for 
humanities students). In particular, digitalization of stock 
exchanges, development of cryptocurrency potential, NFT, 
digitalization of management and banking, etc., are seen as 
new opportunities to improve economic performance.  

With regard to the political sphere of society, IT students 
perceive the potential of the digital society as an additional 
resource for ensuring individual rights and freedoms, 
developing civil society and opposing the excesses of 
political authoritarian regimes. Overall, they are 1.6 times 
more likely to express their understanding of the digital 
society as a new condition for increasing political solidarity 
and social equality. A significant part of the IT students 
express doubts about the usefulness of the "digitalisation of 
politics" and emphasise the danger of using IT technologies 
as a means of replacing the results of elections, manipulating 
and changing the political situation in this or that country.  

As for the cultural and social subsystems of society, IT 
students showed less interest and were rather passive in their 
perception of these spheres of human life. 

Result 3. Other areas of shift in IT students' perception of 
the values of the digital society include:  

- specific perception of social responsibility for the 
results of one's activities: for IT students it is the 
preservation of human life and health, for humanities 
students it is the content of publications and the 
veracity of information; 

- simplistic perception of digital ethics issues: almost 
no IT students agreed with the importance of such 
ethics, whereas a significant percentage of social 
science students - 17.8% - agreed;  

- perception of the problems of information 
accessibility as a given: this indicator as a value of 
the digital society is mentioned by IT students about 
twice less often than by humanities students;  
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- importance of mastering and using new digital 
technologies: IT students are 4.3 times more likely 
than humanities students to consider such skills 
relevant.  

The discussion of the results of the empirical study allows 
us to identify a number of differences in IT students' 
understanding of the values of the digital society which, in 
our opinion, represent a shift in perception and are largely 
consistent with the findings of other authors, confirming their 
objectivity.  

Firstly, the efforts of IT students largely shape the new 
digital society, and they themselves become "information 
people" (Homo informaticus) earlier than others, who, 
according to T. Karmazin, acquire a new form of existence 
earlier than others [23, p.2]. This is also evident when 
comparing IT students with people of a slightly older age - 
young people (25-36 years old), for whom the Internet is 
twice less important than for students (18-24 years old), 
according to VCIOM (Russian Public Opinion Research 
Centre) data [24]. At the same time, the shift in the 
perception of the values of the digital society among IT 
students differs in terms of the degree of formation of these 
values. The results of the empirical study allow us to speak 
about three groups of respondents with different degrees of 
shifts in perception: those who have significant and stable 
shifts in perception, the second group are students who have 
developed a shift in perception, but it is not as significant as 
in the first group, and finally, a group of students whose shift 
in perception is just beginning to form and does not differ 
much from the values of students of other specialties. The 
empirical data obtained allow us to state that, with the 
inclusion of students in the IT profession, the communicative 
space also changes. 

Secondly, the obtained results also show that the 
recognition of the important role of value means, the 
understanding of value means as a leading characteristic of 
the digital society, turns out to be the most significant factor 
in the formation of the entire value system from the point of 
view of IT students. This fact indicates the main direction of 
the shift of perception among software students and reveals 
the peculiarities of the formation of IT specialists as 
personalities predominantly oriented towards technical-
technological orientation, market principles, utilitarian 
psychology and often mercantile attitudes [25, p.49]. 
Identification and highlighting of the "values-means" as the 
main and principal element in the hierarchies of the activity 
structure among "goals-means-results" [26, pp.18-20], - 
shows that the instrumental component of IT-activities is 
perceived by student-programmers as a leading value and in 
this case acts as the major psychological mechanism of 
formation of the whole system of personal values [27], which 
subsequently becomes an important factor in the content and 
forms of their communication. 

Thirdly, at the same time, the results suggest new 
developments and refinements in the classification of the 
values of the digital society and their perception by different 
social groups, which, according to some authors, may differ 
significantly from the traditional lines of research on the 
values of students [28], [29], and may disorientate society in 
diagnosing an adequate assessment of the role of IT 
professional. 

III. CONCLUSION 

We can say that, in general, the hypothesis of the 
empirical study has been proved - a shift(s) in the perception 

of digital society values among IT students, which 
distinguishes their understanding of digital society values 
from that of socio-humanitarian students, has been 
confirmed. It turns out that the shift in IT students' perception 
of digital society values develops during their university 
education and depends on the type of students' education, 
which, of course, affects the specifics of their communicative 
practices. 

What are the prospects for a growing shift in IT 
professionals' perceptions of the values of the digital society? 
We see two main impacts of such shifts shaping the 
landscape of professional communication. Within the IT 
community, professional relationships and the use of a 
common language will reinforce shifts in value perceptions, 
globalising and cross-fertilising the knowledge of IT 
professionals. On the contrary, in the interaction of IT 
professionals with members of other social groups, the 
increasing shift in value perceptions will increasingly 
become a barrier to social communication and a constraint on 
the practical realisation of the potential of the information 
accumulated by the IT industry, as managers, educators, 
politicians and professionals in other fields are already 
talking about. 
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Abstract— This article consideres ethical and 

communication issues in the promotion of the funeral business. 

The complexity of promoting offers of companies in this area is 

based on the importance of considering internal and external 

factors using communication practices. The authors analyze the 

practice approach using various tools and ethical regulations to 

promote this sphere and increase the level of adaptation 

possibilities for these mechanisms in Russia. The aim of the 

study is to identify trends of modern communications (virtual 

reality, video-conferences etc.), Public Relations tools and 

ethical standards in the development of the funeral business in 

Russia, comparing the funeral business in Russia and abroad. 

Authors analyze the differences of the role and place of the 

funeral services industry in industrial and post-industrial 

cultures. If in the first case the main factor is the provision of 

services, in the second one it is psychological support and 

mediation aimed at expanding the ability to control one's life. 

As a result, the strategic approach to communications and 

building public relations can't help bring this service to a new 

level. Instead of this, negative connotations can be improved to 

suit the image of a socially significant and approved profession 

through PR communications based on media relations, 

community relations, anti-crisis communication technologies, 

corporate social responsibility approaches and ethical 

regulation in the field of funeral services. The work of public 

relations specialists in the funeral industry involves 

implementing basic adaptation skills with regards to the 

professional environment. This shows that Public Relations can 

be one of the important factors in the funeral industry’s 

development.  

Keywords— negative demand promotion, funeral industry, 

Public Relations support, Russia, ethical business issues. 

I. INTRODUCTION  

The funeral industry is characterized by negative demand 
market, where communication is required only after a target 
request, whereas the business itself is full of criticism and 
stereotypes. In Russian and foreign traditions, the funeral 
industry provides commodities and renders services related to 
memorial ceremonies taking into account socioeconomic, 
moral, ethical, cultural, historical, religious, ecological, and 
technological factors. 

For modern society, the issue of end-of-life planning is 
quite sensitive and essential at the same time. Funeral services 
that envisage exclusively utilitarian and commercial 
approaches are in line with industrial culture, but poorly 

correspond to modern trends promoting individualistic values: 
freedom, comfort, the right to dispose of one's own body. The 
widespread rise of secularity contributes to the lack of strict 
guidelines in this part of human existence, and reinforces the 
need for reforming communications.It requires PR specialists’ 
competence in forming adequate interaction between the 
funeral industry and a client.  

Ethical regulation of funeral services, legal standards and 
codes are aimed at reducing the industry’s reputational 
setbacks. For example, the state standard for funeral 
companies regulates etiquette and legal side. It also includes a 
ban on enforcing services and abuse of power. Moreover, state 
standards define the responsibility of the companies including 
the family of the deceased and professional community [1]. In 
the North American funeral industry, ethical provisions focus 
primarily on the wishes of the deceased [2], or on the entire 
family expectations [3]. The American codes of ethics are also 
distinguished by their delicate intonation and use of sensitive 
and tactful terms (serving the family, caring for the deceased, 
etc.), which helps to distance from the commercialized and 
cynical approach that clients may imagine about funeral 
business. Thorough staff selection and corporate culture 
management is done by high ethical standards. 

Despite the diversity of ethical codes regulating the field 
of funeral services, there is a lack of healthy communication 
support. Namely, it includes the absence of a key message and 
distinct tone of voice for interactions between staff of funeral 
agencies and customers. This underlines the importance of 
using facilitation techniques, which can be implemented by a 
PR-specialist, within the profession’s aptitude.  

Services within the funeral industry are promoted with 
certain attributes inherent only to this market segment. In this 
field the demand cannot be created artificially,whereas it 
arises at the moment of an objective urgency, which implies a 
lack of detailed price quote and commodity selection analyses. 
In addition, social prejudices that stigmatize this sphere are 
demonstrated throughout social networks, media, and review 
sites in the form of negative comments about the activities of 
funeral homes. Businesses in this field have to make an effort 
to overcome negative attitude so that a proper business 
strategy can be developed. 

II. LITERATURE REVIEW 

Attitudes towards death and relations between the living 
and dead evolve alongside cultural tradition and allow us to 
judge the paradigmatic changes taking place in society. In the 
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classic work of F. Arjes, “Man in the Face of Death” [4] denial 
and fear of death are extremely prominent in the twentieth 
century, as a result of which the concept of death has been 
pushed outside of cultural practices and influenced mainly by 
the medical field. In traditional pre-industrial societies, the 
process of human passing was not as protracted as it is now, 
when medical technology makes it possible to prolong human 
existence long enough for an individual to confront the fact of 
their own demise. In traditional cultures, various practices 
helped people to cope with this and prepare for the final stage 
in their life, but these customs are being lost as a result of 
secularization.  

The gap is currently being bridged with the help of a new 
business model within the funeral industry, which involves 
helping a person depart life in peace and dignity. This 
assistance, combined with the opportunity to participate in 
arranging one's own funeral is perceived in contemporary to 
postsecular culture as an extension of the ability to control 
one's life, cope with anxiety and preserve one's identity, and 
“generate a sense of commitment to life despite the fact of 
death” [5]. 

An important role in the framework of this new model is 
attributed to assistants, guides, companions, or, in other words, 
death doulas. In the field of funeral services the term “doula” 
comes from childbirth, which in itself is very symbolic and 
inherent to traditional cultures, where the connection between 
birth and death is emphasized. For example, the Buddhist 
tradition is characterized by burial in a pose resembling an 
embryo; in Christianity, birth and subsequent life are 
perceived as preparation for death. Traditionally, female 
guides provided comfort to the families of the deceased, and 
we are now witnessing a formalization of this occupation. In 
their services death doulas see a fundamental social mission, 
which makes it possible to consider this field worthy of public 
recognition. The International End of Life Doula Association 
“INELDA” states in its code of ethics that the main duty of the 
doula is to help the dying person maintain their dignity at the 
end of their life. An important professional task is to avoid 
conflicts of interests that might interfere with the role of an 
impartial, unbiased companion and guide in the departing 
process. At the same time, the End of Life Doula will not use 
their relationship with the client and their loved ones to put 
forward their own personal, religious, political or business 
interests [6]. 

The Canadian Association of Death Doulas states that its 
mission is to develop the standards of end-of-life care. The 
mission of an End of Life Doula is to provide emotional, 
educational and practical support that will enable the client to 
make informed decisions about end of life care. Doulas exist 
to advocate, but in no way make decisions or project their own 
beliefs onto another person [7]. 

This way, doulas provide a safe and comfortable 
environment for the dying person, shielding them in this 
vulnerable situation from possible abuse of others. It should be 
emphasized that this profession establishes itself as a socially 
significant field of work aimed at affirming the value of human 
life. 

The implementation of digital technology has made an 
impact on all fields, including the funeral industry.The matter 
of digitalization and innovative technology in the field of 
funeral services is analyzed in a study conducted by van Ryn, 
L., Meese, J., Arnold, M., Nansen, B., Gibbs, M., & Kohn, T. 
[8]. It shows that funeral directors act as intermediaries 
between consumers and designers. The study notes the 

conservative nature of the field, and establishes morticians’ 
roles within the frameworks of facilitation and pastoral power.  

The analysis of planning tools, mediation, and digital 
products in funeral services is presented in the study by 
Nansen, B., Kohn, T., Arnold, M., van Ryn, L., & Gibbs, M. 
[9], showing how social networks change grieving scenarios 
and adapt to the needs of grief culture. 

The COVID-19 pandemic significantly contributed to the 
implementation of digital technology within the funeral 
industry, as noted in a study by Enari, D. & Rangiwai, B. W. 
[10], Alexis-Martin, B. [11]. It highlights the importance of 
maintaining traditional scenarios of grief and loss in 
conditions of limited social interaction. Research conducted 
by Nansen, B., Gould, H., Arnold, M., & Gibbs, M. [12], 
analyzes economic, cultural, and technical reasons for 
instances of failure and obscurity in incorporating innovative 
digital tools within the funeral industry (the funeral attendance 
robot CARL, the in-coffin sound system CataCombo, the 
posthumous messaging service DeadSocial and the digital 
avatar service Virtual Eternity). This study also introduces the 
concept of necro-technology into the industry’s vocabulary. 
Studies conducted by Han, G.-S. [13], Sanders, G. [14], Xu, 
Y. [15] etc. touch on the criticism of “funeral capitalism” (how 
traditional rituals are often commercialized and 
misrepresented) and document the way consumerism has 
influenced the industry.  

Studies conducted by Han, G.-S. [13], Sanders, G. [14], 
Xu, Y. [15] etc. touch on the criticism of “funeral capitalism” 
(how traditional rituals are often commercialized and 
misrepresented) and document the way consumerism has 
influenced the industry. 

The research conducted by Elder A. [16], Lambert, A., 
Nansen, B., & Arnold, M. [17] presents an ethical examination 
of digital tools and defines media ethics of grief. 

III. RESEARСH 

In the United States and many European countries, public 
relations in this field of funeral industry carry informative and 
educational functions. At the same time, communication plans 
must focus on attending clients before and after death, and this 
makes funeral homes a full cycle service agency. 

Speaking about the complicatedness of the funeral 
industry, it is essential to note that managing crisis 
communication, dealing with different categories of people, 
and serving the society are of particular importance within this 
area of business. 

A comparative analysis of the funeral industry in Russia 
and the United States has shown that the businesses are 
capable of modernizing their services and presentations. The 
intention to avoid publicity, or, on the contrary, to develop 
shock content, remains the most distinctive feature and 
greatest communication problem of Russian funeral business. 
Foreign companies use different approaches by implementing 
complex branding techniques and advertising, including social 
advertising, to combat negative thinking about the industry 
and its elements.  

In general, the models of the funeral services market are 
built depending on the form of ownership. According to the 
American sociologist T. Walter, the funeral service industry 
functions within the framework of three models based on 
private, church and mixed ownership [18]. Promoting and 
developing national funeral service markets is an important 
aspect of business activity in the field. Continuing the 
traditions of Walter’s research practices, Russian researchers 
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S.V. Mokhov and Y. Kuporov proposed the use of integrated 
approaches to communications in the industry, particularly 
learning on American funeral practices [19, 20]. The concept 
of the American system consists in the assistance of the 
government and greater customer orientation, as well as the 
development of alternative funeral homes and the services 
they provide. In addition, funeral homes show their 
involvement in the process of preparing for the farewell ritual. 
At the same time, there is the concept of “death planning”, 
which implies the process of spiritual, emotional, and even 
financial preparation for the end of one’s life and the 
subsequent support of public groups associated with this 
process after the final event, that is, burial [21]. 

For the last several years in Russia, a crisis of the domestic 
funeral service market has been widely discussed. In the 
unanimous opinion of market participants, experts 
community, 3 mass media companies, and general public and 
consumers, it is of a systematic and comprehensive nature. 

One of the reasons for the current situation is the ambiguity 
of the 1996 “On Burial and Funeral Service'' Federal Law. 
Ideally, it should be supplemented with new standards that will 
be efficient in regulating the funeral industry. 

According to statistical data compiled by the Federal State 
Statistics Service [22], over the past 100 years the dynamics 
of life expectancy has been positive (Fig.1). 

 

Fig. 1. Life expectancy in Russia for the period from 1926 to 2022 

according to the Federal Statistics Service. 

Based on the aforementioned data, the average life 
expectancy in Russia has increased. This is caused by such 
factors as: 

• improved medical standards worldwide; 

• a decrease in infant mortality rates; 

• more comfortable and gentle living and working 
conditions. 

Despite the positive statistics, the average lifespan of men 
and women in Russia is significantly lower compared to other 
countries in the world. In developed countries such as Japan, 
the USA, Canada, and a number of European countries, life 
expectancy exceeds 80 years.  

It should also be noted that the average life expectancy for 
women in Russia is ten years more than that of their male 
counterparts. In developed countries the gap between male and 
female life expectancy amounts to 2-3 years. This wide gap in 
statistics can be explained by several national peculiarities: 

• the male population’s neglect of their own health; 

• harmful habits such as alcohol consumption and 
smoking, as well as the lack of healthy lifestyle 
promotion; 

• poor quality of medical services for senior citizens. 

As for mortality, 5.1 million people were born in the EU in 
the pre-pandemic period (2017-2018), 90 thousand less than 
in previous years a year earlier. The mortality rate was 5.3 
million, which is 134 thousand less compared to the same 
previous period. 

In Russia, the natural decline of the population has 
increased significantly. In 2018, the number of deaths reached 
1,828,910. In 2019, their number decreased to 1,798,307. 
However, there has been a significant increase in the last two 
years. In 2020, Russia's mortality rate was 2,138,586. Only in 
2006 was there a greater mortality rate, standing at 2,166,703 
deaths. The extremely high rates of deaths in the last 2 years 
can be attributed to the coronavirus pandemic and the resulting 
congestion of the healthcare system. 

As for the funeral business, it should be noted that there is 
a significant difference in the cost of funeral services in 
Russia. Thus, according to a study by the Urban Specialized 
Funeral Service, the minimal commercial cost of a funeral in 
Russia is 4 times higher than in Germany and about 6 times 
more expensive than in the United States. At the same time, 
there are 8-10 funeral agents per a deceased person in Russia 
and 1 and 1.8, respectively, in Germany and the USA, and this 
is in the absence of private morgues, crematoriums, and 
cemeteries in the Russian Federation, with a lack of 
transparency in pricing for services and the presence of gray 
markets for funeral services.  

Ordering funeral commodities from traditional materials is 
becoming too expensive for the population, that is why 
alternatives are being actively developed. 

For example, a monument printed on a construction 3D 
printer was installed as a tombstone at the Vagankovsky 
cemetery. The memorial is made in the form of a stage with a 
curtain and theatrical spotlights. At night, solar-powered 
spotlights light up and illuminate the unique monument. It was 
commissioned by Alexander Zhdanov for the grave of his 
grandfather, a famous lighting designer who worked for more 
than 50 years in the Stanislavsky theater. [23]. 

In general, the funeral industry is being transformed 
despite its presumed conservatism. Existing tendencies for 
jewelry made from ashes, eco-funerals, online planning, 
involvement in funerals and cremation, and grief counseling 
are not exempt from Russia, however these changes are slower 
than it could be. 

Many Russian funeral industry businesses are switching to 
an individual approach to service, staff, and PR 
communications. 

However, the specific responsibilities of efficient 
communicators in the funeral industry can be determined after 
taking into account PR-communications using, media 
relations, community relations, crisis communications 
technology, and corporate social responsibility (CSR). 

In the funeral industry, it is extremely important that an 
employee’s personal qualities and values are aligned with the 
values of the company. This opinion is expressed in an expert 
interview by an owner of such a company based in St. 
Petersburg. According to the expert, activity in this field must 
be based on a "four pillars" concept: honesty, sensitivity, 
clarity and humanity. 

The proposed model of professional communication is 
anthropocentric and humanistic and takes into account the 
nuances of communication within the field’s framework, from 
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a correct greeting and goodbye to the absence of aggressive 
sales tools. 

Furthermore, when using the tools of media relations in 
developing messages for an audience, it is necessary to 
consider the specifics of confessional, national, emotional and 
ethical components of social reality, where the public can form 
its opinions based on not only the industry’s image, but on a 
facilitator who is able to construct a perception of the industry 
from a non-marketing viewpoint. This can be accomplished 
via charitable partner programs with psychological and 
spiritual centers and educational events that shift the 
ambiguous outlook on end-of-life matters. 

Another important element in interactions with the public 
is community relations. These include establishing the funeral 
home's presence in the community and creating a positive 
perception among local residents and business owners. This 
could be achieved through blogging, creating and distributing 
educational content. 

An important point of improving public perception lies in 
suggesting ways of overcoming crisis situations, which can 
also affect the relationship with the community. For example, 
the Homesteaders Life Company is an organization engaged 
in promoting and financially supporting funeral planning and 
end-of-life expenses in advance. Its representatives emphasize 
the need to use crisis management approaches and transparent 
communication techniques, encourage interaction with media 
representatives and empathy training [24]. 

Naturally, an important development aspect is assuming 
corporate social responsibility. In this case, the concept can 
include both the funeral business itself and third-party 
organizations wishing to provide assistance in the form of 
charity and sponsorship. Following the United Nations’ 
Sustainable goals can construct a new socially significant 
brand image funeral homes. The industry has a lot of potential 
for managing resources like paper, light, and water in an 
ecologically-friendly way. Thermal insulation can reduce 
production costs and save energy. Cooperating with local 
businesses who make funeral commodities from sustainable 
materials may foster the status of an organization that is 
environmentally, corporately, and socially responsible. 
Corporate culture based on sustainable development goals 
helps build a comfortable and efficient work environment for 
employees and strengthen team building and productivity in 
the funeral home [25]. 

Modern culture is primarily interested in the ethical and 
humanitarian traits of funeral industry companies, as people 
requesting their services are in a vulnerable state of grief and 
loss. The slightest violation of tact and propriety, or 
indifference to religious and cultural peculiarities in such 
situation will be perceived hyperbolically. Communication 
with those who are mourning undoubtedly requires serious 
psychological, cultural, and religious competence. The key to 
successful communication abides in adhering to ethical 
principles by all who professionally provide services in funeral 
preparation. 

The modern funeral service market implies a wide range 
of options focused on the organization of farewells, a support 
system for the family and the person on the threshold of death. 
Death doulas, pet therapy, psychological care, and religious 
practices are all ethically regulated services. For example, the 
highest value in the professional ethics of death doulas is the 
preservation of the client's autonomy and consideration of 
their emotions, desires, and thoughts [6, 26]. 

The use of therapy dogs implies respecting the interests of 
both clients and animals. Creating a comfortable environment 
and establishing the pet's status as an equal partner involves a 
strict screening process on the basis of mental and sanitary 
criteria. This is done to prevent possible psychological and 
emotional risks associated with the human body’s reaction to 
stress, and risks of physiological nature, such as allergies and 
phobias [27]. 

There are particularities in the ethics of providing 
psychological help to someone who is passing away. In this 
case, psychologists are allowed to build a fonder and more 
emotional relationship with their client. Tactile expressions of 
support are allowed [28], which implies high requirements so 
that a specialist has ample self-control and an understanding 
of personal boundaries. 

An important point to consider in the transformation of the 
funeral industry is it refeminization. In Russian culture, an 
important place in farewell rituals was historically held by 
women who mourned the deceased person. Russian non-profit 
organizations providing palliative care for the terminally ill 
have a predominantly female composition (for example, the 
Vera Foundation has 4 out of 6 women on its governing board, 
and 10 men out of its 76 team members). In our interview with 
Elena Elsalieva, there is also an emphasis on the importance 
of women's experience and participation in funeral 
organization as an appeal to the archetype of maternal care. 
Studies of the emerging market for death doula services show 
that among them women are the majority [29]. 

The awareness of how crucial, socially important, and 
humanitarian these services are, leads to the necessity to 
ensure strict selection and control of the field’s workforce, as 
to prevent disorganization and unprofessionalism. 

IV. CONCLUSION 

According to the results of the analysis, it can be concluded 
that drastical implementation of innovative solutions in the 
Russian funeral industry may face such difficulties as religious 
dogmas, strict ethical and professional codes in this area and a 
lack of state regulation of the funeral business. But the way out 
can be a strategic approach to communications and building 
public relations, which can help bring this service to a new 
level.  

Serious difficulties in promoting this field should be, first 
of all, aimed at transforming public attitudes. Funeral service 
businesses are successfully promoted via website 
development and correct advertising communications. 
Likewise, negative connotations can be improved to suit the 
image of a socially significant and approved profession 
through PR communications based on media relations, 
community relations, anti-crisis communication technologies, 
corporate social responsibility approaches, and ethical 
regulation in the field of funeral services. 

The use of media relations tools in forming messages for 
the audience should be based on the specifics of confessional, 
national, emotional and ethical components of social reality, 
where the public can form its opinions based on not only the 
industry’s image, but also on a facilitator who is able to 
construct a perception of the industry from a non-marketing 
viewpoint. 

These manifest in the form of charitable partnership 
programs with psychological help centers, animal shelters, 
therapeutic and spiritual centers, or educational events in order 
to raise people's awareness about death and change and soften 
their attitude towards it. Since such practices already exist and 
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have been tested in the United States, they can quite 
realistically be adapted to businesses in Russia. 

The work of public relations specialists in the funeral 
industry involves implementing basic adaptation skills in 
regards to the professional environment. Furthermore, public 
relations is one of the important factors in the funeral 
industry’s development. With the help of properly built 
communication strategies, a funeral home, both in the United 
States and Russia, can become not a place of pain and grief, 
but a home where, first and foremost, the families are experts, 
and the morticians are professionals who honor and respect 
that. 
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Abstract — The purpose of the article is to describe modern 

digital technologies used in territorial branding. Based on the 

case studies of St. Petersburg presented at the competition in 

the field of public relations development "Silver Archer - 

North-West" in 2023, frequently used and innovative digital 

technologies for positioning the territory are identified.Digital 

technologies can be actively used for internal and external 

audiences: both to promote tourist destinations, as an investor 

relations tool, and to form a strong brand for the internal 

public - residents of the territory. Features of modern branding 

- the development and prompt adaptation of new online 

formats, direct contact with target audiences, including the 

obligatory emotionality of the message - are applied to territory 

branding. 

Keywords— geobranding, digital communications, geobrand 

model and attractor  

I.  INTRODUCTION  

One of the current trends in the branding communication 
paradigm is territorial. Today, the definitions of territorial 
image-making and territorial branding are clearly 
distinguished. The latter, in turn, has its own characteristics 
that differentiate it from territorial marketing.  

The glocalization of the “global village” (according to M. 
McCluhan) was one of the catalysts for the first non-
spontaneous attempts to form a territory brand, which date 
back to the 1950s-60s. European specialists are aware of the 
need to position the territory in order to "search for 
positioning and promotion in a new quality, which had to be 
identified in front of new audiences and public opinion in 
general" [1: 46]. The next decade is the time to develop PR 
strategies for the formation of a territorial brand. 

The period of the turn of the XX-XXI centuries in 
connection with the transformations of a geopolitical nature 
is the time of the formation of strong geo-brands with "added 
value" and the active development of geo-branding for the 
purposes of the tourism business and international relations. 
For Russian territories, as well as for many foreign ones, 
especially in the post-COVID era, the formation of a strong 
brand of the territory is important due to the need to attract 
investment and labor, to solve problem areas in the economy 
and social life. Building geo-branding strategies is relevant in 
view of the formation of a human-oriented Russian society 
and, accordingly, the desire to increase the well-being and 
degree of satisfaction with the standard of living of the 
population. 

In this paper, we will take as a starting point the 
definition of a geobrand proposed within the framework of 
the Romanesque school of public communications: a 
geobrand is “a set of stable features that characterize an 
administrative-geographical entity or territory as a brand, 

subject to a well-formed concept of them in the broad public 
consciousness” [ 2:46].  

The current stage of the state and development of public 
communications has two main striking characteristics - 
strategic and digitalization. As A.N. Chumikov, “most of the 
currently existing brands of countries, regions, cities have 
become to a dominant extent the result of the historical 
situation and only to a small extent - the result of the 
implementation of strategic plans with proper sociological 
and communication support” [3]. 

So, in this article we proceed from the fact that the 
geobrand serves the purposes of long-term positioning of a 
certain territory; digital technologies make it possible to 
transform geobrand communication formats and thus 
position and stand apart from competing brands. 

II. LITERATURE REVIEW 

Despite the fact that the practice of territorial branding 
has a sufficient basis, theoretical studies in this area are 
secondary, they naturally rely on this practical basis. 

Among the major foreign researchers of the phenomenon 
of geobranding, it is necessary first of all to name Simon 
Anholt, who worked with the heads of fifty regions and 
developed his own integrated approach to geobranding in 
2002 (regardless of the narrowly focused - tourist, for 
example - the direction of territorial branding). By the end of 
the 2000s, S. Anholt moved to the concept of "competitive 
identity", based on the specifics of building a territory brand 
in synthesis with public diplomacy and other public 
practices. S. Anholt believed that the formation of a geo-
brand is a form of counteraction to crisis social phenomena 
and is a necessary condition for the effective development of 
a place, that "branding has a much greater potential 
compared to other tools that have a popularizing character." 
The scientist proposed 8 principles of territory branding [4]. 
We emphasize that S. Anholt's research was carried out in the 
marketing paradigm of branding. 

Kaith Dinnie also played an important role in shaping the 
correct modern opinion on the practice of geobranding, the 
translation of the book under whose editorship is published in 
Russia in 2013 [5]. Successful and less successful cases of 
city branding are considered here "in terms of attracting 
tourists and investments, consolidating residents and local 
communities."  

In Russia, in the first decade of the 21st century, research 
in the field of territory branding is primarily associated with 
the names of A.P. Pankrukhin [6], D.V. Vizgalov [7], V.S. 
Vazhenina [8], who primarily studied the geobrand 
constructs - "a unique emotionally positive image", 
intangible attributes and paid their attention more to the 
subject of image-making itself than to branding. 

https://e.mail.ru/compose?To=krivonosov.a@unecon.ru
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Russian researchers of recent years, meanwhile, offer a 
wide range of works on the formation of a territory brand, 
which are based, for example, on the problems of forming a 
regional political identity [9], regional cultural brands [10], 
or ethnocultural values of a territory [11]. In the works of 
scientists from Russia, the trajectories of scientific studies in 
the field of regional identity are clearly traced - the country, 
the region itself [12], the city, small territories [13]. A 
separate and important component in the formation of the 
scientific basis of geobranding is the work on events in the 
formation of a territory brand [14]. “Today, events are 
increasingly focused on the formation of a model that 
represents an ecosystem that combines the physical and 
digital dimensions (fi (sical) – (di) gital event) <…> Figital 
events are differentiated from hybrid events that involve the 
simultaneous use of different venues – online and offline, and 
from online events that take place entirely online. The 
combination of old and new paradigms involves the creation 
of a mixed reality space, which poses new challenges for 
event organizers,” writes K.V. Vinogradov [15]. Obviously, 
figital technologies are becoming more and more in demand 
today in country, territorial branding, we will give some 
examples in the next part of the article. 

Today, emphasizes M.G. Shilina, “the relevance of 
theoretical studies of territory branding is determined by the 
scientific interest in intangible assets as an essential part of 
the territory as a socio-economic actor. In the “new reality”, 
the economy and politics, both global and Russian, are being 
transformed and are moving from classical economic 
motivational models to value-based conditions” [16]. A 
variety of approaches to the specifics of the formation and 
maintenance of a geobrand are indicated in a special edition 
of the materials of the International Branding Conference, 
held in St. Petersburg and Pskov in 2023, the main topic of 
which was territorial branding [17]. There are a number of 
works on the digitalization of the territorial brand, which is 
relevant in the aspect of our article [18]. 

At the current level of development of territorial 
branding, it is necessary to scientifically reflect a certain 
matrix, a model that could be built on various grounds and be 
as operational as possible in the context of a global trend 
towards branding territories of various scales (from a region 
to a small territory) and taking into account modern 
technologies, and in the first place, online and digital 
technologies.  

In this vein, the publication of 2014, initiated by the 
European Institute of PR (Paris, France) in the form of a 
collective monograph "Geo-branding: practical 
communications in the promotion of territories", was 
successful in this vein. In the book, based primarily on 
European experience, ten geobranding models were 
demonstrated, which the authors called the “ten 
commandments” of territorial brand communication [1]. 
These are such models as the “hero of the place” - a link to a 
historical influencer, an iconic personality; adherence to the 
genetic code of the territory; identification of the 
communication driver; creation of a communication chain - 
an associative series; choosing the right communication 
channel; taking into account multicultural features and 
"baggage" of art; emotionality of communication; following 
current trends; creating "one's own" history; brand 
ecosystem. It is clear that such models, taking into account 
various external and internal factors, can change, having, in 
addition, a certain driver that allows you to modify the design 
of the geobrand. 

III. RESEARCH 

In 2023, in the work of A.D. Krivonosov and T.Yu. 
Lebedeva proposed the concept of a geobranding attractor, 
by which the authors proposed to understand the “subject of 
branding within a specific territory (person, museum, theater, 
sports club, festival, multimedia or online project, etc.) as a 
communication product that has individual procedural , 
information characteristics that depend on the goal setting of 
the positioning of the territory and correspond to a specific 
tactical setting in the geo-branding strategy of the territory 
(and / or a spontaneously formed communication product as 
a branding subject)" [19: 9-10]. The paper also presents an 
attempt to classify attractors of geobranding according to 
certain criteria, including the information channel - online, 
offline. 

It is known that digital technologies today imply 
information search, mail messages, content products, blocks, 
chats, social networks, surveys among digital resource 
consumers. The main web tools for promoting a territorial 
brand have already been described in general. This is the site 
of the subject of branding, banner advertising, advertising in 
social networks, on thematic forums, targeting on the 
Internet, articles in online media, blogs on the topic of 
geobranding, SEO, SMM, flash games, branded snippets, 
contests on certain thematic sites [20], however, “so far, 
these communication channels are practically not involved in 
promoting the city” [21: 91]. Meanwhile, there is still a 
depiction of the effectiveness of individual digital tools in 
promoting a territory, for example, in work on territorial 
SMM [22]. 

Online projects can be actively used in project activities 
for the formation of geobranding attractors, which was 
clearly demonstrated by the projects of 2022 presented at the 
competition for the development of public relations "Silver 
Archer - North-West-2023". 

Let us dwell on some projects aimed at both the 
formation of a new urban brand of the city and the 
maintenance of existing geobrands.   

In 2022 Energetik Corporate Communications Agency 
LLC, commissioned by Gazprom Mezhregiongaz LLC, 
implemented the online project Information Resource 
“Petersburg – the Cradle of Russian Gas” (Istoriyagaz.rf). 
The authors set a goal to explore the history of the St. 
Petersburg gas industry on the basis of archival documents, 
draw up a complete picture of the past and perpetuate the 
history of the emergence and development of the industry, 
make it publicly available, and eventually form a new (and, 
importantly, quite unexpected) city brand - "Petersburg - the 
cradle of Russian gas.  

To maximize the coverage of all target groups of the 
public, it was decided to submit voluminous information 
material in three different formats, each of which was 
designed for a specific group of the public: 

1. popular science (in the section "Historical Notes"); 
historical milestones in the formation of the gas industry are 
described, archival documents, reproductions of paintings, 
eyewitness accounts are given as illustrations. 

2. the language of the blogosphere (in the Gas Legacy 
section). Blogger-local historian who spoke about the sights 
of St. Petersburg and monuments of industrial architecture 
associated with the development of the gas industry. 

3. video tours (in the section "Journey through the gas 
capital"). Excursions are conducted in the format of a 
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dialogue on the objects of the gas heritage of St. Petersburg, 
where information is given about the little-known side of the 
formation of the gas economy - household. As the authors of 
the project note, there are no analogues to such excursions. 

To draw attention to the information resource, the project 
partners built a tourist route and presented it in the 
Petersburg24 mobile author's guide. The route was designed 
so that it can be passed offline (moving around St. Petersburg 
by car with a smartphone) or online - in the form of video 
tours. 

The next project was originally designed for an internal 
audience. It was a project commissioned by St. Petersburg 
State Budgetary Institution "Centralized Library System of 
the Moskovsky District" of the Central Library System of the 
Moskovsky District - "UrbanCosmoTech" - a popular science 
show with the aesthetics of television of the 1990s, 
popularizing the activities of Russian scientists. 

Today, the library is a space for various cultural and 
leisure practices, business and informal communication, 
work and learning. The authors set themselves the goal of 
creating a set of educational products to popularize domestic 
scientists. The objectives of the project were to organize an 
All-Russian flash mob, where everyone can get acquainted 
with one of ten facts about the famous scientist and choose 
what he has in common with the inventor by posting it on his 
wall. The flash mob is organized using an application on the 
Vkontakte website. More than 2500 people from all over 
Russia took part in it. 

The authors filmed a popular science show in the 
aesthetics of television in the 1990s. - "UrbanCosmoTech". 
Here the heroes of the rubrics talk about the contribution of 
the Russian scientist, make prototypes of his inventions 
together with invited experts. More than 117 thousand views 
of the show were recorded. Finally, the authors aired on the 
radio as an additional promo for the filmed show. An hour-
long broadcast was made with an invited expert, where the 
facts from life and the significance of the developments and 
contributions of the scientist were considered in detail. 

It is important that this project is considered as part of the 
branding of St. Petersburg, since the activities of a particular 
scientist are “linked” to this city, and St. Petersburg itself is 
positioned as one of the scientific centers of the country. 

Today, both hybrid events and actual online projects are 
actively used in branding. As an example of the latter, let us 
mention the project of the St. Petersburg GBUK "Petersburg 
Concert", where digital content is created on the basis of its 
repertoire policy, thus forming the brand of St. Petersburg as 
a cultural capital and its sub-brand as a theater and concert 
center of Russia. 

St. Petersburg GBUK "Petersburg Concert" is the largest 
state production agency in the North-West of Russia, which 
dates back to 1931 and continues the traditions of 
"Lengosestrada". It consists of 17 creative teams: 400 
professional artists working in different genres - classical, 
jazz, folklore, variety art, theater, crossover, operetta, modern 
dance. 

Petersburg Concert contributes to the promotion of state 
policy to ensure wide access to cultural benefits and improve 
the standard of living of a person. Ensuring the maximum 
accessibility of cultural content, including the availability of 
concerts and theatrical performances throughout the country 
through the digitalization of the cultural sphere and the 
introduction of digital technologies into the cultural space. 

The project provides online access to significant federal and 
regional events, as well as the preservation and promotion of 
national cultural traditions. Thus, conditions are being 
created for access to the cultural product "Petersburg 
Concert" in an online format, outside the concert hall of the 
Catherine's Assembly, and in other regions of the Russian 
Federation. 

Within the framework of the non-commercial project 
"Virtual Concert Hall", within the framework of the national 
project "Culture" and the federal project "Digital Culture", 
the following was implemented: 

- 150 hours of the highest quality media content: 
symphonic classics, jazz, folklore, variety art, 
theater, crossover, operetta, modern dance, 

- 80 broadcasts on online video platforms popular in 
Russia with free and unlimited access, 

- about 100,000 views of Virtual Concert Hall events. 

To promote the cultural product "Petersburg-Concert" in 
the digital environment, on the basis of the establishment of 
the "Virtual Concert Hall" (VKZ) project, within the 
framework of the national project "Culture" and the federal 
project "Digital Culture", the media center "Petersburg 
Concert" was created. Its goal is to create digital cultural 
content based on the Petersburg Concert repertoire, increase 
the overall level of accessibility of cultural goods to a wide 
audience of viewers, improve the quality of the digital 
cultural product, and promote the Petersburg Concert brand 
in the digital space through online broadcasts of cultural 
events, creating special digital projects. 

As part of the strategic program for the development of 
this area, developed by Petersburg Concert for 2021–2022, 
all the technical capabilities for creating a digital product of 
the highest quality and level of complexity are provided in a 
fairly short period of time; uninterrupted and almost daily 
work has been established to ensure broadcasts from the 
stage of the "Petersburg Concert" to the most remote corners 
of Russia and media support for the theatrical and concert 
repertoire - symphonic, pop, jazz musical sets with the 
participation of virtuoso performers, both Russian and 
foreign, from all over world, special children's programs, 
master classes and educational projects.  

Another project demonstrating the digital capabilities of 
maintaining an already well-known brand of the city, which 
has the slogan formula “St. Petersburg is the cultural capital”, 
was implemented by the A'REAL production studio. This is 
the Sonorum Scientia Musical VR Channel project using, as 
the name of the project implies, VR and AR technologies. 
The Sonorum Scientia channel team implements new digital 
technologies, connecting digital and creativity, striving to 
give a new vector of development to traditional art forms. 
This channel creates a VR library of unique VR concert 
recordings and musical excursions with spatial sound. 
Ambisonics technology creates a surround sound field that, 
unlike traditional immersive sound formats, is not tied to 
channels, but uses an encoded set of several audio signals 
that allow you to place sound sources in any position in the 
sound field, allowing you to experience the effect of 
complete visual and acoustic immersion in the event. 

Today, IT giants create and bring to the world market 
virtual and augmented reality devices that require new 
content. Virtualization is a trend that is rapidly changing the 
media space. The Sonorum Scientia channel is one of the few 
creators of high-quality audiovisual works made in the VR + 
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Ambisonics technique. The channel's specialists develop and 
apply new tools and techniques to create an immersive 
virtual space that come to various genres of journalism (VR 
reports on the example of VR live releases performances), in 
documentaries (Sonorum Scientia in LOCO), in theater and 
in many other areas, and thus create a new communication 
space that is quite easy to apply in the process of building a 
geobrand. 

The channel drew attention to a number of exclusive 
events in the cultural life of the city, for example, the tour of 
the Spanish mime Carlo Mo, the work of a number of ethnic 
groups of the EurAsEC. In the presentation of the excursion 
material of the VR-excursion, immersion in the context of the 
audiovisual space of iconic cultural objects was used: a tour 
of the carillon of the Peter and Paul Fortress, a tour of the 
organs of St. them. D.D. Shostakovich. Together with the 
Lutheran Church of Saints Peter and Paul (Petrikirche), a 
unique immersive VR tour "Angels of Petrikirche" was 
created. Canal resident musicians, Petrikirche guides and the 
Sonorum Scientia film crew have developed an immersive 
route that includes climbing the East Clock Tower via a 
spiral staircase to live music performed by baroque musicians 
on ancient instruments.  

The creation of VR versions of music and theater 
festivals has become a good tradition when a cross-section of 
the brightest premieres of the year in various fields of culture 
was proposed - the international festival of world premieres 
in the field of new music reMusik.org; festival 
"VolkovManifest"; jazz festival "Brodsky DRIVE"; theatrical 
festival of non-state theaters "Christmas Parade"; 
international theater festival "Rainbow", organized by the 
Youth Theater named after. A. A. Bryantseva; Festival 
"Another Theater"; international festival of modern dance 
"Open Look", festival of street theaters on Yelagin Island.  

An interesting project of Sonorum Scientia together with 
the St. Petersburg Scientific Center of the Russian Academy 
of Sciences - "Music of the Pulkovo Meridian". In the 
Meridian Hall of the Pulkovo Observatory, professional 
musical groups performed works by famous composers and 
young authors. This project is aimed at maintaining the 
image of science in St. Petersburg as a versatile phenomenon, 
not limited exclusively by academic scientific frameworks. 
Five unique performances of magnificent musical groups of 
different genres were recorded. Links to the releases of the 
project, in addition to the channel page, were posted on 
various academic resources, which allowed employees of 
academic institutions to get acquainted with the work of new 
performers, and musicians to expand their audience.  

IV. CONCLUSION 

Digital technologies imply a set of communication tools 
for promoting products and services using digital channels to 
reach a potential target audience on a large scale. Such 
technologies can be a key direction in the development of the 
cultural and entertainment segment of tourist destinations. 
They contribute to the planning of an individual trip, the 
formation of a comfortable tourist environment and the 
popularity of the segment in the market [24: 227] and, more 
broadly, to tourists, branding and PR specialists, the 
formation of a new image of the country to attract new 
business. 

As M.G. Shilin, in the development of geo-branding, "the 
latest theoretical works fix the demand for a communication 
component: the territory today is considered not only as a 

geographical, economic, political, social, but also as an 
emotional space" [25]. 

Digital technologies allow using video images of various 
formats to control emotions, desires, possible behavioral 
reactions of content consumers, and in this their effectiveness 
is quite high [26]. This is evidenced by the presented 
examples of implemented projects in the North-West region, 
in particular, the online project Information resource 
"Petersburg - the cradle of Russian gas". When using online 
branding models, it is necessary to take into account the 
digital literacy of the population. 

Returning to the concepts of an attractor and a 
geobranding model, it seems important to note the following: 
digital technologies can significantly expand the repertoire of 
territorial attractors, actively involving the phenomena of the 
spiritual (non-materialized) sphere, revealing more deeply 
the possibilities of the “old”, well-known attractors. 
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Abstract—Regional media in Belarus, fighting for the 

audience's attention, are solving the issue of multiplatform 

distribution of content. Global platforms radically changed the 

strategies of content production and distribution and as well as 

audience engagement. Using the example of Telegram channels 

of 10 Belarusian regional newspapers with high subscriber 

numbers, we traced the dynamics of audience engagement 

strategies in the practice of local media on five quantitative and 

qualitative parameters. We surveyed 22 editors-in-chief of 

news organizations in 6 regions of Belarus and checked their 

Telegram accounts using a mixed approach. An opinion is 

expressed about the importance of building communication 

with the audience in the digital environment. According to the 

data obtained, the greatest involvement is caused by materials 

with an emotional component. The results of the study showed 

the increasing role of video content in attracting the audience. 
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I. INTRODUCTION 

Modern digital journalism "has become intertwined with 
the ecosystem of platforms, as news companies distribute 
their news through these channels in an effort to capture the 
audience's attention" [1, с. 568]. The most important 
channels for receiving news are messengers. Unlike social 
networks, in messengers all posts go out in chronological 
order, hence they are seen by all subscribers who flip through 
the feed. News consumption is now integrated into broader 
patterns of communication on social platforms, hence 
"audience attention is a very desirable and increasingly 
scarce commodity" [2, с. 518]. 

According to a survey conducted by the Baltic Internet 
Policy Initiative in October 2002, Telegram is the most 
popular messenger in Belarus for receiving news and 
necessary information (73 %). During the study, respondents 
were asked: "What messengers do you usually use to get 
news and necessary information? The top three most popular 
were Viber (65,8 %) and WhatsApp (31,9 %). In terms of 
gender, Telegram in Belarus is more popular among men, 
while Viber and WhatsUpp are more popular among women. 
Next in the ranking are Facebook Messenger, Skype, Google 
Hangouts, and the rating is closed by the previously popular 
messenger ICQ, which was mentioned by only 1% of 
respondents [3]. 

Telegram, created by Pavel Durov in 2013, has now 
become both a platform for communication and a significant 
source of information. It is a completely separate platform 
that cannot be put on the same level as other social networks 
and messengers. Public channels are a key feature of 
Telegram. They allow sharing content with an unlimited 
audience and are gaining popularity every year against the 
backdrop of the new economy of attention, which has 

become the cornerstone of engagement in the digital 
environment [4, 5]. Without a doubt, the messenger 
Telegram continues to gain popularity and remains one of the 
main platforms for media. 

According to the "News and Media" directory of 
Telegram channels and chats, there are more than 1000 
channels in this category in the Belarusian segment of the 
messenger. Viber channels also continue gaining popularity 
in Belarus. Statistics show that the number of Viber channels 
in Belarus increased by more than 15 % in 2022. Popular 
channels in Belarus have tens and hundreds of thousands of 
subscribers, for whom it is important to receive interesting 
and relevant content on topics that interest them. As for 
WhatsApp, this messenger is used mainly for personal and 
business correspondence. 

Today, with more than 86,9 % of the country's population 
connected to the Internet, the media strive to implement 
digital technologies in their work. The aim of the article is to 
theoretically and experimentally substantiate and assess the 
degree of influence of messengers on the development of the 
regional media space of the Republic of Belarus. More and 
more users get news through social networks instead of 
buying a newspaper or visiting media websites. This makes 
scholars worry about the future of the media. Nevertheless, 
"the current digitized and fragmented environment can also 
be seen as an opportunity for news media to innovate in ways 
that make them more useful to users" [6, p. 182]. 

II. METHOD AND DATA 

The design of this research was based on a systematic 
review of the literature, which has resulted in the main 
contributions to the state of the issue [7, 8, 9]. First, the direct 
observation technique was chosen as the scientific method 
strategy. Second, we used analysis from tgstat.com, which is 
the largest analytics service for more than 1,2 million 
Telegram channels and chats, tracking more than 25 million 
new messages daily. The observation period is from January 
to February 2023. The research unit of analysis, which was 
the object of the study, consisted of 10 channels in the 
Telegram messenger of regional media in Belarus, as well as 
their current behavior and attributes in this application. 

In addition, the methodology of expert interviews, 
statistical analysis, secondary data analysis, and media 
research was used. The results of a sociological survey, in 
which 22 chief editors of state regional media from the Brest, 
Vitebsk, Gomel, Grodno, Mogilev and Minsk regions were 
interviewed on a wide range of topics: their views on the 
mission and tasks of journalists in the digital environment, 
the impact of new technologies on the journalistic profession, 
the need for state regulation of digital platforms and on other 
topical issues. 
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III. RESULTS 

The strategy for the development of regional media in the 
Republic of Belarus is one of the burning questions, the 
answer to which the state administration, media researchers 
and the editors themselves are looking for today. An analysis 
of the literature shows that the present requires an active 
digitalization of the media, the creation of convergent 
editorial offices and active work on the distribution of 
content on different digital platforms [10, 11, 12]. In this 
context, an important task for editorial offices may be to 
build a closer relationship with the audience and increase its 
involvement. 

There are 136 state regional print media registered in the 
Republic of Belarus, of which 118 are district, 9 are regional 
and 9 are municipal. In the last few years the landscape of 
regional media has changed significantly. Major players on 
the regional information market have appeared in Belarus, 
such as the news agency "Mogilevskie Vedomosti" (2018); 
the news agency "Minskaya Pravda" (2020), created on the 
platform of the regional holding "Minskaya Pravda" (2017), 
which included the editorial office of the Minsk regional 
newspaper and three district editorial offices. A regional 
media holding "LidaMediaCompany" (2022) was created in 
Hrodna Region, which unites the editorial offices of the Lida 
district newspaper, two FM radio stations, and a city TV 
channel. 

Every media outlet has its own website, as well as 
accounts in several social networks and messengers. In an 
effort to maintain and increase their readership, the vast 
majority of editorial offices in the last few years are 
mastering Telegram for content distribution [13]. The 
strategies of interaction of regional media with the audience 
in the messenger are of research interest in order to 
generalize best practices and implement them in the practice 
of publications. 

Today, Telegram messenger has become one of the 
popular platforms used in media practice in Belarus, 
surpassing Viber, which is more in demand in interpersonal 
communication of Belarusians. The number of media 
channels in Telegram is much higher than in Viber. 
Smartpress.by is the leader among Belarusian media in terms 
of Viber subscribers in 2023 (over 160,000). The "News" 
catalog features 7 more channels of Belarusian publications. 
Among them are several city channels ("BrestCity. Brest 
News", "Online Brest - News", "NewGrodno News"), which 
have several tens of thousands of subscribers. However, the 
functionality of Viber channels is significantly inferior to 
Telegram channels. Other messengers have too small an 
audience to take them seriously (TamTam, ICQ). 

The indicators of the audience engagement of the 
analyzed Telegram channels of 10 Belarusian regional state 
media are presented in Table 1. The Telegram channel 
"BEREZA.BY" (editorial office of the Bereza district 
newspaper "Mayak") has the highest number of subscribers 
(7347), the regional news agency "Mogilevskie Vedomosti" 
(5246) and the news agency "Minskaya Pravda" (4458). 

The number of subscribers is an important metric, but not 
the only one and certainly not the most important one. Much 
more important are the average number of views per post and 
the viewers/subscribers ratio (ERR). The editorial board 
should be primarily concerned with increasing the number of 
views. After all, thanks to high views (rather than the 
nominal number of subscribers), it can get further 

conversions: traffic to the site, conversions, sales of services, 
etc. 

The highest engagement rating (average reach of one post 
divided by the number of the channel's subscribers and 
multiplied by 100) is for the "BEREZA.BY" (54,1 %), 
"Baranovichi - Nash kraj" (37,8 %), Telegram-channel 
"Novosti Belynichej" of the district newspaper "Zara nad 
Druttsyu" (37 %) and "LidaMediaCompany" editorial 
channel - "Lida News | LIDANEWS" (36 %). This indicator 
reflects the degree of demand for the content from the 
audience and is directly related to its interest in the published 
materials. 

TABLE. I. ENGAGEMENT OF THE AUDIENCE OF THE LARGEST 

BELARUSIAN REGIONAL MEDIA TELEGRAM CHANNELS, 
FEBRUARY 2023 

The highest citation index (it is calculated based on the 
analysis of all mentions of the channel, including reposts and 
mentions of publications of the channel, in other Telegram 
channels) have the Telegram channels of "Minskaya Pravda 
news agency" (208,3), the regional newspaper 
"Hrodzenskaya Pravda" (48) and the regional news agency 
"Mogilevskie Vedomosti" (38). There is no need to explain 
the high positions of the news agencies in terms of citations. 
The high quotation index of the Telegram channel of the 
Grodno regional newspaper is explained by its leading 
position within the Innovative media cluster of the Grodno 
region. 

The analysis of the qualitative characteristics of Telegram 
channels was based on the study of the nature of the content, 
its types, as well as ways of interactive interaction with the 
audience (Table 2). The analysis according to the highlighted 
criteria showed the following features. 

Two different editorial approaches to publishing news 
content have been identified. Some newsrooms, aiming to 
create a community, provide a summary of the news, 
highlighting the most important things and supplementing it 
with photo illustrations or infographics, without referring to 
the newsroom's website. This is the approach taken by the 
Telegram channel "BEREZA.BY" (only 10 percent of 
publications make reference to the editorial site), "Minskaya 
Pravda -MLYN.by" (15 percent) and "Baranovichi - Nash 
kraj" (12 percent). In the Telegram channels of other editorial 
boards, a significant part of the publications contain 
references to the site of the editorial board, stimulating traffic 

Channel name Address Number 

of 

subscri

bers 

Engage-

ment, 

% 

Cita-

tion 

Index 

BEREZA.BY @berezaby 7347 54,1 13,0 

MOGILEVNE

WS 

@mogilevnews

by 

5246 22 38 

Minskaya 

Pravda|MLYN.

by 

@mlynby 4458 16,7 208,3 

Baranovichi - 

Nash kraj 

@nashkraj 3398 37,8 23,0 

Vitebskie vesti @vitvesti.by 3744 23 25 

Grodnenskaya 

pravda. Online 

@grodnonewsb

y 

3072 23,7 48 

Pravda Gomel @pravdagomel 2068 31 17 

Gomelskie 

vedomosti 

@newsgomel 1600 31 14 

Novosti 

Belynichej 

@belynichinew

s 

1485 37 12,2 

Novosti Lidy | 

LIDANEWS 

@lidanewsby 1406 36 8,1 
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to the editorial board or to the sites of the partners: 
"Grodnenskaya Pravda. Online" (more than 90 % of the 
content contains a hyperlink), "Gomelskie Vedomosti" (75 
%) and "Novosti Belynichej" (70 %). In addition, the study 
found that 6 out of 10 editors regularly publish digests for a 
day or a week. 

As for the multimedia content, it can be noted that 
absolutely all the editors use photos or other illustrative 
content when placing the publications. The analyzed 
channels recorded regular publications based on photo 
content: 3-5-7-9 photos in combination with a brief 
explanation are published. Such publications, supplemented 
with a hyperlink to the website, constitute the absolute 
majority of publications in the Telegram channel "Gomelskie 
Vedomosti", and the Telegram channel Baranovichi - Our 
Edge announces photo reports on the editorial website in this 
way. Video content is also used by all newsrooms, and the 
Telegram channel "MOGILEVNEWS" builds its news feed 
based on video content, which distinguishes it from all other 
channels analyzed. 

Another difference can be seen in the content strategies of 
editorial offices. Some newsrooms actively communicate 
with the audience by posting engaging content: greetings, 
congratulations, appeals, and invitations. Telegram channel 
"Novosti Lidy | LIDANEWS" is particularly active in this 
regard: the morning on the channel begins with a warm 
greeting (Good morning! May the whole week be productive, 
rich, fruitful, lucky and successful!); the editors conduct 
surveys in which they try to get to know their readers better: 
When would you like to know the weather forecast? and then 
give feedback. The editorial board may address the audience, 
inviting them to participate in contests, campaigns, and 
meetings: Lidcians, let's prove to everyone that the Christmas 
tree in Lida is the best in the region! There are only hours left 
until the voting in the Christmas tree contest "Whose 
Christmas tree is prettier" closes. 

TABLE. II. QUALITY CHARACTERISTICS OF TELEGRAM 

CHANNEL CONTENT OF THE LARGEST BELARUSIAN REGIONAL 

MEDIA CHANNELS, JANUARY-FEBRUARY 2023 * 

Channel 

name 

Breaking 

News 

Site 

Links 

Multimedia 

content 

Engaging 

and 

interactive 

content 

Entertain

ment 

BEREZA.BY ++ + + + ++ 

MOGILEVN

EWS 

- ++ ++ - + 

Minskaya 

Pravda|MLY

N.by 

+ + + - + 

Baranovichi - 

Nash kraj 

+ + + ++ ++ 

Vitebskie 

vesti 

- ++ + + + 

Grodnenskay

a pravda. 

Online 

+ +++ + + + 

Pravda 

Gomel 

- + ++ ++ + 

Gomelskie 

vedomosti 

- +++ ++ + + 

Novosti 

Belynichej 

- +++ + ++ + 

Novosti Lidy 

| LIDANEWS 

++ + ++ +++ + 

* Conditional symbols in the table: - not used, + used 
regularly, ++ used actively, +++ used intensively. 

The analysis of the material revealed a whole list of 
interactive tools that editors use in communication with the 
audience: comments, reactions to publications, chatbots, 
hashtags, polls, different types of hyperlinks, mentioning 
other Telegram channels. It should be noted that editors have 
different approaches to the issue of using interactive content. 
Only three Telegram-channels out of 10 analyzed 
("BEREZA.BY", "MOGILEVNEWS", and "Grodnenskaya 
pravda. Online") do not use reactions under their 
publications. At the same time, the list of negative reactions 
in all Telegram channels was limited or excluded altogether. 

The analysis showed that some editorial boards use 
hashtags to navigate the channel and make it easier to find 
information. For example, the Telegram channel 
"Grodnenskaya Pravda. Online", thematic hashtags are 
placed under each publication (#border #transport under the 
news about the State Border Committee: a cluster of trucks 
and cars is fixed in front of three checkpoints; #sport 
#hockey under the news about Neman hockey players won 
their sixth match in the Belarusian Extra League); "Pravda 
Gomel" marks certain regular columns (#pravdayumor, 
#pravdakrasivo, #dayzadnem) with hashtags. 

Comments to the publications are open in the Telegram 
channels "Minskaya Pravda|MLYN.by", "Vitebskie vesti", 
"Novosti Belynichej". However, with few exceptions, readers 
do not use the opportunity provided. It should be noted that 
the subscribers of the Telegram channel "Minskaya 
Pravda|MLYN.by" are relatively active in their comments: 
more than two dozen comments were recorded under some 
problematic publications. However, such examples are rather 
an exception to the general practice. 

It was found that 5 out of 10 analyzed editorial boards 
used a chat-bot in Telegram: "BEREZA.BY", 
"MOGILEVNEWS", "Minskaya Pravda|MLYN.by", 
"Vitebskie vesti", "Novosti Lidy | LIDANEWS". This 
interactive tool is used for feedback (responding to comments 
in the chat, answering questions in personal messages) and 
allows to automate communication and preserve anonymity. 

Focusing on a modern, pragmatic audience, the editorial 
offices of regional media strive to publish useful and 
entertaining content: weather forecasts, currency exchange 
rates, announcements of events, name days, horoscopes for 
the day or the week, calendars of events. For example, the 
Telegram channel "BEREZA.BY" traditionally starts its 
morning with a greeting to the audience and a reminder of 
what event the current day is marked in the calendar (Good 
morning! Today is International Lifeguard Day. Have a good 
day and a sunny day!). On Fridays there is a movie schedule 
at the local cinema, on weekdays there are announcements of 
events in the area. Closer to the middle of the day, currency 
exchange rates are published. Such a set of useful 
information is published daily. 

The SMM editorial board of "BEREZA.BY" says that the 
content for the channel is prepared separately. On average, 
six to ten posts a day are published. It is important to publish 
interesting content, not to overload subscribers with 
information and not to distract them with notifications. 
Alexander Kragel, editor-in-chief of the newspaper, is 
actively involved in content creation. Other journalists are 
more focused on the newspaper. Today, simply publishing 
interesting content is not enough; it has to be attractively 
designed. Content formats such as posts with photos, 
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headlines, and digests help in this regard. The newspaper 
Mayak also helps with promotion. The editorial board 
constantly monitors the statistics of our channel. We study 
what people react to, what they like, and we engage in active 
dialogue. These factors explain the largest number of 
subscribers to "BEREZA.BY" among all regional 
publications in the country. 

The Telegram channel "Pravda Gomel" demonstrates a 
somewhat different nature of communication with the 
audience: jokes in the #pravdaYumor column appear 
regularly throughout the day in the feed (How do you know 
if the cheese with mold has gone bad? It's not at all 
coincidental that there are 28 days in February. Everyone's 
really looking forward to spring), winged expressions in the 
#pravdauramor rubric. Each day begins with a friendly 
greeting in the Telegram channels "Novosti Belynichej" 
(Good morning, friends! Let Tuesday begin with a positive 
mood for you. Good luck to you in the new day! and 
"Gomelskie vedomosti" (Good morning, I wish you a 
positive mood). Others in the analyzed list of editors choose 
a more restrained tone of communication with the audience, 
giving preference to emoji. 

As a result, we can distinguish several strategies of 
interaction between Belarusian regional media with the 
audience in messengers. The first strategy involves using 
Telegram as a link feed to the publication's website. This 
strategy is followed by the editors of "MOGILEVNEWS", 
"Vitebskie vesti", "Grodnenskaya pravda. Online" and 
"Gomelskie vedomosti". The primary platform for content 
distribution is the website, and Telegram is only a tool to 
promote the main platform. As a consequence, we can call a 
weak degree of interactive interaction. As a rule, such 
channels have a high citation index, but medium or low 
engagement rating. 

The second strategy is the regional community. In our 
sample, it is characteristic of the editorial boards of 
"Baranovichi - Nash Krai", "Pravda Gomel", "Novosti 
Belynichej", and "Novosti Lidy | LIDANEWS". In this case, 
the media view Telegram as a separate platform, as a full-
fledged media. Separate content is created for Telegram. 
Journalistic materials are published on the messenger in an 
adapted form. Editorial offices strive to get closer to the 
audience, paying great attention to the creation of multimedia 
and interactive content. As a result - average or high 
engagement rating, low citation index. 

The third strategy is a mixed type; it is more 
characteristic of regional editors who accumulate a 
significant audience in their Telegram channels. Examples 
include "BEREZA.BY" (7347 subscribers) and "Minskaya 
Pravda|MLYN.by" (4,458 subscribers). "BEREZA.BY" has 
the highest engagement rating (54.1%) and a low citation 
index (13). Conversely, "Minskaya Pravda|MLYN.by" has 
the highest citation rate in our sample (208.3), but at the 
same time the lowest engagement rating (16.7%). We can 
evaluate this strategy as experimental. 

In order to validate our results, we additionally 
administered a questionnaire to 22 editors-in-chief of 
Belarusian regional state-owned media. The questionnaire 
included about 30 closed and open-ended questions. 
According to the majority of respondents, the emergence of 
global digital platforms (social networks, messengers) has 
had a significant impact on the production and distribution of 
news in the digital environment, as well as on the 
development and future of traditional media. Experts 
consider the most promising strategy for working in digital 

environments to be increasing their presence on platforms, 
distributing content through them, and placing unique 
materials on them (86,4 %). A desire to reduce dependence 
on platforms that are not the property of editors, was 
expressed by only 9,1 % of respondents, and 4,5 % noted the 
priority of the site for the distribution of content. According 
to the research participants, the most effective platforms for 
distribution of journalistic content are Instagram, Telegram 
and "VKontakte" (Table 3). 

TABLE. III. RESULTS OF THE ANSWER TO THE QUESTION 

"WHICH DIGITAL PLATFORMS ARE MOST EFFECTIVE FOR 

DISTRIBUTION OF JOURNALISTIC CONTENT BY YOUR 

NEWSROOM?" (N = 22) 

Respondents also noted that audiences tend to use social 
media without following links outside of it. Therefore, many 
newsrooms tend to go out of their way to reach audiences 
rather than trying to attract them to the site. In addition, it 
was noted that it hardly makes sense to chase the coverage of 
as many social networks as possible and spend time on 
maintaining Facebook and Twitter communities that show 
insufficient engagement. 

If we talk about the formats of interaction with the 
audience, we can note the fact that the editors-in-chief of the 
Belarusian regional state-owned media understand the 
importance of the readers' attention being the main value for 
them. When answering open-ended questions, experts noted 
that in Telegram and Viber messengers, editors try to address 
users using language that is informal and friendly, or using 
multimedia content such as videos, emoji, emoticons, etc. 

Notably, when asked about the negative impact of digital 
platforms on journalism, 63,6 % of editors-in-chief of 
Belarusian regional newspapers considered state regulation 
of digital platforms (recognition of them as extremist 
organizations, prohibition of their activities in the country, 
etc.) to be absolutely justified. Respondents also expressed 
the opinion that the power over the Internet today is 
concentrated in the hands of a relatively small number of 
global technological giants that do not themselves produce 
original news content. At the same time, the main interests of 
these platforms are to distribute journalist-produced content 
and make money from it by selling advertising. 

Experts also stated that new technologies bring numerous 
negative consequences, not the best for the quality and 
objectivity of journalism. Experts singled out fake news, the 
publication of unreliable information on social networks, and 
the lack of sustainable business models in the digital 
environment as serious challenges for journalism. The 
dependence on algorithms of platforms, as well as the theft of 
content, the need to protect copyrights, which in general can 
have a negative impact on reputational management, were of 
great concern to regional media managers [14]. This thesis is 
consistent with the results of foreign scientific studies, which 
state that "The largest digital intermediaries not only have 
literally billions of users across the world but also account for 

Platform Number 

of respondents, % 

Instagram 77,3 

Telegram 45,5 

VKontakte 45,5 

YouTube 27,3 

TikTok 22,7 

Odnoklassniki 22,7 

Viber 4,5 

Facebook 4,5 
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a large part of the time people spend with digital media, and 
are integral to more and more of the things we do online" 
[15, p. 1601]. 

The conducted survey confirmed the fact that the 
requirements for professional skills and competencies of a 
journalist have increased significantly. As it was found in the 
course of the study, the modern journalist performs a huge 
number of duties in preparing content, its placement, 
promotion on various media platforms. The experts 
interviewed named video and small texts as the most 
effective types of content for distributing journalistic 
materials on messengers (Table 4). 

TABLE. IV. RESULTS OF THE ANSWER TO THE QUESTION "WHAT 

TYPES OF CONTENT ARE MOST EFFECTIVE FOR DISTRIBUTING 

JOURNALISTIC CONTENT ON MESSENGERS?" (N = 22) 

 

During the interview, the editors-in-chief pointed out that 
five or seven years ago, the website of an online publication 
was perceived only as an "online mirror" of the print version, 
and platforms such as Telegram, Viber, and others were not 
taken seriously. Today, digitalization has led to a radical 
change in journalism. Models of media consumption have 
changed, new positions have appeared in editorial offices, 
and media content has become significantly different from 
the works of journalism of the 20th century. The main value 
of the media in the digital environment, as in the old days, 
was and will be its audience. 

IV. CONCLUSION 

The results of the study were as follows. Since the 
website is no longer the main platform, many Belarusian 
regional media are switching to multi-platform content 
distribution, successfully building up their presence on 
Telegram. It is no longer the audience going to the media, as 
it used to be, but the media seeking their attention on 
platforms controlled by global digital corporations. 

Guided by the theory of "attention economics," the media 
seek to find new formats for interacting with audiences by 
producing and offering them journalistic content that is 
innovative and adapted to their needs. In this context, we can 
refer to the creation of relevant and engaging content, the 
stable attraction of subscribers, and obtaining high coverage 
and quotability as the most important components of an 
editorial team's digital strategy in messengers. 

Among the limiting factors should be noted the search 
nature of the study, its focus on the analysis of statistical data 
and the choice of only regional media of the Republic of 
Belarus. We see the prospects for this study in a comparative 
analysis of new trends and innovations caused by the wide 

spread of messengers and their impact on journalistic practice 
in both national and international contexts. 
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Type of content Number 

of respondents, % 

Video 63,6 

Small texts 63,6 

Photos 40,9 

Stories 40,9 

Site links 22,7 

News digests 18,2 

Reposts from other channels 0,00 
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Abstract — The communicative settings of the 

representatives of three generations, who are active 

participants in communicative interactions in the professional 

environment of modern society, are investigated. The authors 

focus on finding the differences between the self-presentation 

strategies of the mentioned groups. The empirical basis was the 

questionnaire survey of respondents, selected by quota 

sampling. The conclusions of the study can be used by a wide 

range of readers in the practice of business communication, as 

well as by teachers in improving approaches to practical 

lessons with students studying in the modern university 

communication disciplines aimed at the formation of soft skills. 
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I. INTRODUCTION 

In modern conditions self-presentation skills not only 
determine the success of communication, but are an 
important means of achieving a high social position, 
promotion in the professional sphere, determine the number 
and duration of social contacts. Representatives of different 
social generations, most actively interacting in the modern 
professional environment, are prone to the manifestation of 
communication attitudes specific to their group. Colliding 
with each other against the background of the digitalization 
of society, these attitudes form a unique specificity of social 
communications in the modern professional environment. 

The aim of the study is to identify and describe the 
typical self-presentation strategies of representatives of the 
three generations, who are the most active participants of 
professional communications in present time. 

We formulated the following research hypotheses: 

• Each generation, as a set of individuals who hold 
specific values, has its own repertoire of the most 
frequently practiced patterns of communicative 
behavior; 

• Representatives of “Generation X” and “Generation 
Y” are more inclined to monitoring of self, as well as 
to supportive style of communicative behavior, rather 
than “Generation Z”; 

• The proliferation of digital communications in 
modern society and related transformations in social 
values have a similar (independent of generational 
affiliation) effect on the ways in which individuals 
represent themselves during social interactions. 

II. METHODOLOGICAL FRAMEWORK 

The methodological framework of the study consisted of: 
Theory of Social Dramaturgy (E. Goffman); Concept of 
Impression Management (E.Jones, Т. S. Pittman), Theory of 
Generations (W. Strauss, N. Howe). 

For the first time the phenomenon of self-presentation 
was most fully described by the American sociologist E. 
Goffman [See: 1]. He argued that social behavior involves 
one person's attempt to influence another person's perception 
of him or her. Goffman referred to created social identities, 
public images of oneself, as “faces”, and he viewed all 
interpersonal interactions (contacts, meetings, social events) 
as common work by the participants together to maintain a 
face. Thus, a face, according to Hoffmann, is a particular 
image chosen at a given moment by an individual with 
noticing socially accepted traditions, norms and values for 
interactions with others. One person can choose a face from a 
variety of options in a particular conversation. This choice 
may be more or less conscious [2], but in any case it becomes 
clear that self-presentation is a process that constantly 
accompanies communication.  

One of the conditions for conscious presentation of self is 
self-monitoring - the ability to see oneself in a conversation 
from the outside, through the eyes of others, and to regulate 
one's actions on this basis. It includes, among other things, 
the skills of selecting the "right" reaction in a difficult 
communicative situation as opposed to reacting 
spontaneously (for example, when the interlocutor is the 
object of accusation); thinking ahead about conversations, 
understanding the consequences of what is said.   

Goffmann also emphasizes that every person, group, 
community, and culture has its own repertoire of typically 
played out faces. It is possible to assume that groups of 
different generations are no exception. 

American psychologists E. Jones and T. S. Pittman [3] 
created the concept of Impression Management, which 
revealed the dependence of the choice of self-presentation 
strategy on the motives of a person. It was found that the 
need for approval, the motive of power and the desire for 
superiority, the need for respect and attention underlie the 
desire to present oneself favorably to society. Based on these 
motives, scientists proposed the following classification of 
self-presentation strategies: Ingratiation, Self-promotion, 
Intimidation, Exemplification, Supplication. 

The tactic of ingratiation implies a benevolent, soft 
attitude toward the interlocutor. It is an attempt to present 
oneself as attractive in the eyes of others. Those who follow 
this strategy agree, praise, support, compliment, and offer 
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favors. According to the authors of the concept, the one who 
tries to be liked must hide the real purpose of his activity or 
he will achieve the opposite effect. The result of this strategy 
will be the “power of charm”.  

The goal of self-promotion is not to try to be liked, but to 
look competent, to gain respect from others. The most 
effective way of self-promotion is to demonstrate one's 
knowledge and skills. By implementing this strategy, a 
person achieves the “power of an expert”. 

The intimidation strategist seeks to create an impression 
of himself as strong. He will try to convince those around 
him that he is to be feared, he can strike if necessary. The 
result of this strategy will be “power of fear”.  

He who chooses the strategy of exemplification pursues 
the goal of establishing a reputation as a worthy person. To 
do this, he must convince those around him that he can serve 
as a role model. He also demonstrates moral qualities worthy 
of emulation - honesty, decency. As a result, the person 
receives the “power of a mentor”.  

Supplication tactics involve a demonstration of weakness, 
helplessness, and dependence, which leads to a gain of 
“compassionate power”. By demonstrating his inadequacy, 
the speaker relies on social norms that presuppose helping 
those in need. 

Let us consider Strauss and Howe's Generational Theory 
[4] as another component of methodological basis of our 
research. According to this theory social generations are a set 
of people born once in a twenty-year period and possessing 
three common criteria: age position in history, common 
beliefs and behavior patterns, and feeling of belonging to a 
given generation. The result of the research of the authors of 
the theory was the allocation of several generations. The 
most active participants of social communications in 
professional environment today are representatives of 
generations X, Y and Z. 

Generation X, born between 1965 and 1980, has a 
number of characteristic features: reliance on life experience, 
willingness to change, and self-reliance. It is a generation of 
individualists who value freedom of choice, they are also 
pragmatic. Their desire for profit and gain is higher than the 
desire to benefit their society and the state.  

Generation Y (“Millennials”) has birth years 1981 - 1996. 
Representatives of this generation tend to make instant 
decisions and are less influenced by authoritarianism. They 
are characterized by rapid consumption and achievement of 
necessary goals, infantilism and a predilection for playful 
forms of presentation of media reality, inability to critically 
comprehend and perceive a large amount of complex 
information, adherence to the visual format [5].  

The value system of Generation Z (born between 1997 
and 2012) is in its formative stages, so it is quite difficult to 
unambiguously formulate the characteristic features of its 
representatives. Some scientists, nevertheless, offer their own 
versions. According to A.B. Kulakova [6], they are fast 
learnability and fast information processing, representatives 
of this generation can instantly switch from one type of 
activity to another, and act in multitasking conditions. The 
clip thinking is also highlighted. Such categories as education 
and professionalism are of instrumental value for Generation 
Z, but the profession itself does not arouse interest and is 
seen as a resource for achieving success in the future. These 
characteristics allowed us to assume that members of 
Generation Z think less about how they look from the outside 

in communication, and are more inclined to egocentric 
communication than supportive. 

III. RESEARCH RESULTS 

Fifty respondents took part in the research by 
questionnaire. When selecting respondents, we somewhat 
narrowed the age range of the generations in order to more 
clearly trace the differences between the communicative 
settings of their representatives. All three generations were 
represented among the respondents in roughly equal 
proportions: 32% of the respondents were from Generation X 
(age 50 - 60), 30% from Generation Y (28 - 40), and 38% 
from Generation Z (18 - 23). 

The first question, “Do you often think about how much 
the other person will like your words or actions during the 
conversation?” was asked to test differences in the level of 
self-monitoring in the subjective view of respondents. The 
cumulative response across all generations showed 
respondents rating their level of self-monitoring as high (58% 
saying "yes" or "rather yes" and another 34% saying 
"occasionally"). There are no significant deviations from the 
general statistics in the context of generations for this 
indicator. Two details, however, are noteworthy. First: 25% 
representatives of generation X give a definitively positive 
answer here, versus 13% and 11% for generations Y and Z, 
respectively. This suggests they are more inclined to be 
oriented to altercentrism or being other-oriented. Second: 
among representatives of generation Y a higher percentage of 
people (20%) than for other generations say that they rather 
do not think about the reaction of others to themselves. 

By second question we wanted to test whether the 
respondents were inclined to react "spontaneously" in a 
difficult communicative situation, or whether they tended to 
consciously choose a more appropriate response. We asked 
them to evaluate a fictional situation and put themselves in 
the place of the character: "Billy and Johnson are working 
together on a project. Their boss called them in and 
expressed dissatisfaction with the results. Before this 
conversation, both colleagues were confident that they had 
done their part of the job well. When they came out, Billy 
categorically blamed Johnson for everything. What would 
you have done if you were Johnson?" The most common 
answers among all respondents ("Would have asked him why 
he thought that," 56%, and "Would have reacted based on my 
knowledge of Billy's character," 38%) indicate a conscious 
rather than spontaneous reaction, a "braking" of negative 
emotional outbursts (e.g., "Would have blamed Billy back," 
4%). We assume that in the described situation silence or 
showing aggression in response are more spontaneous and 
natural reactions, while thinking through the consequences 
before responding, considering the character of the 
interlocutor, clarifying the problem - reactions that indicate a 
higher communicative competence. Almost complete 
absence of spontaneous reactions is shown by the 
representatives of generation Y, almost all of their responses 
reveal the attitude to think over their remark in a difficult or 
conflict situation. Among generation X the response "I would 
keep silent" is relatively common (19%), and among the 
representatives of generation Z - "I would accuse Billy in 
response" (16%). 

The third question sought to identify preferences among 
the self-presentation strategies suggested by Jones and 
Pittman. We asked respondents to introduce themselves to a 
new workplace and to rank the behavioral models they would 
prefer to use in this case. To make it easier for respondents to 
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match the strategies with their actual possible behaviors, they 
were presented in a less categorical and more positive 
interpretation: "I will be a smiling, charming, positive 
person" (Ingratiation), "I will try to become a role model as 
soon as possible, especially for less experienced colleagues" 
(Exemplification), "I will try to be sincere, including 
demonstrating my weaknesses" (Supplication), "I will try to 
show in full my professional capabilities, level of 
competence" (Self-promotion), "I will show my limits, that I 
cannot be used" (Intimidation). For each strategy, 
respondents had to identify a position from 1 (most likely) to 
5 (least likely). Moreover, more than one strategy could be 
placed on the same level. As a result, the representatives of 
the generations X and Y most often put the strategy 
"Ingratiation" in the first place, which can be interpreted as 
their great focus on building relationships in the team. Within 
generation Z we can talk about the absence of obvious 
patterns in preferences. 

The next question tested the level of readiness for 
empathy, respondents' possession of supportive 
communication skills and readiness to use them, in the 
subjective opinion of the respondents themselves. The 
question was formulated as describing of a case: "Your 
friend/girlfriend emotionally tells you about a 
misunderstanding with a colleague in the team, as if 
complaining. What would be your action?" In general let's 
note a significant number of responses "I will ask more about 
what happened" (36%), "I will try to support him/her" (28%), 
"I will say encouraging words" (12%) and a small number of 
responses "I will try to change the subject" (1%), "I will feel 
uncomfortable and have difficulty choosing a solution" (8%), 
"I will give advice what to do next" (8%) which indicates a 
high degree of setting to empathic communication. No 
significant deviations from this choice were found in any 
generation, so further testing of the propensity of their 
representatives to empathic communication seems to be more 
effective through experiments and observation. The only 
notable detail is that the majority of answers "I'll give 
him/her advice on what to do next" belong to generation X 
(19% of respondents of this generation), which can be 
explained either by the predisposition of this particular 
generation to giving advices to others, or by their great life 
experience. To confirm or refute the latter, it is necessary to 
check whether the propensity to give advice to others grows 
with age, which can be a topic of a special research. 

We were also interested in the influence of digital 
communication channels on the peculiarities of self-
presentation. In order to identify the respondents' attitudes on 
this topic, we asked an open-ended question "What, in your 
opinion, in the realities of modern life, should people learn 
about a person through his page on a social network?" 

The general orientation of the answers of the 
representatives of Generation X is as follows: social 
networks should demonstrate that this person really exists, 
that it is possible to communicate with him or her. 
Representatives of this generation do not perceive social 
networks as a way to tell a lot about themselves. The answer 
of one of the respondents is indicative: people should learn 
from a person's page in the social network "that this person is 
real and no more; the less colleagues know about their 
personal life the better, and if I decide to tell, I will tell by 
myself". 

For Generation Y the most frequent answer is "interests". 
There are also "life orientations," "peculiarities of world 

outlook," and "hobbies. In addition, some formal data about 
the person are listed - place of work, date of birth, education. 

The settings of Generation Z about this question are more 
different and more uncertain. It seems that its representatives 
do not have a unified model of self-presentation in social 
networks. However, we can notice that the respondents talk 
about the benefits of limited information about self in social 
networks, and most likely do not see social networks as a tool 
for self-disclosure (Ex.: "I think that a person does not even 
have to give his real name. You can find out all the necessary 
information from a person in person"). Here we can speak 
about a parallel with Generation X. We suppose that the 
difference in the vision of social networks by generation Y 
against X and Z is due to the fact that representatives of this 
generation were the most active initiators and participants in 
the process of social networks entering into the everyday life 
of Russians, which took place in 2007-2010. And they have 
probably retained from that time the attitude for a fuller 
acceptance of this means of communication, a positive, more 
trusting attitude towards it. 

The final question of the questionnaire, like the first, was 
general in nature. It was open-ended and was phrased as 
follows: "What do you usually do to give people a positive 
impression of yourself?" In the answers we were interested in 
tracing specific tools of self-presentation that the respondent 
had not named before, checking the truthfulness of the 
answers to the previous questions, and determining the 
clarity of respondents attitudes regarding self-presentation. 

The answers to this question reveal more specific 
differences between the attitudes of all three generations than 
the previous ones. For each of the generations there are clear 
accents. For generation X these are: demonstration of 
affability, friendliness, smiling, sincerity in behavior. For 
generation Y: the general tendency is the emphasis not on 
sincerity, but on positive or fully appropriate social role 
behavior regardless of the mood, demonstration of interest, 
even if it is not really there. In other words, this generation 
has a greater tendency to self-monitoring. For generation Z 
the obvious markers are honesty, openness and 
straightforwardness in communication. 

IV. CONCLUSION 

We were able to draw the following conclusions based on 
the results of research: 

1. The assumption that each generation as a set of 
individuals-carriers of special values has its own repertoire of 
the most frequently practiced patterns of communicative 
behavior has been confirmed. 

2. Our empirical study confirms and complements the 
conclusions made earlier by other scientists that the common 
features of Generation Z representatives at the moment are 
difficult to determine, the same applies to their 
communicative settings, strategies of self-presentation. 

3. Our hypothesis that representatives of Generation X 
and Generation Y are more inclined to self-monitoring as 
well as to a supportive style of communicative behavior than 
representatives of Generation Z has found partial 
confirmation: X and Y in the professional environment are 
more inclined to the strategy of self-presentation 
"ingratiation" (based on theory of Impression Management), 
which implies support, a friendly attitude towards the 
interlocutor, a focus on relationship building rather than self-
promotion, that is, eventually, supportive communication, 
rather than egocentric communication. 
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4. Representatives of generation Y see in social 
networks an opportunity for self-disclosure and more actively 
use them as a tool of self-presentation, and generation X and 
Z refer to it either as an attribute that confirms to others the 
reality of a person's existence (that is, some informal identity 
document), or as a means of remote interpersonal 
communication. 

5. The greatest tendency to being other-oriented in the 
process of communication (some scientists call this skill the 
main one for a competent communicator [See: 7]) is shown 
by representatives of Generation Y. X's self-presentation is 
based on sincerity and a positive attitude, while Z's is based 
on honesty, straightforwardness, and openness. 
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Abstract— The ontological complexity and discursive 

diversity of digital media communications requires adequate 

methodological approaches of research and analysis. In this 

article, to describe the structural organization of the system of 

digital media communications, the author focused on the 

application of N.Bor's general scientific principle of 

additionality. Structural harmonization and sustainability of 

digital media communications involves finding a certain ratio 

(measure) of structural order (order) and structural diversity 

(chaos) in modern media systems. 

The different communication tools used by media 

communication actors in the digital environment, which seem to 

be incompatible, in fact cannot be directly related to each other 

in the usual way, but can be seen as complementary to each 

other. In this case, the result of their use will be determined more 

holistically. 

The law of harmonization of opposing natural and social 

formations in the context of the theory of communication and 

media communication is objectively considered through the 

prism of the concept of "information" and its basic properties 

affecting communication processes. In this regard, the author 

considers modern quantitative theories of information 

(A.D.Ursul, R. Hartley, C. Shannon, L. Brillouin, W.R. Ashby, 

N. Wiener, V.B. Vyatkin, etc.) to conduct a methodological 

analysis and form the preconditions for structural 

harmonization in digital media communication systems. 

Structural harmony of digital media communications system not 

only provides its structural integrity, but also affects the 

property of stability of such a system. 

Stability of media communication system implies the ability 

of system objects to preserve the integrative quality of the 

system, even if the system undergoes influences from external 

and internal environments.  Integrative quality of the system is 

determined by such an interconnection of the structural 

elements of the system, which generates new properties of the 

elements of the system compared to those that they had this 

relationship. The stronger the links between the elements, the 

more stable the system and is able to maintain its integrity. 

Maintaining these integrative parameters within acceptable 

limits by controlling them and, consequently, preserving the 

system is called system homeostasis. System development and 

existence is possible as long as the most important integrative 

parameters maintain homeostasis or stability. 

Keywords— digital media communications, stability, 

structural harmonization, information, law of additionality, digital 

media area 

I. INTRODUCTION 

Let us refer to the system of digital media communications 
as an information system, the integrative quality of which is 
determined by the quality and diversity of information 
circulating in digital media space. The structure of any system 
is a set of stable interactions and interconnections between its 
elements. But according to I.V. Prangishvili, in developing 

systems the stability of the links between the elements is 
relative, because the structure of the system changes with the 
development of the system.[1]. Stability of any system is 
characterized by the ability of its elements and their 
connections with each other to contain the destructive impact 
of external environment. Stable systems under external and 
internal threats can remain within specified boundaries and 
certain parameters necessary for their normal functioning. 
Information as a measure of diversity and integrative property 
of digital media communications system is a factor in the 
stability of such a system. The article considers information 
from the perspective of methodological approaches of systems 
theory and information theory. Information is presented as a 
reflected diversity, that is, any element of the system of digital 
media communications is determined by the reflected 
diversity of its properties of the other object of the system in 
their communication interaction. Communication interaction 
of elements of the system is associated with the processes of 
perception of information, its storage and transmission. The 
processing of perceived information into signals directing the 
activity of the system elements is connected with the control 
of communication. The definition of information as a reflected 
variety was first presented by A.D. Ursul. However, the author 
argued that while information does not exist without 
reflection, it also does not exist without other attributes of 
matter - motion, space, time, etc. 

The article also presents the methodology of the theory of 
systems, which, in terms of the problems of finding the 
mechanism of structural harmonization of system formations, 
defines the relationship of structural ordering and structural 
diversity so that system formations acquire stability within the 
equilibrium interval of quantitative values of their structural 
characteristics [2] 

II. METHODOLOGY  

The system approach is the methodology of the general 
theory of systems, which is set out in the works of one of the 
founders of the system approach - L. Bertalanffy [3] and the 
founder of cybernetics - N. Wiener [4]. The allocation of 
research communicativism in an independent direction, 
associated with the use of formalized methods of systems 
analysis falls on the 50s-60s of XX century. At the same time 
the theoretical basis is given to the systems approach in the 
works of T. Parsons [5](social systems theory), D. Easton 
(functional approach)[6], G. Almond (structural and 
functional approach)[7], K. Deutsch (communication and 
cybernetic direction)[8]. As domestic researchers interpret the 
essence and significance of communicativism, «the 
importance of this subsystem is great, since people are known 
to be able to assess actions, including political ones, only in 
the presence of a certain amount of knowledge and 
information»[9]. 

Each subsystem of a system more general to itself is a node 
in the communication network, in which many information 
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flows intersect, coordination and correlation of which is 
engaged in the communication subsystem. The system of 
digital media communications in today's reality can no longer 
perform simply an auxiliary operational function as a linking 
element of the system, its structure is becoming too 
complicated and structural diversity (chaos) is increasing. 
Therefore, the media communication system is not just a link 
in the relationship with other subsystems, it is an independent 
system that determines the main processes occurring in 
various systems (political, social, economic). Moreover, in our 
opinion, the system of digital media communications, which 
is part of a more general media system, transforms political, 
economic, social processes and institutions in such a way that 
they acquire the properties and context of media environment 
elements. All this happens due to the integrative quality of the 
media system and its subsystem of digital media 
communications – information. 

Despite the fact that studies of communication processes 
were conducted throughout the twentieth century, the key, in 
terms of methodological basis, is the emergence after World 
War II with the development of information sciences and 
technology of new approaches to the study of communication. 
First of all, the cybernetic approach. The cybernetic approach 
in the study of political systems was applied as early as D. 
Easton in the 50-60s of the XX century in the context of 
studying the functioning of the political system through the 
allocation of certain phases: "input", "conversion", "output", 
"feedback loop". The cybernetic approach was applied more 
thoroughly in 1963. K. Deutsch in his work "The Nerves of 
Control: Models of Political Communication and Control". K. 
Deutsch views the political system as a communication 
process for coordinating the efforts of political actors to 
achieve their goals[8].  

The system of digital media communications, with its 
inherent systemic properties, is a cybernetic system. In this 
case, it is necessary to refer to such categories of cybernetic 
system as "information", "direct" and "feedback", "input", 
"output", etc. On the basis of these categories media 
communication is considered in the context of the idea of 
political and communication processes in the media 
environment as the collection, transmission and 
transformation of information, identifying the direct 
connection (through which information flow is transmitted 
from the subject to the object, from the communicator to the 
recipient), as well as in the context of identifying the feedback 
(through which the subject (communicator) transmits 
information about the state of the object (recipient)).  

It should also be noted that the cybernetic approach 
considers media communication as the transmission of 
information, with the fundamental elements inherent in this 
process - the source of information, the recipient of 
information (recipient), the information message itself, the 
channel of transmission, interference, distortion of 
information. In this regard, the model of the communication 
process developed by the domestic researcher of 
communication processes Yu. Vorontsov. As components Yu. 
Vorontsov singles out [10] : 1. The source of information. 2. 
Communicator. 3. Message. 4. Communicator. 5. The 
communication channel. 6. The extralinguistic parameter of 
the message. 7. A source of mechanical interference. 8. Source 
of semantic interference. 9. Class and social filters. 10. 
Personality and individual filters. 11. Semantic fields. 12. 
Fields of communication environment. 13. Information losses. 
14. "Communicant-communicator" feedback. 15. Feedback 
"communicant-source of information". This model helps to 
consider the communicative process not in terms of the system 

"communicator-communicator", but in more depth, with the 
inclusion in the communicative process of feedback as the 
recipient's reaction to the stimulus received from the source of 
information. 

In this regard, the development of early models of 
communication processes and media communication 
processes was significantly influenced by the ideas of Claude 
Shannon (1916-2001), the famous American mathematician 
and one of the founders of information theory and W. Weaver, 
American mathematician, the founder of machine translation, 
the organizer of science. The Shannon-Weaver model, like the 
Lasswell formula, describes communication as a linear and 
unidirectional process. In the process of information 
transmission, according to the Shannon-Weaver model, there 
is an overlap of noise or interference, which leads to the fact 
that the transmitted and received signal are more or less 
different from each other: "the message created by the 
information source and the message received by the recipient 
as a signal recovered by the receiver will somehow have 
different content, to the point that sometimes they may not 
even coincide in terms of meaning"[11]. 

The emergence of certain factors that distort the message, 
violate its integrity and the possibility of its perception by 
others, indicates the entropy of the system of digital media 
communications, the manifestation of which can lead to the 
collapse of communicative processes. In information theory, 
entropy refers to the measure of uncertainty of any experience 
(test), which is invariant as such. It was Claude Shannon who 
first began to use the knowledge of entropy gained in 
thermodynamics and statistical physics in his research on the 
amount of information. These circumstances indicate the 
uncertainty of the results of the communicative process, which 
cannot but have an impact on the stability of the entire media-
communication system. 

III. STRUCTURAL HARMONY OF THE DIGITAL MEDIA 

COMMUNICATIONS SYSTEM 

Based on the selected methodological constants of 
systemic and behaviorist approaches, we determine what 
determines the stability of structural relationships in the 
system of digital media communications, due to what laws 
determine the structural harmony of such systems. Description 
of such regularities is made within the framework of the 
research in the concept of information theory and information 
determination in the category of reflection and the category of 
difference (diversity). 

In this case, it is very important to clarify that the initial 
task of the theory of information is to assess the amount of 
information reflected relative to each other by two interrelated 
system objects. in Shannon theory, information is understood 
as uncertainty removed, it is believed that the incoming 
information is always valuable. The notion of non-valuable 
information is alien to the Shannon theory - information that 
does not reduce uncertainty is simply not information [2]. 
However, information cannot be viewed only as a value that 
reduces uncertainty, but somewhat more broadly. In this case, 
it is necessary to rely on the approach of necessary diversity 
of one of the founders of cybernetics, the English scientist W. 
Ross Ashby, which he outlined in his work "Introduction to 
Cybernetics". According to Ashby, the concept of information 
is inseparable from the concept of diversity. In other words, 
the nature of information is diversity, and the amount of 
information expresses the amount of diversity [11]. 
Subsequently, researchers paid attention to the relationship 
between the categorical notions of information and reflection, 
suggesting that information represents only the diversity that 
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one element in the system learns (or reflects) about another 
element in the system. The category of "reflected" information 
was introduced into the scientific toolkit of information theory 
by A.D. Ursul, and later V.E. Vyatkin defined the meaning of 
the amount of information that is reflected by the elements of 
the system during their interaction with each other ("the 
information law of reflection"). The quantity of information is 
determined in accordance with the law of unity and struggle of 
opposites by its opposite - entropy. Thus, L. Brillouin called 
the opposite of entropy - negative entropy - non-entropy and 
introduced this term into information theory, formulating his 
non-entropic information principle: "Information is a negative 
contribution to entropy" (non-entropic information principle) 
[2]. 

According to V.E. Vyatkin's information law, the reflected 
information in the processes of system interactions is divided 
into reflected information (or additive reflection nagentropy) 
and unreflected information (or reflection entropy). At the 
same time, the additive non-entropy of reflection characterizes 
the structural order of the system, while the position of the 
entropy of reflection characterizes the structural chaos of the 
system [14]. 

As an indicator of structural harmonization of system 
formations V.B. Vyatkin proposed to use R-function defined 
as a ratio of structural order (I∑) to structural chaos (S): R = 
I∑ /S = order/chaos. The values of the R-function show what 
and to what extent prevails in the structural organization of the 
system formation - structural chaos or structural order. Thus, 
if R>1, then order prevails in the structural organization of the 
system, otherwise, when R<1, chaos prevails. If R = 1, then 
chaos and order balance each other, and the structural 
organization of the system is recognized as equilibrium and 
stable [15]. 

IV. RESULTS 

This article presents the methodology of systems theory 
and information theory. The author refers to the law of unity 
and struggle of opposites, when for stability of system 
formations and harmonization of the structure of systems the 
equilibrium position of structural order and structural chaos is 
necessary. In the system of media communications this is 
ensured by the equilibrium position of structural 
characteristics of the integrative property of the system - 
information.  

V. CONCLUSION 

In order to bring any systemic formation to a stable 
position where the system can reflect external influences, 
structural chaos and structural order need to balance each 
other. Media communication system, the integrative property 
of which is information, also functions according to these laws 
of structural harmonization. Media communication system 
tends to the structural uniformity of information in order to 
control communication processes, while participants of media 
communication and infrastructure of media means and media 

platforms determine the structural diversity of information. 
Therefore, some technological parameters of collection, 
circulation, use in the media environment of information, 
which provide the balance of these two extremes and create 
the stability of the system of media communication, are 
necessary. 
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Abstract— The article discusses bots and Telegram 

channels to study the communicative practices of urban 

residents. The methods of automated information unloading, 

intelligent data processing and thematic modeling based on 

machine learning are used in the work. The paper analyzes two 

entities - channels in Telegram and state bots in Telegram. For 

the channels, the direction was selected - the channels of the 

governors of the regions of the Russian Federation, the channel 

of the head was selected for each region, followed by the 

unloading of posts. The total base of uploaded messages was 

87.5 thousand messages. The goal was set — using the available 

data set representing posts collected on the channels of the 

heads of regions, to automatically determine which topics are 

mentioned in the texts. The clustering method based on 

machine learning was used for the analysis. As a result, it was 

possible to identify the main topics that are covered in different 

regions. The second entity under study is government bots 

aimed at providing services to citizens or for informing. 53 bots 

were selected and then divided into 13 categories. As a result, a 

catalog of bots was compiled and possible methods of 

comparative analysis in future studies were proposed. The tools 

tested as part of the pilot project have shown their promise, 

and the data obtained can be used by both researchers and 

representatives of government agencies. Thus, the data 

obtained allow us to evaluate the main topics that are covered 

in the reports of officials. 

Keywords— telegram, bots, channels, communication 

I. INTRODUCTION  

In recent years, social networks have become a powerful 
tool for spreading information that influences people's 
opinions and behavior. Popular social media accounts reach a 
wide audience, which leads to the appearance of professional 
authorities on the network who can influence the behavior 
and choice of consumers. In the modern media environment, 
opinion leaders and influential users are playing an 
increasingly important role in regulating access to online 
content [1]. 

Assessing the reliability of information, people tend to 
rely on their social networks. A study of the behavior of 
people reading news on the Internet shows that when 
determining the reliability of a news article, it is extremely 
important who shares it [2]. People tend to rely on 
information recommended by a person they trust, to the 
extent that the same news is perceived as more trustworthy if 
it is recommended by a friend from a social network than 
when reading it on the original news site [2]. Official 
platforms for discussing urban development issues on the 
web publish news and information on key issues, as well as 
collect comments from residents of the city. In order to 
assess the reaction to the published content, it is necessary to 
take into account the specifics of such reactions, as well as 
the possibility of identifying key users who actively express a 

civic position and influence public opinion on the issues 
raised. 

Telegram is a free instant messaging service available 
internationally. Telegram supports a wide range of devices 
available for iOS, Android, macOS, Windows, as well as 
Linux. Telegram's cross-platform support is one of the 
reasons why the app has received over a billion downloads 
and 500 million monthly active users. Over time, Telegram 
has moved beyond traditional messaging apps. Despite the 
fact that it is inferior to WhatsApp in terms of the number of 
users, since its inception, it has surpassed WhatsApp in terms 
of characteristics. One of these functions is the presence of 
channels and bots. The presence of channels and bots has 
opened up the possibility of using Telegram as a broadcast 
channel for any media [3]. These functions have had such a 
significant impact that they have changed the configuration 
of the tool, which is now widely used as a platform for 
storing, managing and exchanging data. 

This article attempts to evaluate the Telegram channels of 
the heads of the constituent entities of the Russian Federation 
and the quality of online bots of the authorities, a review of 
scientific papers confirming the relevance of the topic. A 
combination of automated methods of processing and 
collecting information using machine learning methods is 
used. 

II. LITERARY REVIEW 

The scientific literature on Telegram is expanding, 
confirming the relevance of the topic, this area is increasingly 
attracting research interest. A search in Scopus, limited to 
journals, for the word Telegram in the header and keyword 
fields revealed 569 publications. The search was performed 
using the formula (TITLE (telegram) OR KEY (telegram)). 
Analyzing the publication activity, we can conclude that 
every year the interest of scientists in this messenger is 
growing. Figure 1 shows publication activity by year. 

A network analysis of the joint appearance of thematic 
keywords (co-keywords) extracted from publication records 
found in Scopus showed the most developed industries in 
which Telegram is studied. 

 

Fig. 1. Publication activity by year 
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The most frequent words are the Internet of things, 
COVID-19, social networks. Separately, it is worth 
highlighting the issues of political science, there are a 
number of studies studying election processes via messenger. 
The results of the analysis are shown in Figure 2. 

 

Fig. 2. Network map of keyword matches (composed by author) 

Let's look at some examples of research. Professor of St. 
Petersburg State University S.S. Bodrunova in her work [4] 
explores communities in the Russian-speaking segment of 
Telegram that oppose vaccination. To solve this problem, 
more than 282 thousand comments were evaluated in the 
largest antivaxxer community in the Russian Telegram 
(anti_covid21: from January to July 2021). Based on a 
detailed analysis of this channel, it was concluded that the 
"discourse of distrust" is highly politicized and this 
contributes to the spread of protests against vaccination.  

A group of researchers from the Institute for the Study of 
Crime and Law Enforcement (the Netherlands) in their work 
[5] also focused on the views against vaccination in 
Denmark, which intensified during the COVID-19 pandemic. 
The structure of five Telegram groups opposing vaccination 
was studied, as well as their interactivity and behavior when 
posting messages were analyzed. As a result of the 
application of methods of group modeling of trajectories, the 
behavior of users when posting messages was modeled.  

Researchers from the University of Oxford [6] considers 
Telegram as a decentralized network, exploring the British 
far-right network in Telegram, using a community detection 
method based on clustering the flow of random visitors, 
which allows you to reveal the organization of the Telegram 
network in communities with different roles. 

It should be noted that in the articles selected for analysis 
there are practically no publications devoted to electronic 
governance (E-Governance) or electronic participation (E-
Participation). At the same time, in our opinion, Telegram, in 
the future, may become a new generation tool for electronic 
participation. Therefore, it is important to analyze the 
potential of this development and use of the platform. 

III. RESEARCH DESIGN  

The article considers 2 directions, in the first part the 
official channels of the governors of the subjects of the 
Russian Federation are analyzed, in the second part the 
results of the study of Telegram bots created by authorities or 
subordinate structures are presented. 

A. Exploring Telegram Channels 

The study of channels was divided into 4 stages: channel 
selection, collection of statistical information, message 
unloading and processing of text information. At the first 
stage, the channels of the heads of the constituent entities of 
the Russian Federation were selected using the Telegram 
search, and a set of links was obtained. Then statistical 
information was collected. The TGStat tool was used for the 
collection. All the data obtained were stored in a single 
database for comparative analysis. The following parameters 
were recorded: the total number of subscribers, the citation 
index, the average coverage of one publication, the total 
number of publications, the share of subscribers reading. 
Additionally, the dates of the creation of channels were 
analyzed and it was found that more than half of the studied 
channels were created in March 2022. 

Further, all posts from 75 channels were unloaded. To 
upload messages, the regular functions of the Telegram 
messenger were used, without using the API, all the 
information received was stored in JSON format. As a result, 
we managed to get a collection of 75 files in JSON format 
containing all the posts of the channels. At the final step, the 
data obtained were analyzed. 

The final database of uploaded messages amounted to 
98.5 thousand posts. The goal was set — using the available 
data set representing posts collected on the channels of the 
heads of regions, to automatically determine which topics are 
mentioned in the texts. To automatically determine the topic 
in the text, it is necessary to develop an algorithm for solving 
text clustering problems. 

Clustering is the splitting of a set of similar documents 
into clusters – subsets, the parameters of which are unknown 
in advance. The number of clusters can be arbitrary or fixed 
(set by the user at the initial stage of the algorithm 
implementation). The clustering task refers to the well-
known approach of teaching without a teacher, (training on 
data not marked up by experts). To implement the solution of 
the clustering problem, the KMeans method (k-means 
method) was used. The action of the algorithm consists in the 
task of minimizing from the centers of these clusters 
themselves. The software platform has developed a script for 
database processing, which includes clustering, as well as 
keyword allocation and tag cloud compilation. 

The result of the processing were the selected thematic 
clusters (table) as well as the keyword cloud The clustering 
results (see table) show that the Telegram channels of the 
governors are focused on the general information agenda, 
bearing a positive character and coverage of events that form 
patriotic sentiments in society. According to the research, this 
agenda takes up about 20% of the information content. 

Probably, joining the general positive agenda is the most 
convenient and simple form of forming a positive image of 
the head of the region, which does not require careful study, 
and often such posts only highlight the daily current agenda 
and activities of the governor, his interaction with various 
social strata of the population. 
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TABLE I.   RESULTS OF CLUSTERING COMMENTS FROM TELEGRAM 

CHANNELS 

Group  Terminological 

Content of The 

Cluster  

Qty % Function 

All-Russian 

events and 

holidays 

day, holiday, great, 

war, memory, 

congratulate, victory, 

hero, veteran, life 

8531 19,6 Unificatio

n, 

patriotism 

Emergency 

situation, 

notification 

regime, fire, 

situation, operational, 

coronavirus, 

vaccination, control, 

restriction, spread, 

infection 

4469 10,3 Notificatio

n and 

protection 

Economic 

development 

development, 

cooperation, forum, 

republic, agreement, 

region, region, 

discuss, economic, 

tourism 

4340 10 Resource 

allocation 

and 

planning 

Leisure, sports festival, sport, 

athlete, competition, 

team, game, sports, 

championship, guest, 

museum 

3287 7,5 Leisure 

Housing and 

communal 

services, real 

estate 

construction, 

housing, house, 

object, emergency, 

apartment, gas, 

gasification, ruble, 

program 

3205 7,4 Housing 

issue 

Landscapin, 

environment 

road, street, 

kilometer, plot, 

landscaping, repair, 

work, road, yard, 

bridge 

3109 7,1 Comfort 

of living 

Business 

environment 

production, 

enterprise, products, 

factory, company, 

ton, manufacturer, 

volume, produce, 

worker 

2822 6,5 Welfare 

Healthcare help, doctor, medical, 

hospital, patient, 

medic, healthcare, 

help, person, 

ambulance 

2727 6,3 Healthcare 

Support for 

family and 

children 

school, building, 

kindergarten, new, 

renovation, garden, 

construction, build, 

facility, equipment 

2672 6,1 Demograp

hics 

Social support support, ruble, 

measure, payment, 

business, rate, 

income, family, loan, 

preferential 

2491 5,7 Social 

protection 

Feedback question, live, 

broadcast, answer, 

broadcast, line, 

governor, clinic, 

phone, answer 

2423 5,60

% 

Feedback, 

engageme

nt 

Young people competition, guys, 

student, university, 

education, graduate, 

student, winner, 

youth, young 

2238 5,1 Education 

Coronavirus 

and other 

discharge, person, 

patient, this, 

coronavirus, 

sakhalin, treatment, 

coronavirus, 

infection, pneumonia 

1284 2,9 Other 

B. Analysis of government bots in Telegram  

 
The second part of the study is devoted to the study of 

another type of entities of the Telegram ecosystem, namely, 
bots of official departments, politicians and authorities. Bots 
are small applications that work completely in the Telegram 
application. Users interact with bots through flexible 
interfaces that can support any tasks or services. 

Telegram bots can host full-fledged web applications 
created in JavaScript. This allows you to create flexible 
interfaces that can be used by various applications, from 
online stores to games. Unlike websites, bots support simple 
authorization and notifications via Telegram. Telegram bots 
are special accounts that do not require a phone number to set 
up. Bots connect to their owner's server, which processes 
input data and requests from users. The Telegram 
intermediate server handles all encryption and data exchange 
using the Telegram API. Developers interact with this server 
via a simple HTTPS interface with a simplified version of the 
Telegram API, known as the Bot API. Users can interact 
with your bot using built-in queries directly from the 
message field in any chat. All they have to do is start the 
message with your bot's @username and enter the keyword. 

At the moment, the Telegram Bot platform contains more 
than 10 million bots and is free for both users and developers. 
In the commercial sector, there are metrics for evaluating the 
effectiveness and quality of bots. Within the framework of 
Chatbot Rank 2021, a standard for the quality of customer 
experience when communicating with chatbots was 
developed, the solutions of the largest companies were 
evaluated and the solutions for creating bots presented on the 
Russian market were systematized [8]. However, such a 
rating is still not applicable to the public sector. 

To collect the list of government bots, we used different 
methods - search for ready-made collections, built-in 
Telegram search by keywords, search in Yandex. Separately, 
we can note the Ecosystem of city services in St. Petersburg, 
all city bots were presented on this portal. For other regions, 
such a selection could not be found, therefore, standard 
search methods were used, which significantly reduced the 
number of results found. 

As a result, 53 Telegram bots were selected, the table 
contains the name, description and link, then, based on the 
description or name, they were assigned one of 13 categories: 
army, security, business, healthcare, housing, real estate, 
appeals, education, work, social support, sports, transport, 
tourism. 

At the same time, the bot can relate to different 
categories, but one, the main one, was chosen. The category 
"Filing appeals" was defined separately, in these bots you can 
send complaints or questions on various topics to the 
authorities. 

It is worth noting that back in October 2021, chatbots 
were created in 10 regions by Regional Management Centers 
to send complaints and appeals integrated with the Incident 
Management system, with reference information and the 
ability to get an answer or solve a problem, therefore, a large 
number of solutions in this area were found. 

The final results of the division by topic are shown in 
Figure 3. The largest number of links relates to the topic of 
submitting citizens' appeals to the authorities, from which it 
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can be concluded that Telegram bots are already becoming 
an integral part of electronic participation. The rest of the 
thematic bots are more often informational in nature and 
represent a set of knowledge and answers to frequently asked 
questions, however, such services can be useful for citizens 
and authorities, as they relieve the burden on administrative 
staff by giving answers to various topics according to pre-
prepared scenarios. 

 

Fig. 3. Topics of selected Telegram bots 

At this stage of the work, the analysis of bot scenarios 
was not carried out and the quality of service execution was 
not evaluated. Detailed benchmarking is planned for the next 
stage, which involves the creation of metrics to assess the 
quality of such services. 

It should be noted that it is necessary to develop uniform 
standards for bots in Telegram, as their popularity will 
continue to grow. Unified standards will reduce the cost of 
development and improve the quality of products. In 
addition, it can be assumed that a single designer of state bots 
may soon appear, which will reduce the cost of developing 
and supporting such solutions. In this regard, St. Petersburg 
stands out, where the specialists of the St. Petersburg 
Information and Analytical Center have developed a chatbot 
constructor, which is actively used within the Ecosystem of 
urban services. 

IV. СONCLUSIONS 

The tools tested as part of the pilot project have shown 
their promise, and the data obtained can be used by both 
researchers and representatives of government agencies. 

A method has been developed for collecting and 
processing messages from Telegram Channels. It was 
possible to unload all the messages of the selected channels 
and conduct a cluster analysis of messages, the final array 
amounted to 87.5 thousand messages, the main topics of 
messages were highlighted. With the help of the received 
method, you can study the communication practices in the 
Telegram messenger. 

Next, it is planned to develop methods for automated 
uploading of comments to posts, with subsequent processing. 
To solve this problem, the Telescrape library was defined on 
the Github platform [7], the documentation for which 
provides information that using this library you can upload 
messages and comments, which solves the task. At the 
current stage, the work on uploading comments has not been 
carried out, the purpose of the work is to find a tool for 
further extraction of information. In addition, a Telethon 
library was found. This library is designed to simplify writing 

Python programs that can interact with Telegram. The data 
obtained after unloading will allow for a discursive analysis 
in urban Telegram channels and study the moods of citizens, 
as well as identify problem spaces. Using this method, it is 
planned to continue studying communication between 
residents and authorities. At the previous stage, an analysis of 
comments on the Vkontakte social network was carried out 
[9], now it will be possible to compare communication 
practices in different sources. 

At the second stage, automated bots were evaluated. A 
collection of 53 government bots has been collected, divided 
into 13 categories according to the proposed functions. 
Manual testing of the main functions of bots has been carried 
out, it is necessary to further develop a unified methodology 
for assessing the quality of such bots. Further study of bots 
and development of automated scenarios for analysis and 
tests are planned. This study will help in the formation of 
standards and requirements for government bots and online 
assistants.  

The research was carried out within the framework of the 
grant of the Russian National Research Foundation No. 22-
18-00364 "Institutional transformation of electronic 
participation management in Russia: a study of regional 
specifics" and the Research Institute of ITMO University No. 
622264 "Development of a service for identifying objects of 
urban environment of social activity and high-risk situations 
based on text messages of citizens". 
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Abstract—The COVID-19 pandemic has geared up the 

ingression of medicine digitalization in the practice of patient 

and doctor interaction. Telemedicine consultation moves to 

become routine. While the law on telemedicine assigns this 

practice to medical institutions, existing practices of 

telemedicine consultations aim for non- institutional doctor-to-

patient interaction as well. Which may defined as mediatization 

of medicine. There are two digital media discourses whose goal 

is to attract the patient’s attention. The personal discourse of a 

doctor trying to promote himself and the media discourse of a 

clinic competing for the patient. Both practices synergisticly 

work successfully to form positive doctors’ image. This study 

aims to examine how the digital technology impacts the doctor-

patient relationship and its manifestations. Primary research 

based on a qualitative sociological analysis of 10 in-depth 

interviews revealed the difference between existing individual 

and institutional practices of interaction with the patient in 

digital media. 

Keywords— medicine, doctors, patients, telemedicine, 

mediatization, social institutions, personal discourse, social 

media.) 

I. INTRODUCTION 

The COVID-19 pandemic has accelerated the digitization 
of medicine, which was bound to be reflected in scientific 
journalism. The legal and financial implications of 
telemedicine technologies are the primary topics of study. 
There are research devoted to patient satisfaction with the 
caliber of telemedicine consultations, and other articles offer 
reflections on the experience of telemedicine in individual 
regions or medical specialties [1]. While social media and the 
use of remote medical consultations are changing the 
paternalistic pattern of doctor-patient, clinic-doctor, and 
MOH-clinic interaction that has been established in Russian 
healthcare, researchers are concentrating on understanding 
how the new technology is incorporated into the existing 
structures of the social institution of medicine. 

Some characteristics of doctor-patient interaction that 
were implicit in the daily activities of the Soviet (Russian) 
doctor have been increased by mediatization and brought into 
the realm of sociological study. That is the practice of remote 
counseling, which was carried out via confidential telephone 
calls, e-mail correspondence, 

and, as technology advanced, various software- 
engineered remote interaction solutions. This study aims to 
examine how the digital technology impacts the doctor-
patient relationship and its manifestations. Mediatization 
refers to the process and outcome of the mass media’s 
formative influence on social relationships, social practices, 

and institutions through media technology, which results in 
the construction (and reproduction) of a unique media and 
social reality. [2] It roughly aligns with the definition of 
mediatization used in international scientific literature. In the 
authors’ opinion, the mediatization of medicine has become 
established as a new phenomenon. What is implied by this 
term is the process of transformation invoked by the 
emerging digital communication that has given the masses 
free access to medical information; has caused medical 
knowledge to lose at least some of its sacral nature; and has 
pushed the personality of a particular actor to the fore in the 
context of interaction, with their communicative skills now 
playing the decisive role. [3] The institutional approach in the 
doctor-patient-clinic triangle still gives the award to the 
latter, while applied research demonstrates the increasing 
importance of the doctor due to the active formation of 
personal interaction practices, when the doctor acts as a 
guarantor for the patient and the basis for the promotion of 
the clinic. [4] 

The research is devoted to the description and analysis 
practices of digital patient-doctor interaction. The theoretical 
basis for the study of interaction in the doctor-patient-clinic 
system are the theories of structural functionalism (T. 
Parsons) [5], the institutional approach, the dramaturgical 
approach (I. Hoffman) [6], the phenomenological approach 
(A. Schutz, P. Berger, T. Lukman) [7;8], the theories of 
mediatization (A. Heppa, F. Krotz) [9;10]. 

II. RESEARCH 

The authors’ approach was founded on the notion that a 
modern patient’s options go much beyond a straightforward 
doctor’s consultation. Remote communication between the 
patient and the treating specialist can be characterized as a 
series of stages broken down into cycles that occur before, 
after, or in place of the patient visiting the doctor (offline or 
online). 

The “pre-doctor visit” cycle, in its simplest form, consists 
of researching a presumed diagnosis and symptoms, visiting 
review aggregator websites about medical specialists and 
clinics, reading reviews on Yandex, Google, and navigation 
services, and then calling or using an online appointment 
service to schedule an appointment with a chosen specialist 
or clinic. This list of actions is frequently expanded by 
personal messages written to doctors-bloggers of the relevant 
speciality in social networks, chats on the clinic’s website, 
personal messages in social networks, or emails sent to the 
“clinic”. 

mailto:marbelru@gmail.com
mailto:rocheva_yana@mail.ru
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Following a visit to the doctor, the patient typically looks 
up information  about diagnoses and recommendations 
(double-checking  the doctor), receives “personalized” health 
information via electronic delivery of medical documents 
(results of tests, examinations, consultations, as well as 
extracts, conclusions, etc.). Frequently the patient seeks a 
“second opinion” via remote consultations with doctors- 
bloggers via social networks or specialized portals, tries to 
get in remote contact with the treating physician via 
messengers, e-mail, and sometimes social networks. Remote 
patient-doctor interaction may tighten if remote patient 
monitoring and monitoring of ongoing treatment are included 
in the appointments. Remote patient monitoring and control 
of ongoing treatment can be organized both under the control 
of clinics and personally by a medical specialist. However, 
there are not enough medical organizations with such 
technical capabilities and data on the organization of the said 
process to discuss the current practice. The “instead of seeing 
a doctor” cycle includes searching for information about a 
presumed diagnosis and symptoms, contacting doctor-
bloggers on social networks, visiting specialized sites and 
forums dedicated to a particular ailment, and (or) a “virtual” 
remote doctor appointment. Each cycle includes online 
doctor consultations (this can be doctors-bloggers, online 
consultation services, Internet portals, or communities on 
social networks). Patients express the urge to communicate 
with doctors remotely, frequently through social media. 
Consequently, it can be said that remote human contact 
between a patient and a doctor is already a fundamental part 
of contemporary digital health care, a crucial aspect of 
patient practices, and an example of how doctor- patient 
interaction has become mediatized. 

An empirical study of the patient-doctor interaction 
practice was conducted by the method of expert interviews 
among doctors of St. Petersburg in 2021 (10 interviews), the 
purpose of the study was to identify the real experience of 
remote interaction of therapists with patients. The sample 
included doctors of different fields (surgeons, oncologists, 
urologist, gastroenterologist, coloproctologist, gynecologist, 
nephrologist, dermatologist, endocrinologist). 

The study’s findings are supported by Russian doctors, 
who concur that remote patient counseling combines 
institutional and individual procedures. Eight of the ten 
doctors who took part in in-depth interviews acknowledged 
that they frequently provide remote counseling. For instance, 
a urologist reported that he receives 3-5 email consultation 
requests per day from patients who contact him on their own, 
and that no more than one patient per month inquires about a 
remote consultation from the clinic where the doctor 
practices (urologist, 13 years of practice). A general surgeon 
with five years of expertise notes that, despite the clinic’s 
own service for “remote talk with the patient,” he has been 
consulting 1-2 patients remotely via phone or messenger for 
at least two years and has not received any requests for in-
person consultations through the clinic. 

Time savings are the key benefit of telemedicine 
consultations for both the doctor and the patient. Hence, 
almost all doctors who participate in confidential remote 
consultations have a predetermined preferred scenario of 
contact. Typically, a patient who requests a consultation is 
first asked to send objective information, such as notes from 
a previous consultation with a similar specialist, photos, and 
the findings of clinical and functional tests. Only then will 
the doctor begin a direct remote interaction with the patient. 
“I request to provide me with all medical records in one 
letter, along with a detailed account of medical history and 

current symptoms, […] so that we can jointly decide on a 
time and day for the virtual consultation. […] Then they 
conduct the recommendations, the testing, the appointments, 
and so on, and then we get back in touch. The second kind is 
when one of my previous patients phones and inquires. And 
if I determine that I can provide counsel over the phone 
without a physical exam, I do so — especially if it is an old 
patient of mine. Nonetheless, if I determine that a test is 
necessary, I state, “An examination would be preferable 
here.” Obviously, these telemedicine sessions are not very 
comprehensive in their purest form. There is now no way out 
of this format (during the epidemic — author’s comment).” 
(Gastroenterologist, 28 years of practice). 

An analysis of remote consultations descriptions 
organized by the St. Petersburg Committee on Public Health 
[11] during the pandemic, “telemedicine consultations” pages 
of the outpatient and polyclinic department of the Dr. Sergey 
Berezin Medical Institute (St. Petersburg) [12], 
Sberzdoroviye [13]of the Saint Petersburg University’s N.I. 
Pirogov Clinic of High Medical Technologies [14], 
Gostelemed [15], and Scandinavia Clinic [16] revealed that 
they were identical to face-to-face consultations in every way 
except for the technical requirement that the patient have 
access to a computer, microphone, and, ideally, a video 
camera. When we see the doctor in the usual manner, we first 
ask a question and are given a list of necessary tests; a 
comprehensive consultation is only delivered at the second 
appointment. 

Traditionally referred to as “two-stage” consultations, 
private medical consultations involve the following pattern of 
interaction: 

1. the patient sends a request for a consultation; 

2. the doctors sends a list of clinical and functional 
examinations to be submitted, sometimes 
photographs, and a chronological description of the 
development of the situation as perceived by the 
patient (his or her relatives); 

3. upon receiving the requested information, the doctor 
schedules an appointment for an online consultation. 

The eight specialists who engage in remote consultations 
agreed that this set-up is the most efficient for routine 
appointments. The doctor’s preferences and the degree to 
which remote consultations are “embedded” into his or her 
daily routine will determine the medium via which they are 
done. Typically, those include email, messengers, and video 
chat takes up the third place. One of the 10 specialists who 
were interviewed occasionally offers remote medical care as 
well because of his speciality. They employ improvised 
means in this situation: “[...] or the child, the mother also 
phones quickly and asks: “He’s coughing; what should I 
do?” The child coughs, and the mother claims him to have 
been coughing for two hours. I deduce that he has a foreign 
body in his esophagus because it happened when he was 
eating. “Now what? What drug should I give him to stop 
coughing?”. And in this case, the problem is not the 
medication; rather, the food is stuck in the esophagus. These 
kids have esophageal strictures, and in this case, only EGD 
is required. We urgently call an ambulance, and discuss in 
what position we transport and where we take them. Every 
patient from the fund gives a call just like this"(Pediatrician, 
neurologist, 15 years of practice). 

A networked (virtual) social media environment (a social 
media space based on current media traits like mass, 
interaction, interconnectivity, multimedia, transnationality, 
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and decentralization) has already formed in healthcare. For 
instance, Yandex contextual advertising for the term “online 
doctor’s consultation” (reference date: 25.01.2023) displays 
deals from hospitals or intermediary organizations such as 
Yandex.Health. For the term “online doctor’s consultation,” 
the social network VKontakte lists 1423 communities, 19 
products, 10,062 videos, and 8 clips. More than 150K people 
are subscribed to the most well- known community, Medical 
Consultations Online, where independent doctors who are not 
affiliated with any organization or clinic respond to 
questions. The following distribution by affiliation is shown 
by an investigation of VKontakte communities in the Russian 
Federation with 4K+ users that offer online consultations in 
the area of health-preserving medicine: Communities with an 
undefined source (neither a doctor or a clinic) – 10, clinics – 
16, doctors – 19. In addition, medical professionals’ personal 
accounts dominate the list of communities with more than 
10,000 subscribers (Fig. 1). 

 

 

Diagram 1. Distribution of subscribers in the social network VKontakte of 
pages belonging to the “clinic,” “doctor,” and “undefined” sources, 2 
(reference date: 25.01.2023, the authors’ calculation) 

Together with the activity of doctors in social networks, 
the almost complete lack of individual doctor advertisements 
in contextual advertising (we only managed to find one ad) 
suggests that social networks and the more intimate, personal 
tone of communication they enable are more consistent with 
the idea of comfortable promotion among doctors and the 
idea of a comfortable interaction with a doctor on the Internet 
among patients. Contrarily, contextual advertising — a brief 
delivery of important information to the facility — is more in 
line with the communication strategies of the functional 
(administrative) staff of the MPI, as evidenced by the 
prevalence of institutional ads on Yandex.Direct. At the same 
time, we cannot say that a doctor’s social media advertising 
is a need for conducting remote consultations. Only four of 
the ten respondents were actively managing their social 
networks at the time of the interview, and only eight of the 
doctors routinely counsel patients remotely (of those 
managing their Instagram account in 2021, three continue to 
do so now). Patients still find a way to get in touch with the 
appropriate physician and schedule a virtual consultation. 

According to the authors’ research, at the time of the 
study (2021), the sources of online counseling requests 
combined both the conventional technique of patient 
transportation to the doctor and the use of remote methods of 
work, including those connected to the promotion of the 
doctor. The number of times request sources were mentioned 
is as follows: Word of mouth among physicians – 10, and 
among patients – 9; YouTube – 5, Instagram – 5, Messengers 
(WhatsApp, Telegram) – 6, an individual website – 2, a clinic 
website– 4, and email – 5. 

“The majority of my patients find me by word of mouth, 

[…] but now it’s lot simpler […]they can communicate on 

forums and chats. Every new patient with the disease starts 

an Internet search, discovers people who are experiencing 

this issue, and they further recommend the clinic, doctor, and 

give administrators’ contact information. The second choice 

is also viable, so the patient reaches me via social media.” 

(Orthopedic surgeon, 16 years of practice). 

“They (patients – authors’ note) share, refer doctors, 
and spread the word. I’m currently on […] Instagram. As 

I’m on Instagram, they begin to find me in the app. Even 

though I don’t do anything there, I got involved since a 

coworker requested me to perform alongside her. I had to 

use Instagram for this. I do not, however, have the time or 

energy to engage in this practice of promoting oneself on 

Instagram.” (Gastroenterologist, 28 years of practice). 

The functions of social institutions are progressively 
being incorporated into contemporary media. Finding a 
doctor through a system of recommendations from other 
doctors or patients — the “word of mouth” mechanism 
already mentioned above — requires the involvement of the 
media: a recommendation of a doctor through “word of 
mouth” but already on a specialized medical forum or even a 
media endorsement. As one responder claimed: “If you’re 
not online, you disappear from your colleagues’ radar and 
people forget about you quite soon.” (Endoscopist, 20 years 
of practice). 

III. CONCLUSION 

The patient’s journey to the doctor has already been 
shaped by mediatization. We are witnessing a situation in 
which traditional ways of finding “his or her” doctor (word 
of mouth) and new, high-tech ways of finding a doctor the 
patient is willing to trust are working in synergy in the case 
of a particular treating specialist. 

Two patient engagement paradigms are being observed: 
personal and institutional. Analysis of the patterns of digital 
interaction between clinics and patients revealed that it 
exactly repeated the offline protocol: the patient schedules an 
appointment, the doctor listens to complaints, consults with 
the patient, sends the patient to gather additional information 
(clinical and/or functional studies), the patient undergoes 
tests, and then schedules an appointment for a second 
consultation, as a result of which he or she receives a more 
thorough, individualized consultation. Doctors prefer a two-
stage consultation process when consulting patients who visit 
them in person. This process involves the patient sending a 
request for a consultation, the doctor sending a list of tests 
(and other information he or she needs for an effective 
consultation), the patient gathering data, and only then does a 
remote consultation take place. This method saves time for 
both the patient and the doctor since they are both prepared 
for the visit and costs less money because the patient just 
needs to make one online appointment (assuming the 
consultation is paid for). 

Despite clinics having greater resources, people are more 
likely to visit a doctor’s personal page because there are more 
of them on social media and they have the most subscribers. 
A diagram depicting the distribution of subscribers among 
the communities started by particular doctors and clinics 
demonstrates how readily doctors compete with societal 
institutions like clinics or businesses that offer “remote 
doctor consultation” services. The fact that doctors’ personal 
pages on social networks are more popular than clinic pages 
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shows that patients feel more at ease interacting with doctors 
in a personal manner on these platforms than they do with 
impersonal, neutral publications from clinics. 

Patients frequently use “Internet word of mouth” — 
reviews of certain doctors in search engines, aggregator 
websites, specialized medical forums, etc. 

When formulating legislative proposals in the area of 
online health care, organizing public awareness campaigns to 
draw attention to innovative health-saving ideas and practices, 
or promoting particular health care institutions (clinics), it is 
important to take into account the unique conditions that are 
formed and created for the social regulation of social relations 
in a mediatized society. 
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Abstract— The paper examines the influence of digital tools 

on conflictive communications in the “government-society” 

system using the example of interaction between the St. 

Petersburg Government and the citizens. The aim of the 

research is to reveal the dynamics of conflicts in the digital 

space. The main method of investigation is sentiment analysis 

[6] based on a one-dimensional emotive space for determining 

the degree of influence of digital tools on the escalation or de-

escalation of conflicts. The empirical base is composed of the 

materials and comments in the official social media of the St. 

Petersburg Government. The results of the study demonstrate 

dominating negative impact of the introduction of digital tools 

on conflict communications in the sphere of relations between 

the government and the society. 

Keywords— digital tools, political communication, incident 

management. 

I. INTRODUCTION  

The digital transformation of society, which started in 
Russia in 2017 with the approval of the program “Digital 
Economy of the Russian Federation”, continues to form a 
new communication environment. Digital technologies can 
be applied in the public sector, in almost all sectors of the 
economy and social life. Since their implementation leads to 
serious changes in structure and substance, it is appropriate to 
use the term “digital transformation” (DT), which implies 
systemic changes in management (of the state, city, 
enterprise, organization) through the revision of strategy, 
models, operations, products, marketing approach and goals, 
provided by the introduction of digital technology. Digital 
transformation is one of the global trends of our time, and 
projects in this area are funded at the international and state 
levels, as well as at local and individual ones. 

From the perspective of government bodies, digitalization 
contributes to more efficient and effective service provision, 
including in terms of economic expenses. For example, 
artificial intelligence speeds up service provision, improves 
the accuracy of personnel’s work, and reduces the number of 
people required for performing specific tasks. Adaptation to 
“Internet of Things” technologies and interoperability allows 
systems to work together, providing significant cost saving in 
time, money, and human resources. Thus, digitalization 

provides governments with a number of economic and social 
benefits [1]. 

In practice, digitalization is carried out through the 
implementation of a specific digital toolset. Digital tools used 
in the public and political sphere include [2]: 

1. social networks. Their widespread use in the 
political sphere officially began in 2014, when the Russian 
government approved the “Open Government” project, 
which implied an increase in the level of information 
openness of government bodies. At that time, it was decided 
to encourage all government agencies to create and maintain 
profiles in various social networks. Political actors also use 
social networks to influence the electorate during the pre-
election period; 

2. video conferencing services (e.g. TrueConf [3]). 
Such services allow organizing conferences remotely, 
especially it was relevant during the COVID pandemic. In 
addition, there is a possibility of live broadcasting of 
conference data and recording video meetings; 

3. government portals and websites. This type of 
digital technologies can be classified as a credible source of 
broadcasting political decisions. Also, many portals have the 
possibility of feedback or “virtual receptionist’s” that allow 
asking a question or leave a complaint remotely, without 
visiting government agencies. An example of such a portal is 
the portal of public services “Gosuslugi”. A multifunctional 
portal that links many government agencies into a single 
database and allows receiving many services remotely, 
including taking part in online-voting; 

4. video hostings. Such resources allow many 
politicians to reach different audiences (depending on the 
chosen video hosting) through their own videos; 

5. system of Regional management centers (RMCs). 
This system monitors and processes complaints from 
residents in different areas of regional life. This system uses: 

a. “Incident Management” program which 
collects and analyzes appeals and complaints from 
citizens in social networks (VKontakte, Twitter, 
Odnoklassniki.ru, etc.) in real time, around the clock. All 
processed “signals” are sorted according to the topic of 
the problem and sent to the relevant agency, which is 
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supposed to process the “incident” within 24 hours after 
its registration in the system [4]. 

b. a monitoring system “Prism” used to 
analyze the overall picture of what is happening in the 
region, including catching extremist comments and 
people who might create fake information [5]. 

The main possibilities of using digital tools are: 

1. Prompt communication of information to the public. 
The Internet has been one of the most operational sources of 
information for a long time [6], and social networks have 
become a platform for broadcasting the state structures’ 
activities, as well as political figures’ decisions and opinions. 
For example, the St. Petersburg Government has its own 
official website with a built-in electronic reception of 
citizens’ appeals, as well as pages on social networks 
(VKontakte, Odnoklassniki, etc.), which publish up-to-date 
information about the city administration’s activities, summs 
up the results of the week and upload videos about the 
governor’s visits. 

2. Increasing interest in politics. It is important to note 
that here we talk, among other things, about the involvement 
of people in political activities, for example, participation in 
elections, which is implemented in the result of the 
introduction of online-voting through the remote electronic 
voting service “DEG”, authorization in which is possible 
through the portal “Gosuslugi”. So, in 2020, more than 964 
thousand Moscowites took part in voting for amendments to 
the Constitution of the Russian Federation, and the turnout 
was 93.15 percent. 

3. Response to complaints from residents, that is, 
accelerating the solution of social problems faced by the 
population. The possibility of providing feedback to solve the 
problems of the population is realized through the 
implementation of the SDGs [4]. In 2020, about 300 appeals 
were received daily in the Krasnodar region with the help of 
the “Incident Management” system. Within two and a half 
months, 7.5 thousand comments from social networks were 
processed. Most of the complaints concerned domestic 
problems: bad roads, illegal landfills, water and light outages 
[7]. 

4. Popularization of live broadcasts and increasing 
information openness. The use of digital tools makes it 
possible to hold more meetings, and also promotes dialogue 
between citizens and politicians. For example, on the State 
Duma website there is a section of live broadcasts that 
broadcasts all meetings around the clock (after the broadcast, 
a recording is uploaded), which allows the viewers to 
monitor the activities of officials on an ongoing basis. In 
addition, live broadcasts are also held on social networks 
with the ability to ask questions in a chat. 

5. Raising the level of citizens’ awareness. We talk 
about cognitive information that helps citizens in the field of 
their rights and security. So, the Ministry of Emergency 
Situations of Russia has its own channel on the TikTok 
network, where it publishes video instructions on how to 
behave in various emergency situations. The choice of this 
platform allows them to influence different target groups, 
including teenagers and young people. 

6. Assessment of mass sentiment. The analysis of 
comments, complaints and messages allows us to consider in 
detail the trends and dynamics of public opinion, to form an 
urgent agenda determined by the most acute problems for the 

population that create social tension and negative mass mood 
[4]. 

7. Forecasting and prevention of information risks, as 
well as recording extremist comments [5]. For example, 
during the pandemic period, the SDG identified 2,425 topics 
of fake coronavirus messages. The revealed information was 
transferred to Roskomnadzor and law enforcement agencies, 
after which the Ministry of Home Affairs initiated 37 
criminal cases for fakes about coronavirus and compiled 450 
administrative protocols [8]. 

II. RESEARCH 

In order to determine the degree of influence of digital 
tools on conflictive communications in the system 
“government-society” in St. Petersburg, 22 conflictive topics 
were selected during the period from January 1 to January 
10. The selection was carried out according to the following 
parameters: 

− the presence of contradictions, marking the first stage 
of the emergence of a conflict;  

− the presence of an official response from the 
Government or Committees. An official response 
means both a manual response (including through the 
incident management system) and a mechanical 
response (using bot technologies); 

− development of the topic in a “thread” of comments 
(5 or more comments). 

In the next stage, we conducted a sentiment analysis 
(based on one-dimensional emotive space) of comments to 
publications in the official group of the St. Petersburg 
Government in the social network “VKontakte” (Table 1). 
Doctor in Philology, Professor at the Higher School of 
Economics defines sentiment analysis as the procedure of 
identifying and extracting from a text the emotionally and 
evaluatively marked attitude of the speaker or writer toward 
the subject of the statement [9]. 

TABLE. I. THE SENTIMENT ANALYSIS OF COMMENTS TO PUBLICATIONS IN 

THE OFFICIAL GROUP OF THE ST. PETERSBURG GOVERNMENT IN THE SOCIAL 

NETWORK “VKONTAKTE” 

Conflictive topic 

Number of 

comments 
before the 

official 
response 

Comments 
after the 
official 

response 
Result 

+ - 0 + - 0 

Liquidation of 
enterprises 

2 9 14 - 7 - 
Conflict 
escalation 

Increase in the price 
of public transport 

2 17 1 - - 1 
De-
escalation 
of conflict 

Increase in the price 
of housing and 
communal services 

- 7 2 - - - 
De-
escalation 
of conflict 

Blocking accounts 
for direct appeals to 
the governor via 
social networks 

3 8 1 - - - 
De-
escalation 
of conflict 

Open-air project “A 
Seaside Winter 
Tale” 

10 1 0 - - - 
De-
escalation 
of conflict 

Change in transport 
tariffs 

2 11 2 - 2 - 
Conflict 
escalation 
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Low level of 
organizing New 
Year’s events 

13 2 2 - 2 - 
Conflict 
escalation 

Reducing the 
number of camps 

5 9 1 - - - 
De-
escalation 
of conflict 

Demolition of the 
complex of buildings 
with cultural 
heritage features 

3 19 6 - 8 2 
Conflict 
escalation 

Problems with 
transport 
infrastructure 

4 29 9 - 3 - 
Conflict 
escalation 

Development of 
public places with 
living facilities 

4 54 17 - 10 4 
Conflict 
escalation 

Failure to meet 
subway construction 
plans 

3 14 7 3 - 1 
De-
escalation 
of conflict 

Building renovation 5 8 1 1 - - 
De-
escalation 
of conflict 

Censorship in the St. 
Petersburg 
Government Group 

- 10 4 - 3 1 
Conflict 
escalation 

Improvement of 
living facilities 

2 5 1 1 - - 
De-
escalation 
of conflict 

Snow removal 2 17 6 - 3 - 
Conflict 
escalation 

Installation of works 
of monumental art 

5 10 2 - 4 1 
Conflict 
escalation 

Urban beautification 5 15 5 - - - 
De-
escalation 
of conflict 

Payments to the 
families of the 
mobilized people 

4 24 8 1 6 3 
Conflict 
escalation 

Construction of 
social facilities 

7 27 8 - 3 - 
Conflict 
escalation 

Suspicion of state 
group moderators for 
illegal activities 

- 11 2 - 6 1 
Conflict 
escalation 

Disagreement with 
the results of the 
contest “Your 
Budget”  

4 7 4 - 3 1 
Conflict 
escalation 

The data in the table show that in 64% of cases the 
answer given from the official page of the Government or 
Committees in the social network “VKontakte” led to 
conflict escalation. The most conflict-prone topics were: 
Liquidation of enterprises, Development of public places 
with living facilities, Demolition of the complex of buildings 
with cultural heritage features, Payments to the families of 
the mobilized people, Suspicion of state group moderators 
for illegal activities. The following factors became reasons 
for conflict escalation: 

1. Citizens’ perception of a system-generated message as 
a “robot response”. 

2. There was no formal answer to the main question, a 
shift in emphasis. 

3. Duplication of an answer already given earlier, which 
did not satisfy the citizens. 

4. Frequent use of scripts and templates. 

5. Use of legal language difficult for understanding by 
citizens. 

In the remaining 36% of cases the introduction of digital 
tools (“Incident management” program, profiles of the 
Government and Committees on social networks) led to de-
escalation of conflicts. Important factors were: 

1. The use of visual arguments (photographs from the 
scenes of events, statistical data) by government agencies. 

2. Not an impersonal answer, without a template. 

3. Continuation of the dialogue with the citizens, further 
answers to new questions on this topic. 

4. Concreteness in the information provided, including 
the exact indication of who is to blame for the situation and a 
description of the measures taken. 

Thus, the digital toolset in the “government-society” 
system sufficiently influences conflictive communications. 
The results of the study showed that in the overwhelming 
number of cases the official responses of the St. Petersburg 
Government and Committees lead to conflict escalation. This 
is due to generating automatic answers with the use of 
templates, as well as avoiding answering the main question. 
At the same time, the use of digital tools can also lead to de-
escalation of the conflict. It is important that formal 
responses contained sufficient reasoning, used the language 
that is understandable to the audience, and, if necessary, 
developed a dialogue. 

III. CONCLUSION 

In conclusion, the use of digital tools in the political 
sphere is promising. It organizes not only several directions 
of communication with society, but also opens up 
opportunities to prevent misinformation of the population 
and to prevent deviant behavior of some citizens. However, 
despite the wide range of applications of digital tools, their 
impact on conflictive communications, and their positive 
goals of transparency in the politicians’ activities there are 
concerns about the use of RMCs to solve other strategic tasks 
of the state without taking into account the citizens’ interests, 
including restrictions on freedom of speech. 
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I. INTRODUCTION 

In the late ХХ and early ХХI centuries in developed 
countries in the sphere of public administration began to 
undergo radical changes, which also affected the process of 
information interaction between public authorities and 
citizens. First of all, these changes were due to the ongoing 
reforms based on the concept of new public management, as a 
result of which the citizens began to be considered as 
customers of the state needs, which must be met in the most 
qualitative and effective way. Further, the development of 
modern information and communication technologies allowed 
to improve this model by introducing automation and 
expanding channels of interaction with citizens. A new round 
of development was initiated by the digital transformation 
spurred by the coronavirus pandemic COVID-19, which 
forced to improve the existing channels of interaction between 
public authorities and citizens, as well as search for new ones, 
which are primarily related to remote forms of interaction 
based on the use of modern information technology. In 
general, we can talk about an outlined transition from a client-
centered model to a client-centered one. 

II. LITERATURE REVIEW  

Currently, there are several views on the digital 
transformation of public authorities and the general 
automation of work in all sectors of the economy. Some 
authors are optimistic about this process, but point to the 
possibility of job elimination, which will significantly 
transform the labor market and require specialists to possess 
new knowledge, skills, and abilities [9; 16].  

Other authors believe that it is premature to talk about 
universal automation, pointing to the periodicity of the 
emergence of the discourse about automation in society, citing 

the example of such phenomena «... in the 1930s, 1950s and 
1980s, and then emerged again in the 2010s» [1]. 

Despite the existence of opposing points of view, one 
cannot deny the fact that information and communication 
technologies, thanks to the ongoing digital transformation, 
have become part of our lives and will continue to influence it, 
including in the aspect of interaction between public 
authorities and citizens. 

In Russian scientific literature, the range of works devoted 
to modern information and communication technologies, on 
which the digital transformation is based, is quite extensive, 
from studies of the possibility of applying artificial 
intelligence in the sphere of public administration  to general 
studies on data management [6; 8; 10; 11; 12] and ethical 
issues of using modern technologies [13; 15; 20]. 

Regarding the models of interaction between the state and 
citizens (and in a broader sense, with civil society institutions), 
it is possible to note the works. I.N. Shapkin [18], N.A. 
Makedoshina [7], A.A. Chalygin and E.A. Ageeva [17], M.N. 
Kotsybovskaya [5], A.V. Tikhovodova [14] and others. Of 
particular interest is the work of O.Y. Golub and E.V. Sergeev, 
who explore the issues of crisis power and society 
communication in social networks [3]. 

It is impossible not to mention the work of M. Castells, 
who has already become a classic in the field of interaction in 
the Internet space [4]. 

III. RESEARCH 

In domestic practice, the transition to a new model of 
interaction between the state and society was marked by 
administrative reforms among the tasks of which a number of 
tasks related to the introduction of information and 
communication technologies can be distinguished: 
«implementation of a unified vertically integrated automated 
system for monitoring the performance of public authorities 
and local authorities in achieving the most important 
indicators of socio-economic development of the Russian 
Federation and the performance of their powers (Government 
automated system «Administration» - https://gasu.gov.ru/); 
creation of multifunctional centers to provide public and 
municipal services; organization of provision of public 
services in electronic form; modernization of the information 
support system of the body» (Decree of the Government of the 
Russian Federation of 25.10.2005 No. 1789-r «On the Concept 
of Administrative Reform in the Russian Federation in 2006-
2010»). As practice has shown, the main focus was on the 
provision of public services. The principle of client-oriented 
approach was implemented, citizens had the opportunity to 
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receive services not only in the traditional format directly in 
the public authorities, but also in multifunctional centers, and 
through the portal of public services in a remote format. It 
should be noted that the most popular channel was the 
multifunctional centers of public services - there are a number 
of explanations for this. First of all, the habit of citizens to 
interact in offline format, the low level of computer literacy 
and lack of skills in working with modern technology, 
especially among the older generation, as well as the lack of 
technical ability to access the Internet.   It should be noted that 
the effective functioning of the multifunctional centers of 
public services became possible thanks to the introduction of 
a Unified system of interagency electronic interaction. 

Over time, the accessibility and convenience of receiving 
services electronically for citizens has increased significantly, 
and if we apply the Gartner Digital Maturity Model to 
determine the digital maturity of the Russian government, 
Russia is at the third «Data-Centric» level, that is, the 
government has moved from listening to the needs of citizens 
to seeking new opportunities for interaction based on data 
collection and processing.  One of the most important sources 
of obtaining such data has become social media. 

The development of information and communication 
technology and the intensification of information exchange 
between citizens and public authorities has led, as A.N. 
Shcheglova rightly points out, to «.... an increase in the 
popularity of using the Internet by the population to promptly 
contact state institutions. Citizens began to abandon traditional 
tools of interaction with public authorities in favor of modern 
information and communication technologies» [19]. 

Thus, it is possible to distinguish four main channels of 
interaction between the state and society: 

1) Directly in public authorities; 

2) Through the network of multifunctional centers of 
public services; 

3) Portal of public services; 

4) Social media. 

As we can see, two of the four interaction channels assume 
a remote format, while the remaining two are restructuring 
existing processes as part of the digital transformation and 
moving toward gradual automation of processes. 

In addition, it should be noted that based on data 
processing it becomes possible to implement the principle of 
client-centeredness in the provision of public services and 
preparation of legal acts. 

In order to improve the quality of interaction with citizens 
and more promptly respond to their requests, on December 1, 
2020, all regions of Russia established Region Management 
Centers (RMCs) to coordinate the monitoring and processing 
of all types of appeals and messages coming from the 
population, as well as to interact with citizens through social 
networks, messengers and other means of electronic 
communication on the directions and topics of the Region 
Management Center (Decree of the Government of the 
Russian Federation of 16 November 2020 N1844 «On 
Approval of the Rules for Granting Subsidies from the Federal 
Budget to «Dialogue Regions», an autonomous non-profit 
organisation for developing digital projects in public relations 
and communications, for creating and ensuring the 
functioning of regional management centres in constituent 
entities of the Russian Federation and the Rules for Creating 

and Operating Regional Management Centres in constituent 
entities of the Russian Federation»). 

The structure of the RMC consists of three main blocks: 
analytics, information, and feedback. Each of them is 
responsible for a separate area of work: predictive analytics, 
the maintenance of governmental publics and obtaining 
feedback from citizens. In turn, the feedback is categorized 
into: difficult to solve issues; quickly solved and simple 
informing [2]. 

The task of the Region Management Center in St. 
Petersburg (https://vk.com/tsur_78) is to coordinate the work 
of monitoring and processing the appeals received by the 
authorities and institutions. Messages and appeals received via 
social networks will also be analyzed. In addition the data will 
be received through the feedback platform. Widgets of the 
platform will be placed on the sites of public authorities of St. 
Petersburg. Through them St. Petersburg residents can send 
their appeals, as well as participate in polls, votes and public 
discussions.  

Regional management center and feedback platform were 
created on the basis of the Single portal of public services. You 
can learn about the status and results of messages in your 
personal account on the website of public services. 

The center will process information in 8 areas - housing 
and communal services, social protection, education, roads, 
transport, health, energy, solid municipal waste. Each area has 
already identified the top 3 problems, which in 2018-2020 St. 
Petersburg residents addressed most often. The Region 
Management Center in St. Petersburg is preparing proposals 
to optimize the process of handling complaints, analyzing the 
reasons for them. Roadmaps for systemic problem solving will 
also be developed. 

In two years of work, the Region Management Center in 
St. Petersburg helped to process 1 million 114 thousand 813 
appeals which St. Petersburg residents sent to the authorities 
in social networks and via the Feedback Platform. In addition, 
Region Management Center in St. Petersburg analytics helped 
in the development and adoption of a number of management 
decisions. 

In 2022, sociologists from Region Management Center in 
St. Petersburg conducted 16 online surveys of St. Petersburg 
residents about the improvement of urban areas. The data 
obtained formed the basis of the projects for the improvement 
of new public spaces in 12 districts of the city. In just two 
years, thanks to the online sociology of the Region 
Management Center in St. Petersburg, projects for the 
improvement of 19 areas in 14 districts of the city were created 
on the basis of the wishes of St. Petersburg residents. 

In addition to the Region Management Center in St. 
Petersburg, there are other channels of communication with 
citizens in St. Petersburg, first of all the work with appeals 
from citizens will be considered in detail on the activities of 
the Committee on Informatization and Communications of St. 
Petersburg (https://kis.gov.spb.ru/). Statistical materials taken 
from the portal of the Committee on Informatization and 
Communications of St. Petersburg are shown in Table 1. 

As we see the average percentage of citizens' appeals 
fluctuates, which indicates that not always citizens choose 
electronic forms of interaction, although on the other hand 
most often citizens address questions about the functioning of 
the portal «Our St. Petersburg» (https://gorod.gov.spb.ru/) and 
about the work of the portal of public services. 
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TABLE. I. REVIEW OF CITIZENS' APPEALS TO THE COMMITTEE ON 

INFORMATIZATION AND COMMUNICATIONS OF ST. PETERSBURG 

(2020-2022) 

Year & 

Quarter 

Total 

appeals 

(written 

requests) 

Personal 

reception 

of citizens 

Received appeals 

from the 

Administration 

of the President 

of the Russian 

Federation 

E-mail 

requests 

received 

Percentage 

of appeals 

by e-mail 

from the 

total 

number of 

written 

appeals 

2020 Q1 261 1 16 83 31.8% 

2020 Q2 439 0 51 122 27.79% 

2020 Q3 533 1 35 127 23.83% 

2020 Q4 442 0 29 113 25.57% 

2021 Q1 348 0 13 131 29.91% 

2021 Q2 368 0 27 137 37.23% 

2021 Q3 428 0 37 109 25.47% 

2021 Q4 605 0 64 164 27.11% 

2022 Q1 418 1 25 160 38.28% 

2022 Q2 419 3 21 151 36.04% 

2022 Q3 358 0 30 120 33.52% 

2022 Q4 456 1 24 146 32.02% 

The portal «Our St. Petersburg» is known as the city's 
largest Internet resource for receiving messages on the topics 
of housing and communal services and urban improvement. 
Every day the resource is visited by more than 5000 users. 
Moderators of the portal check for correctness and compliance 
every day more than 2100 messages from city residents. From 
November 5 2022 new features are available on the «Our St. 
Petersburg» portal. The portal update touched several key 
aspects of the user interface, the administrative part, and the 
performer's office. First of all the mobile application of the 
portal has been updated. Updates include a code base, a 
redesign, and changes to the order of submitting messages 
according to the new features of the web version. Automatic 
addition of a watermark on a user's photo when submitting a 
message and when a performer responds has been 
implemented. In addition, improved functionality in the part 
of messages by categories related to the «Yard» object. 
Information in this category will be loaded in accordance with 
data about buildings in the regional information system 
containing information about real estate objects and land 
management objects «Geoinformation system of St. 
Petersburg» and in the departmental regional classifier 
«Unified address system of buildings, structures of St. 
Petersburg». 

Most likely, faced with the problems in the functioning of 
electronic services citizens decided to use the traditional 
channels of interaction to clarify the situation. Also, the most 
frequently asked questions were about the work of the 
multifunctional centers for providing state services. Thus, 
despite the emergence of new channels of interaction between 
public authorities and the population, the traditional channel 
remains in demand and stable. This situation indicates a lack 
of trust in electronic services on the part of citizens. 

IV. CONCLUSIONS 

To summarize, it can be noted that in the first decades of 
the XXI century there was a significant change in the model 
of communication interaction between public authorities and 
citizens. The forms and channels of such interaction have 
expanded. These changes have increased the efficiency and 
transparency of public authorities, which has had an impact on 
increasing the confidence of citizens in the state. However, the 
digital transformation that initiates changes in the model of 

interaction, in addition to the benefits, brings with it a number 
of dangers, such as unresolved ethical issues, security issues 
and the possibility of manipulating public opinion, as well as 
the critical dependence of people on technology. One of the 
side effects of the coronavirus pandemic has been the 
accelerated digitalization of government processes and the 
automation of tasks, as well as increased remote interaction 
with citizens. 

As we see gradually there is a transition from the model 
assuming unilateral communication from the state through the 
model of bilateral communication to the model assuming and 
horizontal communication assuming a certain equality of 
participants interaction, In other words from the subject-object 
interaction in public administration there is a transition to the 
subject-subject interaction on the principles of partner 
relations.  

It seems that in the future the state will intensify the 
involvement of citizens in the digital interaction, continue to 
collect data and on the basis of them to implement the 
principle of clientcentricity. 
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Abstract — This paper discusses the tendencies of media 

activism development in increasing complexity and network 

distribution in sociopolitical processes, as well as in the context 

of general turbulence escalation. The research methodology is 

the concept of communicative action. The methods of literature 

corpus analysis, case study, secondary research made it 

possible to identify the main vectors for media activism 

development: anonymization, data activism formation, the 

expansion of network forms of media activism and, potentially, 

the emergence of meta activism standing for metaverses and 

virtual environment. 
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I. INTRODUCTION  

Media activism began to play a special role in current 
conditions of systemic crisis and global transformations.  It is 
considered to be a term that has taken hold in literature since 
2011, after the Arab Spring events, when in a short time the 
networked communication made it possible to bring 
previously stable political systems into a state of crisis [1]. 
The concept itself has many meanings. One can agree with 
the opinion of I. Bronnikov and M. Gorbachev that media 
activism uses media and communication technologies to 
represent and strengthen social and political movements [2]. 
The authors note that one of the most important reasons for 
the rapid development of media activism is the lack of access 
to traditional media for marginalized groups known as 
dissatisfied, oppositionists, representatives of small nations, 
etc. Craft online publications, blogs, social networks and 
instant messengers therefore have become widespread. 

The digital version of mass communication had the 
greatest impact on the relationship between state and society.  

Reflected at the first stages in the sphere of state policy 
towards the media in the concept of the “fourth power”, later 
the influence of the state on social media turned out to be 
wider and began to affect the sphere of information policy in 
various areas of society. If at first stages the influence of the 
state on social media reflected in the concept of the “fourth 
power”, later this influence turned out to be wider and began 
to affect the sphere of information policy in various areas of 
society. Moreover, the authorities’ reaction to the evolution 
of digital communication tools has affected the nature of 
political regimes in a number of states, sharply reducing the 
level of their objectified transparency. 

The current stage associated with a sharp entropy increase 
is characterized by contradictory trends, such as the growth 
of the state restrictions on the Web, the spread of slacktivism, 
the viral promotion of initiatives that affect the entire 
sociopolitical life and the all-encompassing process of 
mediatization. Accordingly, the contribution to the social 

development of media activism changes and its forms 
become more complicated, which makes it necessary to 
rethink the meaning of media activism in sociopolitical life. 

Hence, our goal is to analyze the trends in media activism 
development in the context of expanding technological 
capabilities and, at the same time, the factors limiting this 
development. 

We see the following tasks to reveal the content of the 
goal:  

 to analyse the state of metaactivism in modern 
entropic realities; 

 to make a forecast of media activism development 
vectors. 

II. METHODOLOGY AND METHODS 

Since, in the current conditions of a systemic crisis, 
almost all social problems are being politicized, whether it is 
garbage recycling, vaccination against Covid-19 or the 
construction of a religious building, media activism almost 
automatically to some extent acquires a political character. 

But one cannot assume that media activists use social 
networks exclusively to organize nationwide democratic or 
anti-elite revolutions and riots. Social networks allow update 
local problems, including them in the regional or national 
agenda. 

The methods used to solve the problems posed in our 
study are the method of apperception, which is the 
accumulation of knowledge by interpreting new information 
obtained from other sources; the method of secondary 
analysis of empirical (including statistical) data, case study 
method.  

The heuristic value of case study method should be 
especially noted. It proved to be extremely productive in the 
analysis of bots’ use for network media activism ("GVA 
Dictator Alert"), in the analysis of neural networks’ use for 
media activism ("DeepDrumpf", "Neuroramzan"), in the 
analysis of Data activism application mechanism (the 
activities of ICIJ, End The Backlog, DataKind and others) 
and technological components of media activism 
phenomenon (actions in Decentraland and others). 

III. LITERATURE REVIEW 

Researchers, studying this phenomenon, insist that 
subjectivity is the most important determinant of media 
activism, because it is the features of the subject taking action 
that determine the very nature of media activism [3]. 
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However, a sharp discusion over the question of what 
role media activism plays in political processes, unfolded in 
scientific discourse. 

Proponents of the technocratic approach (S. González-
Bailón, N. Wang and others) argue that political media 
activism is a form of activism that arises as a result of the 
actualization of problems in various spheres of public life [4]. 
According to this approach, any form of civic participation 
can become a part of the political agenda, indirectly affecting 
the political space. At the same time, the critics of this 
approach (P. Gerbaudo and others) declare its ambiguity and 
define political media activism as the result of an action with 
an initially political goal-setting [5]. 

An attempt to resolve this issue was made by M. Joyce 
[6], who proposed the following consensual distinction 
between concepts. The group of such concepts as “cyber 
activism”, “online organization”, “online activism” refers 
only to activist online practices. If activists use devices and 
technologies that do not require access to the Web (flash 
drives, disks, the Mexican startup Bridgefy3 messenger that 
works via Bluetooth, etc.), their activities can no longer be 
described in such terms. The group of concepts with the word 
"electronic" (for example, "electronic activism") implies the 
use of electronic devices, but many of them are already 
outdated, which makes such terms seem irrelevant. The 
group of concepts with the word “informational” (for 
example, “infoactivism”) describes not only the use of ICT in 
activism practices, but also any activity aimed at 
disseminating information, including the distribution of 
newspapers, leaflets or brochures, which does not reflect the 
essence of the phenomenon under consideration. 

According to M. Joyce, the most general and at the same 
time exhaustive concept of those that arose in the 1990s–
2000s, is the term "digital activism", which reflects the 
speed, reliability, size and low costs of the digital network, 
thanks to which modern activism has reached a huge scale 
and coverage. 

In modern conditions, media activism has been 
replenished with the new forms. We are talking about 
destructive, non-conventional forms of digital activism 
(hacktivism, cyberterrorism, etc.), which imply a high level 
of computer literacy and do not involve the use of social 
media resources for communication purposes [7]. 

IV. RESULTS 

Nowadays, the media environment in which a media 
activist operates is undergoing a radical transformation. The 
total spread of the Internet has led to the fact that through the 
"digit" the public space of traditional civic media activism 
has been transformed into the so-called networked activism. 
If the main task of traditional civic media activism was to 
relay a message in order to influence the state of affairs in the 
real world (while traditional mainstream media - TV, radio, 
magazines - were the main transmission channels), then 
networked activism does not need this. A networked activist 
spreads the product of his communicative action using 
networked communication - from one network node to 
another, trying, like a virus (or more precisely, in the 
terminology of the American media researcher D. Rushkoff, 
a media virus [8]), to convey his message to the widest 
possible audience. Networked activism is born and lives 
online, but, like traditional civic media activism, it seeks to 
influence the state of affairs in the real world.  

Traditional civil activists include the actions of 
Greenpeace, Femen, The Voina (The War) group, and others 
that attracted attention in the 2000s. Their task is to perform a 
communicative action in a physical world, so that the media 
then broadcast it to the media environment. If traditional 
activism critically needed the media as an intermediary to 
transmit its message to the public space, then networked 
activism today is able to independently convey its message 
through the network.  

Today’s networked activism is about online broadcasts, 
hacker attacks with the substitution of information for their 
message, viral videos and other, more specific forms of 
communicative action. Modern infocommunication 
technologies make the arsenal of networked media activists’ 
tools and methods extremely diverse. 

It should be noted separately the use of bots for 
networked activism, first of all, the “GVA Dictator Alert” bot 
created by Swiss journalists, which signals on Twitter about 
the arrival of aircrafts at Geneva airport with state leaders 
that are classified as authoritarian [9]. Another bot, called 
“Neuroramzan”, is a neural network trained on Instagram 
posts by Ramzan Kadyrov -  the head of Chechnya region of 
the Russian Federation. This neural network posts messages 
generated in Kadyrov style on Twitter [10]. Neuroramzan is 
considered to be a kind of successor of the famous bot 
“DeepDrumpf” [11], which is known as a neural network 
that generates messages on Twitter based on the messages of 
former US President Donald Trump. “Hashtag activism” [12] 
can also be attributed to the network forms of activism, 
which allows displaying information on a specific issue and 
being marked with a specific hashtag. 

Data activism has become one of the important varieties 
of networked activism. It is considered to be a type of media 
activism based on data analysis methods (primarily open 
data) in order to solve socially significant problems. This can 
be, for example, the identification of abuses of power by 
responsible persons through the analysis of open sources by 
media activists. This approach to the networked activism is 
similar to the concept of monitoring democracy by D. Keane 
[13], but with the increased data volumes and information 
dissemination speeds. Such platforms include the 
International Consortium of Investigative Journalists (ICIJ), 
the Anti-Corruption Foundation in the Russian Federation.  

Often data activism is aimed at solving social problems. 
Thus, one of the first studied cases of data activism is the 
creation and support of a map of victims and destruction after 
an earthquake near the capital of Haiti, Port-au-Prince [14]. 
The map was updated in real time, thousands of volunteers 
took part in that action. They worked with the software and 
sent reports from the affected areas via e-mail, SMS 
messages or Twitter, processed and published information. 

Such socially oriented data activist projects include End 
The Backlog (an anti-violence project in the United States 
that tracks violent actions to develop proposals for improving 
legislation) and DataKind, an international project on using 
big data to solve social problems. 

At the same time, over the past decade, we can clearly 
observe a trend towards the regulation of media and 
networked space. The most obvious empirical confirmation 
of this trend is the dynamics of the Internet Freedom Index. 
Thus, from 2009 [15] to 2022, the percentage of countries 
with an Internet freedom index classified as “free” decreased 
from 27% to 24% [16]. At the same time, the percentage of 
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countries with an Internet freedom index defined as “not 
free” increased from 27% in 2009 to 30% in 2022. 

A number of researchers argue that this trend will only 
intensify [17]. As a result, media activists will be forced to 
look for ways to ensure their own protection. The most likely 
way is to anonymize a media activist, both personal and 
technological (anonymous messengers, P2P networks, Tor, 
local and private networks, high-level crypto-encryption and 
other technologies for deep anonymization of Internet 
traffic). 

Thus, the political activism of the 2000s with its bright 
leaders, evolves into anonymous network activism, where a 
leader is not important (he/she is anonymous or hidden 
behind a virtual avatar for his/her own safety), only a 
message and an idea are supposed to be primary ones. 

The tightening government institutions’ control is not the 
only component of the networked space transformation. The 
expansion of the networked space to the metaverse can be 
defined as one more qualitative metamorphosis which is 
taking place nowadays. Metaverse can be defined as a virtual 
space in which individuals are able to interact with each other 
and with digital objects through various technological 
devices. Decentraland, VRChat are supposed to be the 
examples of such platforms. So, the Decentraland users, 
demonstrating only their avatars (which correlates with the 
above-defined trend to anonymize activism), staged a joint 
protest against the commercialization of the metaverses. It 
can be interpreted as that the Decentraland users reproduced 
the rally model in virtual space [18]. 

Indirectly more familiar multiplayer games can also be 
attributed to metaspaces. And they also become a platform 
for media activism. Thus, one of the high-profile cases in the 
Russian Federation was the guilty verdict against a schoolboy 
who planned to blow up a virtual model of the Federal 
Security Service building in the Minecraft video game [19]. 

All this gives rise to a new trend in networked activism 
which can be defined as meta-activism, as activism in virtual 
digital spaces, aimed at relaying a message through modern 
ICT / augmented or virtual reality to the networked public. 

V. CONCLUSION 

At the present stage of media activism development there 
are certain contradictory tendencies. First of all, media 
activism has begun to lose the room for manoeuvre and its 
former freedom due to the state attempts to regulate the 
Internet. Social media are considered to be a source of 
potential national security threats by most of the 
governments. 

At the same time, and this is the second trend, even the 
total state control over the Internet space is not capable of 
leading to the complete disappearance of media activism. As 
the experience of China and North Korea demonstrates, in 
the digital space there is always a place for the existence of 
an “alternative” Internet. Moreover, there is a so-called 
“conspiratorial” media activism: anonymous messengers (for 
example, Telegram, Signal and others), Tor, P2P networks, 
etc. Deep encryption, the use of virtual avatars for identity 
substitution in cases of meta-activism tend to make the user's 
existence in the digital space more and more anonymous. 
According to experts [2], the complete anonymity will 
become a reality in the next decade and allow media activists 
to consolidate on the Internet conspiratorially, carry out 
actions promptly and unpredictably, which will create huge 
problems for state bodies. They simply will not be able to 

counteract this actions, which can lead to the most 
unpredictable consequences for the political system and 
society as a whole.  

Moreover, if we talk about meta-activism in virtual 
spaces, then the question arises about the regulation of such 
spaces. Is it possible to regulate the metaverses? If so, how 
should institutionalized rules be developed for these spaces, 
who should ensure the implementation of these institutional 
rules? These questions require further serious research. 

Beyond that, the media activism itself is becoming more 
complex: the level of mastery of technical means and the 
number of technical specialists among media activists are 
growing. All this makes it possible to implement more 
complex initiatives. A striking example is data activism as a 
form of media activism. In general, nowadays, the most 
typical type of media activism is network activism, which has 
actually replaced digital media activism. 

Thus, the current stage in the evolution of media activism 
is a bifurcation point, where the dominant trends in the 
evolution of relations between media activists and political 
actors will determine the fate of the digital community in the 
medium term from the degree of online discourse 
transparency to the issue of metaspaces institutionalization. 
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Abstract— The paper refers to the problem of digital 

transformation of fictional texts, which results in appearance of 

new digital meta realities – computer games based on the 

fictional texts, including texts of the classics. The authors try to 

analyze the parameters and outcomes of digital transformation 

of texts. During the research the methods of literary text 

analysis, participant observation, comparison, content analysis, 

discourse analysis and survey have been employed. The 

authors argue that digital transformation of a text creates a 

meta reality, which performs new functions. The authors come 

to a conclusion that a literary source serves as a solid 

foundation for creating the virtual world of a computer game. 

The players are more concerned about their own experiences 

and meanings appearing in the process of playing the game. 

The developers of computer games use the plots of the classics 

actively. The plots make it possible to model the relationship 

between a person and the world as a whole, the way of creating 

the world and the birth of life in it. Using someone else’s plot or 

just a hint to it, the scriptwriters do not often become 

intermediaries in a dialogue between the modern consumer and 

the author of a literary classic. The developers use a language 

of the game to speak to the player about new values, forcing 

him/her to make his/her choice without regard to the time-

tested experience of the literary characters. According to 

another type of scenarios, a computer game becomes a precise 

tool for connecting the past with the present. Via this 

connection it becomes possible not only to immerse oneself into 

the distant world of a classical text, but also to understand the 

present and the inner world of the player. The modern game 

technologies make this process exciting, intense, lively and 

efficient, because due to the gameplay the player acquires an 

essentially real experience of interacting with the Other. 

Keywords—text transformation, digital communication, 

fictional text, meta reality, computer game, discourse analysis, 

original text 

I. INTRODUCTION 

Art, being one of the multiple forms of communication, 
reacts most acutely to changes in the environment. The art of 
the 20th – early 21st century has gone through a 
transformation caused by the development of 
telecommunication systems. Besides a completely new space 
for creative expression, technology has also provided a 
number of tools resulting in the emergence of a completely 
new type of art – digital. Such classical forms of art as 
graphics and photography may also be supplemented with 
volume or audio effects, animation, etc. The digital 
environment is a part of a shared culture. It has common 
features with the generally accepted concept of culture. For 

example, digital culture can be considered a characteristic of 
the material and spiritual level of development of certain 
social formations, specific societies, peoples and nations. 
Also, virtual culture can be considered as a specific area of 
activity, such as artistic culture, culture of everyday life, etc. 

II. THE PROBLEM 

The subject area in which the present research is being 
carried out is a computer game as a type of digital culture. 
Presently, a lot of research refers to the phenomenon of a 
computer game. It is also investigated within the framework 
of communication theories. The psychological features of 
communication carried out via a computer game are studied 
[1]. The social features of such type of communication are 
also investigated [2, 3]. Researchers have also paid attention 
to the possibilities of special “man – machine” 
communication via game [4]. 

Within the framework of the theory of artistic 
communication, a computer game is also considered as a 
phenomenon of culture [5]. According to L. Mesenyashina 
and A. Selyutin, “this form of culture, despite the retention of 
the name of the game, has for some time now been a new 
kind of art” [6]. D. Tregubova and D. Shkaev note that “... in 
the eyes of many experts, the gaming industry has acquired 
the functions of a driver of modern media culture, a 
conductor of newly formed meanings, images and narratives, 
a source of myth-making in modern reification” [7]. 
I. Yugai argues that “a computer game is a specific artistic 
phenomenon that has developed within the framework of 
virtual artistic culture, the artistic image and plot basis of 
which is built on the basis of a computer program and special 
artistic means” [8]. 

The undertaken research has been focused not on the 
artistic features of a computer game, but on the technologies 
for its creation, in particular, the digital technologies for 
translating the classic text that underlies the scenario of a 
computer game, which create the conditions for modern 
communication between the consumer and the classics. Such 
phenomenon is significant for implementation of not only 
commercial, but also social projects. 

III. METHODS OF RESEARCH 

At present, a computer game can act as a kind of 
communication tool, which creates communication between 
the author and his reader; it also can establish communication 
between the computer game user and the strategic 
communications organizer. 

mailto:largenn@mail.ru
https://e.mail.ru/compose/?mailto=mailto%3alisovitskaya.v@yandex.ru
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It is important to determine whether the developers of a 
computer game act as interpreters of the classical text. It may 
also be assumed that digital technologies for translating the 
original text into the language of the game are not so much 
designed to open up new meanings of the text as they should 
make the final product – a computer game – attractive to the 
consumer. And if turning to the classics is just a marketing 
ploy, then what is the reason for using the classic literary plot 
in a computer game? Is it possible to use the game and its 
inherent communication technologies in organizing strategic 
communication? 

The notion of interpretation is significant for the present 
research. V. Tyupa has been investigating the phenomenon of 
interpretation within the framework of artistic 
communication. He believes it to be a purely intellectual 
operation – interpreting or revealing the meanings of 
cognizable phenomena [9]. V. Khalizev also argues that 
while working with the phenomenon of art, the interpreter 
opens up “a range of correct and adequate interpretations”, 
which constitutes the main task of the interpreter [10]. 

The scholarly papers on practical marketing are the 
theoretical basis of the undertaken research [11, 12]. These 
papers define the peculiarities of computer games promotion, 
describe the practices of promotion as well as the means used 
for this purpose. The use of a classical plot as a means of a 
computer game promotion is not mentioned in the scholarly 
papers. The scholarly papers, in which computer games are 
considered to be a cultural phenomenon, have also been used 
for research [5, 6]. 

The undertaken research deals with computer games, the 
scenarios of which are based on the precedent texts of both 
classical and popular literature. 

During the research the methods of literary text analysis, 
participant observation, comparison, content analysis, 
discourse analysis and survey have been employed. 

IV. RESEARCH PROGRESS 

The undertaken research has been focused on several 
games based on the classical literary texts. E.g., the tragedy 
by J.W. Goethe was transformed into a computer game. The 
graphic adventure quest game was released as “Faust” in 
Europe and “Seven Games of the Soul” in North America in 
1999. This project was intended to be a unique journey for 
the players, providing them with an opportunity to choose 
various outcomes of certain actions. The game was quite 
progressive in 1999. 

The game is divided into seven parts and has detective 
investigation features: Episode 1. Crime for Two; Episode 2. 
The Alchemist and the Genie; Episode 3. Casanova’s 
Shadow; Episode 4. Phantom Lover; Episode 5. Tiger 
Nature; Episode 6. One Meter Tall Robin Hood; Episode 7. 
Giselle’s Masterpiece. Each chapter is a story of the past and 
after the game there is an ending, in which the player must 
determine the fate of the amusement park. The narrator is 
Mephistopheles. 

The epilogue is about lost souls. The player assumes the 
role of an elderly African American. Finding himself in an 
abandoned amusement park called Dreamland, he meets a 
mysterious man. It turns out to be Mephistopheles himself, 
he says that he and the “boss” are arguing about the fate of 
seven souls. 

Mephistopheles instructs the player to examine their 
cases, search for evidence and decide whether or not they are 
guilty of their sins. During the game, one can observe human 

nature and the authors tried to uncover ideas and 
observations about a person via the journeys of seven 
characters. Only at the very end it turns out that the character, 
not Mephistopheles, is the devil himself. His memory was 
erased in order to be able to look at the misdeeds of people 
objectively. At the end of the game, it is possible to switch 
roles with the owner of the park. There are two options: the 
player becomes the new owner of the park or the park is 
demolished. The choice of the endings depends on the player. 

The game has dozens of locations to be studied; these 
locations have a 360 degree access. The following statements 
are found on “Faust: The Seven Games of the Soul” box: “7 
souls succumbed to temptation, 7 souls will be damned, 7 
souls must be saved: and one more – yours”. Apparently, the 
use of figure 7 refers to the idea of seven deadly sins. The 
goal of each of seven levels is disclosure of the secrets of the 
characters. As soon as Faust understands why this or that 
character is sinful, a cutscene occurs and a new level begins. 
Examining or using an object may trigger a small video, a 
fragment of speech. This is mainly the way the characters’ 
memories are presented, they are designed to fill in the story, 
and can also provide hints for solving the puzzle. 

It is supposed that the exciting plot of the game does not 
let you relax throughout the story. The players experience 
different emotions: horror, laughter, they empathize with the 
characters. By going through many 360 panoramic screens 
and clicking on objects, players can manipulate objects, 
completing quests helps move around the level. 

It should be noted that the player is fascinated by the plot 
of the game, and not by the Goethe plot and its meanings. 
Therefore, the classic plot as the basis of the game scenario 
can hardly be considered a marketing tool for its promotion. 
The names of the characters in the game become the signs of 
literature, the content of which is unknown to the player, it is 
not important for developers of the game, in particular, its 
scriptwriters. Faust is a name known to everyone, but few 
people know the specifics of this character. Therefore, 
allusions to the Goethe story cannot really bring the classical 
text closer to the modern reader. The game does not become 
a communication tool for Goethe and his new readers. It is 
not Goethe who speaks to the players, but the screenwriters. 
Using the verbal, visual and procedural rhetoric, the game 
developers convince the player of their ideas. At the same 
time, this is the suggestion of certain meanings, which do not 
arise as a result of a critical analysis of information, but are a 
finished product presented by the game. The game is a tool 
for modeling and constituting social reality, in which the 
ethical and social aspects, formed by a computer game, are 
highlighted. 

O. Aronevich noted that “the content of computer games 
is <...> that they make it possible to transfer and share 
perception of abstract experience and reconstruct personal 
experience and ideas in the form of dynamic interactive 
systems. This allows us to see in computer games the 
potential of a form that, via multidimensional synthesis (on 
the level of synthesis of experience and relatively dynamic, 
polymorphic communication), can cope with the flow of 
information in the modern world” [13]. 

In the second game investigated, the goal of the 
developers to immerse players into the world of Goethe is 
more obvious. Goethe’s tragedy “Faust” became a virtual 
work: due to the 360-degree technology used in the game, it 
was possible to employ VR technology. The philosophical 
poem has been adapted using virtual reality glasses by the 
German National Library. “Goethe VR” is an interactive 
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digital project allowing people to experience the drama of Dr. 
Faust with interesting, unusual, new sensations provided by 
the use of virtual reality. The players have an opportunity to 
feel like Faust, experience all the obstacles of his path – a 
whole series of trials and temptations. 

Each guest gets to play the role of a young Faust. In order 
to start the game, they choose twelve value cards, depicting 
their six most important values; using the cards they make a 
deal with the devil: fame, wealth, power, progress, love, 
family, lust, beauty, freedom, knowledge, youth or faith. 
What is more important to a person in life? The game uses a 
phone book of the person playing the game. In order to win, 
the player needs to earn satisfaction points. The player gets 
them if he/she correctly selects quotes from the original – 
Goethe’s tragedy – for the purpose of communication in the 
game. 

It is evident that the game developers use the technique of 
translating a literary text into language of the game. They 
take into account the difference between the two languages – 
the language of literature and the computer game language. 
Defining the features of a computer game language, 
T. Majkowski argues that “the auditory, visual, haptic, 
spatial-temporal and systemic elements of a video game are 
in constant interaction” [14]. The language of fiction is the 
language of images that arise due to verbal signs, which have 
both a special visuality and a special “audiality”, but are 
neither visual nor auditory, etc. The very possibility of 
translating the language of literature into the language of a 
computer game reveals the possibilities of the artistic 
language. But when translating, it is important to study why 
not verbal signs are selected. In a translation that claims to be 
an interpretation, the meaning and possibilities of its 
transmission into the language of different art are important. 

It must be borne in mind that the meaning in the art of the 
present is not equal to some idea that exists a priori (before 
the text). Hence the famous quotation by Leo Tolstoy, who 
said that in order to understand what his novel is about, you 
need to read it. In other words, the meaning is associated 
with an adequate understanding of the text by the reader. On 
the other hand, the computer game developers with their text 
– the text of the game – do not retell a work of fiction, do not 
mechanically translate one text into the language of another, 
but convey their understanding of the original work and also 
create conditions for the perception of their version of the 
classics by a consumer. F.M. Dostoevsky, when asked about 
the possibility of staging his novel “Crime and Punishment”, 
mentioned such a translation: “There is some secret of art 
according to which the epic form will never find a match for 
itself in the dramatic form <...> It’s a different thing if you 
remake and change the novel as much as possible, keeping 
only one episode, for processing into a play or, having taken 
the original idea, would you completely change the plot?” 
[15]. 

In other words, a literary text will never find a match in 
the text of a computer game, but one can reveal the meaning 
of the original text even without repeating its plot. It is 
important to find an opportunity to convey your own 
understanding of the idea of a text translated into the 
language of different art. And thus convey the meanings and 
values, which are important for organization of strategic 
communications with the consumer of digital products. 

When presenting a computer game, PR specialists and 
marketers can rely on the basic values of the culture of a 
country, in which organizing communication with the 
consumer is taking place. This has become possible due to 

the value potentials of the classical text, which underlies the 
plot of the game and is implemented in a computer game that 
claims to be a work of art. Therefore, the product can solve 
not only marketing tasks. Thus, in Berlin at the 
Theatertreffen exhibition an exposition with a game 
dedicated to Faust was exhibited with the support of the 
German National Library. It was later exhibited in many 
cities, from Seoul, where she caused a real stir, to Tokyo, 
Shanghai, Johannesburg, Athens, Budapest, Vilnius, Weimar, 
Prague, Hong Kong. Depending on the country and culture, it 
was possible to observe how people chose different values. 
Love was a universal value everywhere, but in Johannesburg, 
for example, freedom was the most important value, in 
Europe it was knowledge, and in China it was family. 

The most popular games are the ones, which do not just 
immerse the player into a fictional world created on the basis 
of someone else’s text (hyperreality), but provide an 
opportunity to exist in it for as long as possible and discover 
his/her own creative abilities. 

One of the most striking examples is “The Witcher” 
series of games based on the cycle of books by the Polish 
author Andrzej Sapkowski. The developers of the game do 
not recreate the virtual story told by the writer, but make their 
own one. The choice of the RPG genre is not accidental. In 
the games of this genre, the player has the role of a controlled 
character and experiences an interactive story with him. 
Thus, in “The Witcher”, players go through the plot on behalf 
of the main character of the book cycle – the witcher Geralt 
of Rivia. The game begins after the end of the book story, 
and thus the plot is an alternative version of the events 
associated with Sapkowski’s books, with the features of the 
world (the dark Middle Ages without a clear division into 
good and evil), with backstories of the characters and 
peculiarities of their relationships. 

The developers are likened to the authors of fan fiction, 
creating their own texts based on various literary worlds. It is 
noteworthy that the author of the literary cycle about the 
witcher is negative about computer games in general. He 
says: “The Witcher is a well-made game, its success is 
absolutely deserved, and praise is due to the authors. But this 
can in no way be considered either an “alternative version” or 
a “sequel” of the story of the witcher Geralt. Because only 
the creator of Geralt can say that. A certain Andrzej 
Sapkowski” [16]. 

Speaking about the features of computer games narrative, 
A. Sapkowski notes the limited language means, the lack of 
depth of narration as well as the inability of games to reflect 
culture. The CD ProjectRed studio, despite the lack of 
support from the writer, while recreating the literary world, 
managed not to break, but to enrich the original source. 

The development of the gaming industry makes it 
impossible to reproduce the language of fiction in the 
computer game texts. Consumer expectations force 
developers to complicate the game play, introduce various 
interactive elements, plot twists, etc. into it. Developing, and 
in some cases, completing the author’s text, the makers use 
various digital technologies. These are technologies for the 
development of images and events, technologies for 
“generating” and building a new plot. 

It is the success of the game series (as of April 2022, 
more than 65 million copies of games have been sold) that 
largely influenced the sales of the book series and 
subsequently the games served as one of the sources of 
inspiration for the creators of “The Witcher” series by Netflix 
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streaming video service. E.g., the swords from “The Witcher 
3: Wild Hunt” game appear in the series. In addition, the 
appearance of the protagonist is more consistent with the 
game version of Geralt than with the book version. 

Being placed within the recreated world of “The 
Witcher” book, the players explore this world, interacting 
with both non-playable characters and with elements of 
space. By completing the secondary quests or simply 
traveling around the map on foot or by horse (named Roach 
as in the book), the players can find books that tell about the 
history of the world or key events in the books as well as 
discover many references to both classical literary 
phenomena and popular phenomena of mass culture. E.g., in 
one of the missions, the player may find a statue with a hand 
into which a correct object should be placed. A skull is one 
of the items. After placing it, the character says: “No, you do 
not look like an indecisive prince”. An attentive player would 
immediately recognize that the game developers refer to 
Shakespeare’s “Hamlet”. And when studying the picture in 
the “They lived happily ever after” quest, Geralt says: “All 
families are happy in the same way and each is unhappy in its 
own way”. This is a reference to the beginning of Leo 
Tolstoy’s “Anna Karenina” novel. One of the characters cries 
out “It’s not my fault. He came himself”; this phrase would 
be understood only by those who watched the famous Soviet-
era “The Diamond Arm” film; the witch hunters, attacking, 
shout “Take demons alive” (a catchphrase from “Ivan 
Vasilyevich Changes His Occupation” film). By weaving 
these references and other interactive elements into the game 
world, the developers make storytelling more complex and 
more immersive for players. The makers enter a dialogue 
with the original source, rethinking it and developing the 
story; they also offer the player to become a part of this story 
himself/herself. The choices that are to be made to complete 
the story are consistent with the logic of the original source. 

“The Witcher” series of games is also unique, because the 
players, despite the statements of Andrzej Sapkowski, 
perceive it as part of the canonical history. 

The second example of a game based on the popular 
fictional universe is “Hogwarts Legacy” based on the Harry 
Potter series. It was called the most anticipated game of 
2023. As in “The Witcher”, the developers use a work of 
fiction as the fundamental principle, but tell their own story. 
The game takes place in the past long before the events 
described in J. Rowling’s books. The players are given the 
opportunity to create their own character, which enhances 
immersion. If in “The Witcher” the game served as a source 
of inspiration for the film series, in this instance one can 
observe the reverse process – films based on the books about 
Harry Potter become the main visual reference for 
developers. The key locations of Hogwarts Castle reflect 
those in the film, and some plot twists are exact quotations 
from the original source. If in “The Witcher” the player does 
not have to be familiar with the literary source, in “Hogwarts 
Legacy” the player needs to know the contents of books and 
films in order to be involved deeper in the story. In order to 
trace how the literary world is transferred into the virtual 
space of a computer game, one of the authors of the article 
went through several story quests and explored the world 
offered by the developers. In the initial mission, at the 
moment when the characters are attacked by a dragon, 
thestrals, winged horses, visible only to those who have met 
with death, are suddenly harnessed to the flying carriage. The 
game plot does not provide any explanation; it is assumed 
that the player is familiar with this feature of J. Rowling’s art 
world. There is also a brief mention in the books that the 

castle’s kitchen can be reached by tickling a pear in a still 
life. Exploring Hogwarts, one can stumble upon a picture 
where the player is asked to tickle the fruit and after that a 
passage to the kitchen will open. The game also has many 
recognizable locations described in the books. It is premature 
to talk about how much the game will be in demand by fans 
of the Harry Potter universe, but the fact that it will allow you 
to plunge into the magical world created by Rowling is 
beyond doubt. 

In order to trace the extent to which the game developers 
manage or fail to transfer, and most importantly, to translate 
the meanings of the original literary works, the authors of the 
present paper conducted a survey among an audience of 
mainly fans of computer games. The survey involved 434 
young people aged 20 to 35. The questionnaire was compiled 
in such a way that a negative answer to the question “Do you 
play computer games?” opened a branch of additional ones, 
revealing the attitude of respondents to games as a 
phenomenon of modern digital culture. According to the 
survey results, approximately 7% (31 respondents) have 
never played computer games. Of these, 13 respondents are 
negative about this type of leisure, 8 respondents are neutral: 
“I’m not interested, but I know that many people love it”. 10 
people responded positively. The remaining 93% of the 
respondents (403 people) play computer games periodically. 
Such a high percentage of positive responses is due to the 
specifics of sampling. The offer to participate in the survey 
was posted on game forums as well as in the gaming 
communities of VKontakte social networking site. 

Among the reasons for playing games, the respondents 
named the following: a need to relax, an opportunity to 
escape from routine, a desire to immerse themselves into the 
well-known literary world, to live a short life in a story along 
with a controlled character. For the majority of respondents 
(91.4%), a well-developed plot of the game is important as 
well as the opportunity to explore the world offered by the 
developers. We asked all respondents about popularity of the 
games described in the present paper. “Seven Games of the 
Soul” is overwhelmingly unfamiliar to the gamers. Only 3% 
answered affirmatively. Less than 1% heard about the second 
game based on the book by Goethe. However, we were more 
interested in how and what meanings and interpretations 
appear in the process of transferring a classical literary text 
into the virtual space of a computer game. We asked 
respondents who were not familiar with these games the 
question: “What do you think these games are about?”. The 
overwhelming majority could not answer this question and 
some respondents said that the game “most likely repeated 
the plot of the tragedy by Goethe”. Among those who were 
familiar with these games, the most popular answer was: 
“About the human soul”. Thus, the results of the survey have 
confirmed the idea that the game does not directly translate 
Goethe’s meanings, but is able to actualize its own meanings 
in the minds of recipients. 396 of the respondents are familiar 
with the game based on “The Witcher”; 308 people have 
played it, which is 70% of all respondents. Of these, only 203 
people are familiar with the literary source. But all 
respondents noted a good elaboration of the computer game 
world as well as the depth of experiences. For the 
respondents, “The Witcher” has turned out to be a story in its 
own right, which keeps with the spirit of the book series. The 
questions about the last game were not included into the 
survey. 
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V. RESULTS 

The analysis of the survey results has made it possible to 
draw a number of conclusions: 

a) the literary source serves as a solid foundation for 
creating the virtual world of a computer game; 

b) the recipients are more concerned about their own 
experiences and meanings appearing in the process of 
playing the game. 

VI. CONCLUSION 

The world of classical literature is becoming more and 
more distant and incomprehensible to modern youth. They 
are fascinated by other worlds – the worlds of computer 
games. At the same time, the developers of computer games 
actively use the plots of the classics, especially since it has 
long been proven that the types of these plots are not 
numerous. The plots make it possible to model the 
relationship between a person and the world as a whole, the 
way of creating the world and the birth of life in it; the plots 
also make it possible to create a model of a person’s attitude 
to his own destiny and identify the basic values of the world 
of the past and the present, which, when colliding, often 
result in serious crises and catastrophes. 

Using someone else’s plot or just a hint to it, the 
scriptwriters do not often become intermediaries in a 
dialogue between the modern consumer and the author of a 
literary classic. The developers use a language of the game to 
speak to the player about new values, forcing him to make 
his/her choice without regard to the time-tested experience of 
the literary characters. 

But there is another type of scenarios. According to them, 
a computer game becomes a precise tool for connecting the 
past with the present. Through this connection, in this 
movement from the past to the future, it becomes possible 
not only to immerse oneself into the distant world of a 
classical text, but also to understand the present and the inner 
world of the player. The game technologies make this 
process exciting, intense, lively and efficient, because due to 
gameplay the player acquires an essentially real experience 
of interacting with the Other. 

It is digital technologies that make it possible to take into 
account the limited capabilities of modern recipients, who 
prefer specific visual, auditory and other images to 
imagination and independent thinking. This fact should be 
taken into consideration by the organizer of modern strategic 
communications. 
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Abstract—A place reputation is a key competitive advantage 

for building partnerships with diverse stakeholder groups, thus 

being one of the most important factors of the region's socio-

economic development. Therefore, methodical work on it should 

be an integral part of the strategic plan for place spatial 

development. The reputation that a territory has depends to a 

large extent on the information located both in the offline space 

and in the virtual environment. It should be noted that nowadays 

the struggle for consumers' preferences of a regional product is 

increasingly shifting to online. Therefore, when shaping the 

place reputation, it is necessary to take into account the "digital 

footprint" that creates the media image that directly affects the 

perception of the territory by various stakeholder groups. In the 

current economic realities, of all possible stakeholder groups, 

investors and innovators are of particular importance, as 

effective regional innovation systems are the drivers of economic 

development not only of individual territories, but also of the 

country as a whole.   

To improve the reputation and, as a consequence, to increase 

the regions' competitiveness in the modern information society, 

it is necessary to pass consistently and systematically the stages 

of "recognition and acceptance" in the external environment. In 

this case, the online environment is the place where you cannot 

just deliver information to many people, but also to target the 

audience of users saving financial and time resources. 

Digitalization opens new opportunities for transferring 

interaction between different stakeholder groups to a 

qualitatively higher level. 

The monitoring of media and social media, conducted in the 

paper, with the use of Medialogia and Brand Analytics 

platforms has led to the conclusion that the formation of place's 

publicity is an important component in the implementation of 

public activity. Participation in various events and ratings, 

promotion in social networks, implementation of social projects 

and demonstrating activities are of particular importance for 

improving reputation. The monitoring has also shown that the 

region's innovative activity is one of the most important 

components of the region's attractiveness for almost all 

stakeholder groups. 

Keywords—place reputation, place reputation monitoring, 

sustainable development, innovative entrepreneurship, regional 

innovation system, entrepreneurial university. 

I. INTRODUCTION  

Currently, the place reputation is able to ensure  
sustainable competitive development of a region, being a 
valuable intangible asset of its economy, a critical resource for 
partnering with important stakeholder groups such as investors 
and innovators. The work of a number of foreign and Russian 
scientists is devoted to various factors that influence building 
strong place reputation [1], [2], [3], [4]. In particular, the 
researchers note the pattern — the countries leading in the 
most important reputational indicators demonstrate the highest 
degree of public trust in the authorities and the best conditions 
for doing business. [5], [6]. 

The last two decades have been characterized by 
increasing globalization, the logistical accessibility of 
markets, and knowledge facilitation. This has determined a 
shift in the most important competitiveness factors from 
traditional production resources to knowledge-based resources 
[7], [8]. Simultaneously, the increasing importance of regional 
innovation systems (RIS) and clusters that are drivers of 
innovative development of the country as a whole [9]. 
Nowdays the RIS framework perceives regions (e.g., Silicon 
Valley, in the USA, as well as the Tokyo-Yokahama cluster 
(Japan), Shenzhen-Hong Kong (PRC, Hong Kong), Seoul 
(South Korea), Beijing (PRC)), and not countries, as the unit 
of economic interest meriting attention [10]. 

Furthermore, the following should be stressed that while 
innovation occurs at the enterprise level, the emergence and 
success of the innovation system as a whole requires 
interaction with institutional agents such as universities, 
sectors in industry, government entities and agencies 
dedicated to regional development [11], [12]. Any region is 
not just a place for investment. It is also a place for introducing 
the most ambitioust innovations [3]. Furthermore, competition 
between regions is a competition to attract the attention of 
consumers who are interested in the acquisition of a territorial 
product, which is expressed in the influx of all type of 
resources.  

It should be emphasized that not only and not so much the 
financial benefit affects the decision to invest in a particular 
region. A potential investor always takes into account the 
stability of not only political, socio-economic, geographical 
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and cultural and organizational-legal factors, but also how the 
territory is represented in the information space. This factor is 
essential not only for the reputation of the region, but can also 
affect the reputation of the investor.  Therefore, the key 
system-forming factor here is communication for the 
formation of a positive opinion by various stakeholder groups. 

II. LITERATURE REVIEW 

The issue, being raised in the scientific discourse, is not 
just about innovative entrepreneurship as a single 
phenomenon, but about the formation of regional innovation 
ecosystems. For building effective systems interaction is 
needed along the entire chain: university — industry — 
government relations [13]. Etzkowitz, author of a “Triple 
Helix” model changed the view of the role of universities. He 
saw the university as an effective tool for enhancing the 
innovation process. Subsequently, it was recognized by many 
that entrepreneurial universities were one of the most 
important elements of these innovation ecosystems. The 
“entrepreneurial university” has become a widespread concept 
in developed nations regarding to its impact upon increasing 
the level of educated members of the community, filling jobs, 
and increasing economic growth [14]. Digital entrepreneurial 
university is becoming the main link in a new branch of the 
economy — the innovation generation industry. The foregoing 
cannot but influence on the socio-economic development of 
the region.  

For the last five years, in Russia also there has been an 
awareness of the need to organize innovation activities in the 
regions on the “Triple Helix” model with the active 
involvement of universities. A number of researchers 
conducted an empirical analysis of the contribution of 
universities in the formation of regional innovation systems 
[15], [16]. 

Nowadays there is a tendency to shift attention from R&D 
(Research and Development) processes to C&D (Connect and 
Development). This is due to the companies changed the focus 
from the development of their technologies to the search for 
already created technologies in universities, institutes, 
laboratories. 

The open and closed innovations approach, which 
originated in the late 1980s, has now gained relevance through 
the works of Chesbrough [17]. In the researcher's concept, the 
achievement of  digital economy targets and ensuring the 
necessary economic growth potential should be based, on the 
one hand, on the development of successful innovation in the 
company itself using its own R&D as a strategic asset and on 
attracting new ideas, sources of knowledge, technology from 
outside in the form of interactions with universities. An active 
transition to an open model of innovation is happening in 
information technology, mass communications, and the 
pharmaceutical industry. [18]. Slightly slower these processes 
are being implemented in the banking, healthcare, automotive 
and consumer goods industries. This is due to the critical for 
all companies stage of transition from the creation of single 
samples to mass production, which must be accompanied by 
re-equipment of enterprises, organization of new lines, 
training and retraining of personnel. 

Open innovation is the integrated use of inherent scientific 
and technical developments with the support of third-party 
innovations and competent specialists in the development of 
technologies and technological products [19]. Continuing the 
development of the "triple helix" model proposed by 
Etzkowitz [13], a number of authors consider open 
innovations as a possibility to form a quadruple helix in the 

form of progressive innovative development of the economy 
in coevolution with the knowledge society, where the basic 
settings are institutional, political, climatic and geographical 
features of a certain territory, as well as the influence of the 
mentality of society and media influence. [19], [20], [21]. That 
is, media is already being incorporated as an important 
element of the model. The above has been examined by Cruz-
Ruiz, Ruiz-Romero de la Cruz, Zamarreño-Aramendia, and 
Cristòfol emphasizes the importance of a place brand, since 
the mechanism described here presents an adaptation to a 
specific need that has to take into account the values of 
branding, among which several elements stand out [21]. 

III. RESEARСH 

We assume that in order to attract innovators to the region 
and create a competitive regional innovation system, it is 
necessary not just to form these ecosystems, but to engage in 
informing and coordinating stakeholders.  

Public demonstration of the activity on creation of 
favorable conditions for innovative entrepreneurship 
development in the region contributes to the formation of the 
place image in the minds of target audiences. And informing 
must be not sporadic, but systematic, regular in order to pass 
all stages of recognition and acceptance in the external 
environment.  

The place attractiveness is formed not only through the 
media, but also with the help of objective information, which 
is reflected in ratings and rankings. At the same time, ratings 
are of greatest interest in the process of working with 
reputation programs in the long term, and rankings reflect the 
current state of work with the placeimage.  

Ratings are one of the sources of information reflecting the 
place's innovative attractiveness. An example of such ratings 
is the Global Innovation Index (GII) ranking countries by their 
capacity for, and success in, innovation, published by the 
World Intellectual Property Organization.  National Research 
University Higher School of Economics analyzed the position 
of Russia in the new GII, which contains the results of a 
comparative analysis of the innovation systems of 132 
countries. According to the results of the analysis Russia 
demonstrates insignificant dynamics (Table I). At the same 
time, some of the considered indicators of the subcomponents 
of the index (trade, diversification of industrial production and 
market scale, higher education, knowledge acquisition, ICT 
development, creation of intangible assets, online creativity) 
contributed to the improvement of Russia's performance in the 
overall rating, which in general has had a stronger position in 
more than half of the analyzed indicators in the overall rating 
for five years [22].  

Russia's advantages in comparison with other economies 
of the world are the number of graduates in science and 
engineering, the coverage of higher education and the position 
of universities in the global ranking. At the same time, some 
indicators — subcomponents of (school) education and 
knowledge of employees were at a disadvantage. 

TABLE I.  DYNAMICS OF RUSSIA'S POSITION IN THE GII: 2018-2022 

 2018 2019 2020 2021 2022 

Global Innovation Index 46 46 47 45 47 

Resources for innovation 43 41 42 43 46 

Innovation results 56 59 58 52 50 

Number of countries analyzed 126 129 131 132 132 

Source: https://issek.hse.ru/news/777572032.html  

https://issek.hse.ru/news/777572032.html
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Since enterprises are interested in obtaining highly 
qualified personnel for the development of innovative 
directions, then, considering the above, we can conclude that 
one of the important stakeholder groups for the formation of 
effective regional innovation systems will be young people.  

Therefore, the Index of inventive activity of Russian 
universities is an important tool for communication with these 
stakeholders. A project of the Expert analytical center, 
launched in 2016 to assess the transformations in science and 
education, which began with the “5-100” project and were 
continued in the “Priority 2030” program. Thus, according to 
this rating, the top 10 universities in Russia are those whose 
activities meet the criteria stated in the rating. The first 
position is taken by Moscow State University 'M. V. 
Lomonosov', which moved up from second place compared to 
2021. The National University of Science and Technology 
climbed from positions 3-4 in 2021 to 2-3, and The Ural 
Federal University named after the first President of Russia B. 
N. Nemirov took first place in 2021. N. Yeltsin is on 3-4 
positions in 2022 in comparison with 9-11 in 2021, also in the 
top ten rose Skolkovo Institute of Science and Technology, 
Saint Petersburg State University, Moscow Power 
Engineering Institute, seriously ousting National Research 
ITMO University, The Bauman Moscow State Technical 
University, Kazan (Volga region) Federal University, 
Belgorod State University [23].  

The assessment of inventive activity is based on the 
analysis of universities' activities in the field of patenting 
developments. The indicators analyzed in the rating are 
divided into three blocks: 1) initial conditions (weight 10% of 
the total rating indicator), which includes the number of 
licenses; 2) quality (weight 30%), includes the share of cited 
patents, active patents, patents in collaboration with 
universities and academies; 3) relevance with weight 60%, 
includes positions on the number of licenses and sold patents, 
technologies patented abroad, foreign patents and patents with 
OECD countries, patents in collaboration with companies.  

Forbes Education has presented the rating of the best 
universities in Russia according to employers, where technical 
universities were most in-demand. Among the universities, 
whose graduates tend to be hired first, the Higher School of 
Economics (this university was mentioned by 54% of 
employers), Lomonosov Moscow State University (49%), 
Bauman Moscow State Technical University (40%), MIPT 
(37%), MIFI (31%) and Yeltsin UrFU (31%) were mentioned. 
[24] 

An important prerequisite for effective development of 
innovative entrepreneurship is regular reporting on the costs 
of innovative activities of organizations, by subjects of the 
Russian Federation. A comparative analysis of such costs was 
compiled by the authors on the basis of open reports of the 
Federal State Statistics Service (Fig.1). Based on the data 
obtained, we can conclude that the interest in innovation 
activity is growing in almost all Russian regions. However, a 
clear regional disproportion is evident — the most significant 
growth is demonstrated by the leading regions — Central and 
Volga Federal Districts, in the rest of the regions this trend is 
not so noticeable. 

 

Fig. 1. Expenditures on innovation activities of organizations, by 

constituent entities of the Russian Federation (mln. rubles). 

Digitalization creates certain conditions for transferring 
the interaction of various stakeholder groups, primarily the 
youth audience, to a qualitatively higher level. This requires a 
number of skills, such as the ability to work with information 
and communication technologies, and to use the new 
possibilities of the digital space for professional needs. This 
creates the need to form publicity capital and regular 
informational coverage of innovative entrepreneurship. 

Thus, media monitoring (Fig.2) through Brand Analytics 
(mg.ru) shows an increase in interest in the topic under study. 
This is demonstrated by the analysis of publications from 
December 2020 to December 2022, which showed a high 
interest and demand for this activity in the regions. The 
number of publications for the selected period has almost 
doubled.  

The topic of innovative entrepreneurship is actively 
broadcast in the regional media. For the analysis carried out as 
part of this study, ten regions were selected, where the number 
of publications on the topic of innovation activity in the region 
from January 2020 to December 2022 was 400 or more.  

Assessing the information field allows to see the reaction 
of the media to the initiated info-messages and assess the 
competitive advantages of the region, understand the general 
information context, and anticipate the growing crises. 

Fig. 3 shows the leaders of the rating of Russian regions by 
the level of media activity of regional authorities in the sphere 
of innovations and investments, including the assessment of 
PR-activity and holding of public offline and online events. 
This figure does not show the absolute leaders — Moscow and 
St. Petersburg. 

A detailed analysis of social media publications through 
“Brand Analytics” (Fig. 4) showed the active discussion of this 
issue in social networks. The main platforms for the 
implementation of media activity in the regions — telegram 
— 38%, vk.com — 28%, ok.ru — 7%, youtube.com — 6%, 
ru24.net — 1%, russia24.pro — 6%, ria.city — 1%, 123ru.net 
— 2%, yandex.ru — 5%, facebook.com — 2%, rambler.ru — 
1%, zen.yandex.ru — 3%. 
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Fig. 2. Monitoring of the representation of the issues of innovative 

development of the regions within the topic of innovative entrepreneurship 

for the period January 2020 – December 2022 

 

Fig. 3. Top 10 regions with high media activity. Monitoring results for the 

period January 2020 – December 2022 

The formation of attitudes toward the agenda broadcast by 
the leadership of the region is shaped, among other things, by 
the opinions of the people who live and work in the area. The 
main problem here is the lack of systematic and high-quality 
communication with a wide audience. The regional centers, 
where significant events (forums, conferences) are held to 
discuss these issues, including on the platforms of social 
media, are active. Fig. 5 shows the age of the active authors 
who broadcast the agenda in social media. We can clearly see 
the interest of young and middle-aged people in the topic.  

On average, the daily growth of messages is in the range 
from 10 to 60 (for example, from January 15, 2023, to 
February 2023), and the maximum activity has shifted from 
the media to social media, where the leading position network 
Telegram, which indicates not just information about the 
implementation of the agenda for innovative entrepreneurship, 
and the involvement of the regional public in the discussion of 
this topic. 

 

Fig. 4. Distribution of publication activity by social media platforms and 

mass media for 2021–2022, % of the total  

 

Fig. 5. Age of authors of publications interested in the topic of innovative 

entrepreneurship 

As a result of the monitoring, it was concluded that the 
formation of publicity of the region is an important component 
in the implementation of public activity and includes 
participation in various events and ratings, promotion in social 
networks, implementation of social projects and 
demonstrating activity. In comparison with the previous years 
there is a clear tendency in striving to increase publicity capital 
and realization of openness in activity. 

IV. CONCLUSION 

Region's innovative activity is one of the most important 
components of the attractiveness of the region for almost all 
groups of stakeholders. 

At the moment there are no generally accepted 
international standards for ratings of innovative 
entrepreneurship, and the question of unification of 
methodology for their compilation remains open. 

Ratings of regions on the level of innovation activity 
implementation provide an opportunity to analyze the 
readiness of federal subjects to innovations, as the formation 
of indicators takes into account not only the activities to 
achieve specific results, but also trends in the interaction of 
different stakeholder groups, such as the involvement of 
universities as a source of personnel and a way to implement 
an open approach to innovation 

The demand for the topic of innovative entrepreneurship 
in the public discourse, as a noticeable progress towards 
increasing the number of mentions of this topic in the media 
and social media was revealed. Regions are actively 
broadcasting all stages of this agenda implementation. 
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The leading regions in the implementation of innovations 
are identified. However, it should be emphasized that in the 
field of innovative entrepreneurship, many regions focus on 
enhancing the interaction with universities and their 
developments, are quite successful in achieving their goals, 
which allows them to come to the leading positions 

The monitoring of the media and social media 
representation of the innovative entrepreneurship topic in the 
information field of the regions has revealed that the 
implementation of innovative entrepreneurship in the regions 
of the Russian Federation is extremely uneven and abruptly. 
At the same time, the topic itself has partially moved from the 
field of information (using the media to cover the 
implementation of the agenda) into the sphere of 
communication (social media), where the regional public is 
actively included in the discussion, which may serve as a basis 
for selecting as one of the criteria for assessing the presence of 
this agenda in the media space. 
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I. INTRODUCTION  

In Siberia and the Far East of the Russian Federation, the 
presence of multiple cultures and ethnic communities is a 
rule with no exception for any territorial unit. 

Polyethnicity is a fact and effective force of the 
Krasnoyarsk Territory as well. At present (since 2012), this 
region constitutes the informal main part of so-called 
"Yenisei Siberia". In the 17th–19th centuries, this was also 
the case for regional units of government (voivodships, 
governorships, territories, provinces, counties and volosts), 
which preceded the current division of regions in Russia. 

At present, there are over 150 nationalities in the 
Krasnoyarsk Territory. Many of them are considered 
autochthonous, while ethnologists and historians express 
conflicting opinions about others. A large number of 
communities ended up in the Eastern part of Russia for 
various reasons and at different times. This article deals with 
new media in the interaction of the Turkic-speaking ethnic 
communities of the Krasnoyarsk Territory: Tatars, Chuvashs, 
Dolgans, Khakasses, and Tuvans. 

According to the description of Turkic-speaking 
communities given in the books of the “Ethnic groups and 
Cultures” series of the Russian Academy of Sciences, the 
Siberian ethnic groups of Turkic origin include Dolgans, 
Yakuts, Khakasses, Tuvans, Tatars, Siberian Tatars, Chulym 
Turks, Shors, Teleuts, Telengits and others [1; 2]. Not all of 
them are represented in the Krasnoyarsk Territory. 
Moreover, it should be noted that the modern administrative 
boundaries of the regions do not always successfully 
determine the ethnic distribution. 

In addition, we can observe the relative stability of ethnic 
communities from the time of the early USSR to the post-
Soviet period. During the Soviet period, many of them 
received a written language. Primary, secondary and even 

higher education was organized for them in their native 
languages. Mechanisms for the development of educational 
and cultural personnel were formed. The ethnic groups of 
Siberia were involved in the processes of municipal and state 
administration. According to researcher L. N. Evmenova, 
“transformations in the way of life and culture of ethnic 
groups, their involvement into the socio-cultural space of the 
modern world and their adaptation to civilization have not 
led to the loss of their unique identity <...> Despite some 
cultural adjustments, these communities retain their 
philosophy of life. Modern Russian society should use every 
opportunity to preserve the national cultural wealth of the 
Siberian ethnic groups and pass it on to new generations" [3, 
p. 5]. 

Along with many benefits acquired by the Turkic-
speaking communities in the 20th-21st centuries, there are 
also complexities in the modern existence of ethnic groups. 
Researchers report on the negative consequences of 
technological progress and on the difficulties of 
incorporating traditional ethnic groups into modern industrial 
processes and culture. The settled and/or nomadic way of life 
is often completely destroyed upon interaction with modern 
living. 

At the end of the 20th and beginning of the 21st century, 
the situation becomes more complicated due to waves of 
multi-ethnic migration from the European part of Russia, the 
North Caucasus, the Transcaucasus, Central Asia, China and 
other eastern countries. 

T. V. Stupina in her work on cultural discourse and 
migration in Eastern Siberia following the American 
researcher Indira Somani [4] points to the mechanisms of 
migrant acculturation and the positive influence of the media 
on the processes of migrant acculturation and inculturation 
[5, p. 6]. At the same time, we note that I. Somani considers 
the positive value of newcomers entering American culture 
axiomatic, even if they are 40 years of age or older. The 
Russian practice of studying intercultural communications, in 
our opinion, should move away from a priori recognition of 
acculturation as a positive process, as it leads to the loss of 
ethnic groups’ identity. 

T. V. Stupina believes that an integrated approach to the 
formation of channels for the cultural integration of migrants 
into the host society is important, specifically in such spheres 
as language, education, religion, family life, eating habits, 
clothing, media, economics and sports. Successful cultural 
integration contributes to the social, economic, and political 
adaptation of migrants [5, p. 13]. 
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According to T. V. Stupina and V. M. Antolinovskaya, 
consideration of historical experience can help to understand 
the modern integration processes in Siberia, particularly 
based on the Siberian travel records of the German 
geographer P. S. Pallas at the end of the 18th century [6, p. 
268-275]. 

Siberia researcher N. M. Yadrintsev pathetically 
proclaimed in his book "Siberia as a colony" (1892): "... the 
union of ethnic communities, and not their separation" is the 
goal of movement to the East [7, p. 708]. It was typical for 
the scientist, as well as for other representatives of "imperial" 
thinking, to underestimate the idea of a civilizational 
movement to the East from the European part of Russia, the 
history and current state of the territories to which new 
settlers arrived. 

This part of the problem area can be viewed as a failure 
to change the paradigm of thinking of the majority of 
specialists involved in the study of intercultural interactions, 
and this impossibility obstructs the objective and unbiased 
study of intercultural and interethnic processes. 

Problem statement. 

Another part of the problem lies in the need to form a 
"general public", "public opinion" and "social attitude" both 
in ethnic communities and outside them on the territory of 
Siberia as a mega-community. This was indicated by the 
above-quoted N. M. Yadrintsev: "... we lack full civil 
development" [7, p. 709], “…the telegraph has not yet 
completed its miraculous work of unification” [7, p. 719], 
“Siberia needs intellectual life, the desire for publicity, to 
develop social needs through the press; society wants 
guarantees for life and protection from local arbitrariness” [7, 
p. 712]. 

If a representative of the Russian culture-forming 
community pointed to a lack of public discussion of pressing 
issues for the population through publicity, the use of the 
press and printed word, then what could the position of the 
ethnic communities of Siberia have been in this regard? 
Obviously, it was in its infancy. However, what is happening 
now at the beginning of the 21st century? How developed are 
the mass media in relation to the coverage of the Turkic-
speaking communities’ life in Siberia? What is the structure 
and power of mass media? In what ways and for which 
social groups is the information conveyed? Which Turkic-
speaking communities are more active and which are less 
actively represented in the media, including new media? 
What topics are covered on a daily basis? What is the role of 
government entities therein, and what is the role of 
individuals and social groups? 

In some aspects, the public perceptions of the scientific 
community remain just as "deaf" to the demands of shaping 
public interest in various, including ethnic, ethno-cultural 
aspects of life in Siberia. A number of publications by very 
interested scientists, for example, from Novosibirsk can 
prove the above, see [8; 9]. 

In this paper, we can only partially raise these questions 
without thinking of analyzing them in detail, much less 
resolving them. 

Another important problem is the divergence in research 
positions while discussing media discourse, including those 
reflecting a naive world picture or a “simple” worldview, as 
well as in research methods. 

II. RESEARCH 

Among the areas of media linguistics and the study of 
media discourse, despite the development of the “new 
media” and social networks (they have been actively existing 
in Russia since the early 2000s and have been actively used 
by customizable media since the early 2020s), a generally 
recognized scientific understanding of the relationship 
between “new” and “old” media, the “convergence” of the 
media has not yet been fully comprehended and the 
boundaries of “infotainment” among other things are not 
fully understood [10; 11; 12]. 

It is also important that ethnic issues (Siberian in 
particular, and even less so those connected with the Turkic-
speaking community of Siberia) are almost never the subject 
of research in serious scientific periodicals about the media. 
For example, the authors discuss “Mediascope” (published 
by the Faculty of Journalism of Moscow State University 
named after M. V. Lomonosov and the Higher School of 
Journalism and Mass Communications of St. Petersburg 
State University), “Vestnik MGU. Journalism series”. In 
these scientific journals for the last three years (end of 2019 - 
2022), out of more than 80 published articles, only one 
concerns ethnic journalism [13], but it is also connected with 
the problems of the Russian metropolis of St. Petersburg and 
the socialization of foreign migrants in it. 

The scale of the problem of the lack of ethnic projects as 
a subject of study by both the media community and the 
community of teachers/student of media discourse has not 
been fully understood, as the authors of this paper perceive 
it. 

III. LITERATURE REVIEW 

The field of ethnic media discourse study, especially the 
Turkic-language discourse of Siberia in the media, is limited 
in comparison with how widely political, international 
discourse and the discourse of the digital environment is 
studied, cf. the works of M.G. Shilina [17; 18] in particular, 
as well as many other researchers. 

The result is a lack of recognized methods for 
researching ethnic discourse in media studies. The most that 
one can hope for in texts about media discourse and ethnic 
relations in it are, for example, references to the old works of 
T. Van Dijk, Ruth Wodak, references to “hate speech” and 
“political correctness”. 

In our case, even relatively timid questions about the 
subject of social network media discourse analysis are 
important, and through this we can go further - to the study 
of ethnic media discourse in them, to the technologies for 
studying texts and contexts in social networks and instant 
messengers. 

In the journal "Modern Discourse Analysis" (Belgorod, 
NRU BSU) the article by E.V. Dyk, in which the social 
media discourse entities are considered [19] is presented. 
This can be considered an important step forward, but most 
certainly not exhaustive, since it does not provide samples of 
the social network text analysis which allow the capabilities 
of the proposed methods to be evaluated. 

As I. V. Savelyeva states: “Internet commenting as a 
mass discursive action, as a set of texts united meaningfully 
(via discussing political news/articles) and formally (located 
in the “Comments” section on one / a series of articles 
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relating to the latest political event) is defined by us as 
unprofessional political discourse [emphasized by the 
authors A. M., T. M.]” [20]. Paraphrasing the researcher and 
continuing her idea, we can propose a separation of 
professional and non-professional content for the analysis of 
ethnic discourse on social networks. We mean here that we 
can clearly trace in the assessments, vocabulary, syntax, and 
most importantly, in the presumptions and intentions of text 
fragments, the assignment of texts to two categories: 1) 
generated by a “semi-official” and official Author, 2) 
generated by an unprofessional, “simple”, unbiased Author. 

In a number of cases, these two types of Authors interact 
with each other in quite a friendly manner, expressing 
concordant positions. However, there are situations where 
there are not only differences, but also irreconcilable 
contradictions. We are discussing Russian-language 
messages and, in general, Russian-language accounts and 
groups. What exactly can happen in multi-Turkic social 
networks has yet to be thoughtfully analyzed. 

We have considered social media posts from August 31, 
2022, to January 31, 2023, as an example to begin with. 
These posts are from communities on social networks that 
can be qualified as "official". 

Azerbaijan Regional National and Cultural Autonomy of 
the Krasnoyarsk Territory (=ANKA_AMOR of the 
Krasnoyarsk Territory, 
https://vk.com/anka_amor_krasnoyarsk, 652 users) [21], 
Kazakh National and Cultural Autonomy "Ak zhaiyk" 
(https://vk.com/public211868475, 44 subscribers) [22], 
Kyrgyz National and Cultural Autonomy 
(https://vk.com/kyrgyzskayanka, 734 users) [23], Tatar 
National and Cultural Autonomy "YAR" (site address given 
www.yar24.ru, does not work) [24], Tuvan National and 
Cultural Autonomy "Bedik Sulde" 
(https://vk.com/public126855620, 980 subscribers) [25], 
Uzbek National and Cultural Autonomy "Humo" 
(https://vk.com/public191062360, 286 subscribers) [26], 
Khakass National and Cultural Autonomy "Khada" 
(https://vk.com/hada_20, 2632 users) [27], Yakut Regional 
Public Youth Organization "Aartyk" ("Istok") 
(https://vk.com/krsk_aartyk , 1267 users) [28], Chuvash 
National and Cultural Autonomy ("Autonomy Chuvash-
Krasnoyarsk", https://vk.com/avtonomia1991 [29]. 

"Community of Dolgans of Taimyr - Turubul" is not 
included in the system of cultural and national autonomies 
united by the Friendship Centre of the Krasnoyarsk Territory 
communities, (https://vk.com/public212712571), Dolgan 
ethno-cultural community with only 6 subscribers. The 
reason may underlie in the specific geographical position of 
the Dolgans as a community in the north of the Krasnoyarsk 
Territory, where they live compactly on the Taimyr 
Peninsula, and feel relatively isolated among non-Turkic 
people as an ethnic group (Enets, Nganasans, Nenets, 
Evenks, and Russians). 

In addition to the above, we considered messages in 
WhatsApp messenger chats - “Chuvash of the Krasnoyarsk 
Territory” (206 users), “Friends of the Krasnoyarsk ChNKA” 
(23 users). 

The topics of discussion for 2021-2023 are very different: 
from coronavirus reports there is a sharp switch to the 
Russian Special Military Operation in Ukraine in early 2022. 

In messages between August, 29 and October, 30, we 
observe only 26 topics, but the number of posts and topics in 
different communities varies dramatically: from one news to 
45 posts for this period. 

At the Siberian Historical Forum, the issue of the 
historical relationship of a number of ethnic groups, 
including the Turks of Asia, their current situation and 
culture, was specially considered. However, this topic was 
not reflected in the text messages of the communities, except 
for the Tuva NCA, and only because the Chairman of the 
Khural of the Republic of Tyva specifically noted this event 
on his page. The Chairman of the Supreme Khural of the 
Republic of Tuva Kan-Ool Davaa announces his meeting 
with the head of the national cultural autonomy of the 
Tuvans on the sites of the Siberian Historical Forum [in 2022 
it was dedicated to the 200th anniversary of the Yenisei 
province] “Their work is multifaceted - they help students 
adapt, teach children the Tuvan language, hold national 
holidays and other cultural events for our co-residents...” [30, 
14 Sept. 2022 at 23:18]. 

Another pressing topic is the “Asia-Siberia” Festival, 
with the Asia Siberia Krasnoyarsk community of 9689 users 
(https://vk.com/miss_asia_russia ). 

Following in terms of the number of messages are posts 
about the performances of folk amateur groups, sports 
competitions, and the achievements of the “metropolis” (if 
these are non-autochthonous communities). 

A significant place in the posts of the Yakuts, Tatars, 
Bashkirs, and Chuvashs is occupied by ethnic holidays such 
as Ysyakh, Sabantuy, Akatui, and Chukleme, days of 
national writing, memorable dates associated with national 
heroes, cultural figures, scientists and public figures. 

Significant attention is given to official holidays (March, 
8, May, 1, May, 9, June, 12, Flag Day, National Unity Day, 
New Year, Christmas, and Chinese New Year). At the same 
time, November, 4, the Day of National Unity, predictably 
enjoys the greatest popularity, when ethnic communities 
formally and informally demonstrate their unity. 

Almost unique messages appear in the VK group of the 
Yakut NCA "Aartyk", namely "Let's get to know other 
communities?" [29, 20 Sept. at 16:40], which refers to the 
festival "In the name of strengthening peace and friendship 
of the ethnic communities of Russia", held by the Ethnic 
Friendship Center of the Siberian Federal University and the 
Council of National Youth Associations "Mir" of the 
Krasnoyarsk Territory. 

A specific feature for a number of Krasnoyarsk 
communities is posting information about events in the 
context of interethnic relations in the region. For example, 
communities in “Odnoklassniki” and “VKontakte”, “Typical 
Zelek” (= Zelenogorsk) https://ok.ru/tipzelek and 
https://vk.com/public33160704, where messages connected 
with interethnic cultural projects occasionally appear. 

The work of the Ethnic Friendship Centre of the 
Krasnoyarsk Territory and its activity in communities in the 
social networks “VKontakte” (https://vk.com/ddn24) and 
“Odnoklassniki” (https://ok.ru/group/59643684585647) 
being biased cannot fully replace or supplement the 
interaction of ethnic communities and individual groups or 
individuals "horizontally". 

https://vk.com/avtonomia1991%20%5b29
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IV. CONCLUSIONS 

Thus, we can observe the minimal use of new media in 
interethnic contacts and intercultural interaction, even within 
the Turkic-speaking community, which more often focus on 
individual events within communities than informing about 
interethnic and all-Turkic events and processes. 

Apart from this, a number of Turkic-speaking 
communities of Siberia, in the Krasnoyarsk Territory do not 
perceive themselves as part of the Turkic Megaterritory. The 
Yenisei Siberia project, which has become known since 
2016-2017 under the initiative of the Krasnoyarsk Territory 
Governor A. V. Uss, did not become the unifier of ethnic 
groups along the Yenisei, among which there are many 
Turkic-speaking communities. 

New media, including instant messengers, are struggling 
to become platforms for consolidation of the Turkic-
speaking mega-community in the Krasnoyarsk Territory, 
which can be extrapolated to other regions of Siberia (not 
only Eastern) and the regions of the Far East of the Russian 
Federation. If this occurs, it does not lead to explosive 
growth in the interest of subscribers, both quantitatively and 
qualitatively. The reasons for this situation also need to be 
studied based on the new media data. 

The authors would like to highlight that the textual 
activity on social networks (topics, their content, intensions, 
and evaluation characteristics) corresponds (is isomorphic) in 
principle to the structure of the publicist content. We mean 
both the "high" journalism (saturated with philosophical 
understanding of the fate of a separate Turkic ethnos, and the 
common fate of the super-ethnos of Turks), and the 
journalism of periodical traditional mass media. 

This means, in particular, that the creators of journalistic 
constructions do not bother to go beyond the limits of Turkic 
subjects, for example, they are not involved in the systematic 
interaction of the Slavs as a whole and the Russians in the 
Eurasian space with other cultures and nations. This 
phenomenon requires a separate discussion and analysis. In 
the near future, the authors of this article have a desire to 
analyze more thoroughly the works of Khakass, Tuvinian, 
and Yakut masters of words (among them the Khakass writer 
P.T. Shtygashev, Yakut publicist O.G. Sidorov, Tuvinian 
writer Kara-Kuske Chodu, and others). 

Self-awareness of the common Turkic heritage and 
individual ethnic cultures, apparently, requires purposeful 
formation. It seems that the mediation of Russian culture and 
the maxim of acculturation and inculturation into the Russian 
supra-ethnic culture are not sufficient for the full functioning 
of national cultures and national self-awareness of the Turkic 
communities of Siberia. An alternative is the analysis of the 
centuries-old Turkic and Slavic interaction (as well as the 
mutual penetration of many other cultures and communities 
with a Slavic element). 

One of the drivers of ethnic self-awareness may become 
an increase in the number of bloggers from the ethnic groups 
of Siberia, ethnically-active citizens. An ethnically-oriented, 
ethnically-mobilized interested journalistic community and 
an asset of "public correspondents" are able to stop the 
erosion of ethnic consciousness. All of this, therefore, should 
be supported by the state, educational institutions, and 
cultural organizations. 
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Abstract— The paper examines the trends in conflictive 

communications that have emerged in the process of 

mediatization of the society. It provides examples of strategies 

of conflict behavior in social media for government. The aim of 

the study is to identify trends in conflictive communications, as 

well as social problems that have arisen during the 

mediatization of the society. As empirical methods, the authors 

use “the stack method” described in the book “Not Obvious. 

How to Spot Trends Sooner Than Others” by a marketer and 

trend-spotter Rokhit Bkhargava. The study revealed the 

consequences of the transfer in government-society 

communications to the digital environment, including less 

control over information as well as spread of fake news. The 

study demonstrated that some trends can be identified in 

conflict communications in the government-society system, 

including the introduction of digital tools. The paper raises 

problems, the solution of which can have an impact not only on 

increasing citizen confidence, but also on the solution of acute 

social problems. 

Keywords— conflictive communications, social media, 

government-society. 

I. INTRODUCTION  

The 21st century is characterized by significant 
quantitative and qualitative changes in the media field [1], 
which has led to mediatization of public life. This process 
includes transformation of the socio-political sphere in close 
intertwining with the media field. According to M. N. 
Grachev, mediatization provokes conflict situations and leads 
to an increase in the degree of conflictogenicity of the socio-
political sphere [2]. 

The modern political and legal culture of the Russian 
Federation implies a “government-society” dialogue, which 
is confirmed by the launch of the “Open Government” 
project by the Russian government in 2014, aimed at a 
qualitative change in the level of information openness of the 
agencies, and the approval in 2019 of the national program 
"Digital Economy of the Russian Federation". The Digital 
Transformation program covers almost all spheres of society 
and involves the implementation of a number of major 
projects and initiatives, among which are: 

 creation of a system of legal regulation of the digital 
economy, based on a flexible approach in each area, 
as well as the introduction of civil turnover based on 
digital technologies; 

 creation of a global competitive infrastructure for data 
transmission, processing and storage based on 
domestic developments; 

 ensuring the training of highly qualified personnel for 
the digital economy; The transfer of the dialogue to 
the digital space forms a new environment of 
conflictive communications; 

 ensuring information security based on domestic 
developments in the transmission, processing and 
storage of data that guarantees the protection of the 
interests of the individual, business and the state; 

 creation of "end-to-end" digital technologies mainly 
based on domestic developments, as well as the 
creation of a comprehensive system for financing 
projects for the development and (or) implementation 
of digital technologies and platform solutions, 
including venture capital 

 financing and other development institutions; 

 introduction of digital technologies and platform 
solutions in the areas of public administration and 
public services, including in the interests of the 
population and small and medium-sized businesses, 
including individual entrepreneurs [3]. 

The current level of Internet development and population 
coverage makes the World Wide Web a special factor in the 
social, economic, cultural and political development of both 
individual states and the entire globalized world. The Internet 
provides a free exchange of opinions between a large circle 
of people without the use of mass media. Popular bloggers 
become opinion leaders, I sometimes spread ideas that are 
not safe for society [4]. As A.V. Chugunov notes, under the 
influence of Internet technologies, the political information 
and communication system of modern society acquires new 
features. The Internet provides government institutions with 
opportunities for prompt consultation with the population, 
which, in turn, arouses the interest and activity of political 
participation of citizens [5]. 

The transformation of political communication on the 
Internet is primarily due to interactivity, the consequences of 
which are: 

 building relationships with voters based on dialogue; 

 mobilising and encouraging political commitment; 

mailto:av-spn@ya.ru
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 systematic and reliable information about the 
activities of a political actor; 

 facilitating discussion on the most important social 
and political issues and increasing participation in 
important discussions [6]. 

The transfer of the dialogue to the digital space forms a 
new environment of conflictive communications. 

It was proposed to single out conflictive communications 
as a separate area of theoretical and applied research by A. N. 
Chumikov in his paper “Conflict communications in modern 
media”. 

L. N. Tsoy, Ph.D. in Sociology and Executive general 
manager of the Moscow School of Conflictology, defines 
conflictive communications as a clash of interests, needs, 
values and views, which is represented in speech 
communication and is a non-linear, naturally developing 
process [7]. 

In today’s realities of mediatization of the society, new 
trends of conflictive communications in the government-
society system are taking shape. Due to the fact that 
information openness of government bodies’ activities has 
reached a new level (filling official websites with governing 
documents, maintaining social networks of almost all 
government bodies, interaction with users through the 
Internet, etc.) the number of platforms for conflicts has 
increased. 

II. RESEARCH 

The study is built on the use of “the stack method” of a 
marketer and trend-spotter Rokhit Bkhargava described in 
the book “Not Obvious. How to Spot Trends Sooner Than 
Others”. The stack method implies collecting stories and 
ideas and then identifying trends in them and giving them a 
generalized meaning. The method includes 5 stages: 
gathering information, grouping, refining, naming, and 
presenting evidence. 

Gathering information involves finding and preserving a 
variety of ideas and stories in the course of interacting with 
people or materials in any form from a variety of sources. 

Grouping means combining collected ideas and facts into 
common themes. 

Refining of the trend consists in highlighting the key 
thoughts that connect different ideas, and the formulation of 
one, more general and clearly expressed idea or direction. 

Naming for a trend involves a simple, concise and 
memorable description of the finished idea. 

The final stage of the stack method is the presentation of 
evidence. This stage implies the presence of a sufficient 
number of examples and concrete research results to confirm 
that the idea really describes a phenomenon developing at an 
accelerating pace, which means that it can be considered a 
trend. 

In the course of the study, we analyzed 86 news items 
published by Russian mass media. The pieces of news were 
selected by the feature of carrying the keywords “conflict”, 
“government official”, “politician”, “social media”, 
“deputy”, and “scandal”. The publications were grouped by 
topics of conflicts, the use of digital technologies in them, as 
well as by conflict resolution. In the next step, single pieces 
of news that could not be grouped according to the selected 

parameters were excluded. In the following analysis of the 
news groups, common patterns and trends were identified. 

The first trend can be associated with the fact that many 
government bodies, as well as officials, not only inform 
citizens about their activities, but also express their views on 
various situations, and this often provokes a conflict. 

For example, in 2021, Andrei Agafonov, advisor to the 
head of the Krasnoyarsk Territory Governor’s 
Administration, published a post on Facebook (banned in 
Russia), concerning the statements of Krasnoyarsk region 
residents who criticized figure skater Alexei Yagudin for 
noting that during his visit to Krasnoyarsk, which was 
covered with smoke from forest fires in Yakutia, he could not 
smell the smoke. The publication was as follows: 

“I read the comments on Yagudin’s Instagram, and it 
made me feel a little ashamed that I am also from 
Krasnoyarsk. How did people turn into this, this whining 
heap of shit? And how do they constantly live with this sense 
of permanent inferiority? <...> Special compliments to the 
fighters of the invisible front, who raised an entire generation 
of drama queens in the “black sky” mode. These are not 
Siberians, they are not Russians at all, they are some kind of 
whiny rabble” [8]. Soon, the post was removed. The 
governor’s press service stated that Agafonov’s statement 
was his personal business, so they refused to comment on the 
situation. However, after a large number of negative 
comments, the press service confirmed the importance of the 
air quality issue. They also assured that the authorities were 
taking measures to reduce harmful emissions into the 
atmosphere. 

Thus, one publication in a social network led to a conflict 
between the citizens of Krasnoyarsk and a representative of 
authorities. 

Here comes the following tendency: any conflictive 
communication in the media field leaves a digital footprint. 
Even the timely removal of provocative publications does not 
guarantee avoiding a conflict, because the public has time to 
see the deleted information quickly thanks to the 
functionality of social media (for example, notifications 
about new publications), as well as to make a screenshot of 
the message and distribute the information among users. 

Another trend related to the removal of information is the 
possibility of moderation of social networks as a method of 
escaping from a conflict. 

For example, in 2019, Saratov regional Duma deputy 
Nikolai Bondarenko removed the video from YouTube at the 
request of the Prosecutor General’s Office because of 
extremist comments [9]. The video depicted a clash between 
police and protesters in Yekaterinburg against the ban on the 
construction of a temple on the site of a park. 

Another example from 2022, when Health Minister 
Dmitry Beglov blocked a disgruntled resident of Kuzbass in 
social networks [10]. A pensioner and disabled woman of 
group II asked for help from the Minister in undergoing 
examinations by highly specialized doctors, but the comment 
was deleted, and the woman’s profile was blocked. The press 
service commented that the profile could only be blocked due 
to violations of one or more rules of communication with D. 
Beglov, but the agency did not provide a more specific 
response. 

As a result of such actions by moderators, government 
bodies face the problem of public distrust, because they 
create an impression that the residents’ opinion is hidden, 
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complaints are hushed up, and the problematic situation is 
not resolved. 

Hacking and attacks upon official pages on social 
networks, websites and other Internet resources is 
widespread. Hacking can become a tool to provoke conflicts. 
For example, when a deputy or official’s page is hacked and 
a provocative post is published on his or her behalf, it may 
result in public dissatisfaction with the content of the post. 
Subsequent statements about the hacking often do not arouse 
public confidence. For example, in 2022 on Dmitry 
Medvedev’s page, Deputy Chairman of the Security Council 
of the Russian Federation, a post was published claiming that 
some CIS countries owed their existence to the Russian 
Empire and were artificial states in their present form [11]. 
Later, the assistant of the deputy head of the Federation 
Council made a statement that Medvedev’s account had been 
hacked. As a result, there was a lively discussion on social 
networks, with a significant number of users expressing their 
disbelief in the hacking claim. This trend poses a serious 
problem of that hacker attacks cannot be proved and 
consequences of this in the media space. 

Among the current issues of contemporary media space is 
the widespread use of fakes. The media can distribute 
politicians’ quotes or parts of the administration’s decrees 
without a context, attributing to officials actions and 
statements that they did not commit. This entails 
misinformation. Society does not look for primary sources 
and reacts to the information broadcast by media. This can 
provoke a conflict, as, for example, in 2021 the media 
reported that during a meeting of the Federation Council 
Committee on Constitutional Legislation, Senator Lyudmila 
Narusova allegedly proposed introducing a law on the 
“inadmissibility of single-person protests” [23]. Media 
readers reacted harshly to this story, as it was perceived as an 
attack on freedom of speech. Later, Narusova gave an 
explanation to Gazeta.ru, where she called the message a 
fake, since the phrase was taken out of context. Then there 
was a video from the Federation Council, showing that 
Narusova condemned the protester’s behavior calling upon 
putting Gorbachev on trial. Thus, the senator was able to 
prove that the phrase was used by the media without context, 
but the conflict situation had already been created. 

The expansion of platforms for communication between 
the government and the society increases the number of 
topics raised in conflicts, this leads to the emergence of a 
trend to create conflictogens. For example, in the official 
group of the Government of St. Petersburg in the social 
networks the publication about decorating Leo Tolstoy 
Square with artistic illumination [23] provoked a conflict. 
There was condemnation of the Government activities in the 
field of improvement of social facilities (kindergartens and 
schools), because the budget spent on illumination could 
have been spent, in the commentators’ opinion, on repairing 
schools. Thus, any topic of publication can lead to a conflict. 

One of the most striking trends that have emerged during 
the digital transformation of the society is the introduction of 
Region Management Centers (RMCs), which are designed to 
monitor and process complaints from residents in different 
areas of the life of the region. The tool for obtaining this 
information is the Incident Management System, which 
collects and analyzes citizens’ appeals and complaints in 
social networks (VKontakte, Odnoklassniki.ru, etc.) 24/7 in 
real time. All processed “signals” are sorted according to the 
topic of the issue and sent to the profile structure, which is 
obliged to process the “incident” within 24 hours, from the 

moment of its registration in the system [14]. Thus, under the 
publications of the Government of St. Petersburg in the social 
network VKontakte the responses from various committees 
to the residents’ comments can be found. For example, under 
the post about preparing the Summer garden for winter and 
covering the sculptures with special fabrics, a city resident 
questioned the originality of the sculptures and the materials 
they were made from. Within a day he received a response 
from the St. Petersburg Culture Committee about the material 
composition and its fragility. The conflict was kept back. 
However, this system does not always contribute to solving 
social problems, but is used to analyze public moods and 
identify oppositional forces through Big Data [15]. 

III. CONCLUSION 

Thus, mediatization of the society has led to the 
emergence of several trends of conflictive communications in 
the political sphere that raise serious social issues. The 
avoidance of conflict through the removal of information 
leads to a decrease in citizen confidence. The expansion of 
platforms for dialogue with the government increases the 
number of conflictogens. The ability to obtain and publish 
information quickly leads to the spread of fake news and 
public disinformation and, subsequently, to the escalation of 
conflicts. The introduction of digital tools to respond to 
complaints from residents, on the one hand, can have the 
effect of reducing the conflict situation by solving a social 
problem, but on the other hand, in the absence of the purpose 
to eliminate the residents’ difficulties, this system works as 
an analysis of public moods, as well as creating the 
appearance of operational activities of the government. 
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Abstract – The study is devoted to the digital crisis 

communications of the university, the most frequent risk in 

higher education. The following risk aspects and directions are 

designated as the most frequent: "activities of the 

university/institute management", "university marketing", 

"development of educational programs", "admission of 

students", "implementation of basic educational programs" 

and "educational and extracurricular work with students". 

The main target groups of the public for reducing these risks 

and identifying strategies for responding to the crisis have been 

identified. The main research methods are typological and 

structural-typological. An information audit was used to 

analyze the empirical material in the information field of 

specific basic subjects. As the main conclusions, strategies for 

overcoming the crisis for such a risk as harassment are 

outlined, and anti-crisis and post-crisis programs for 

implementation in the digital environment are proposed.  
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I.  INTRODUCTION  

Today, there are two main approaches to the study of 
crises, including in the field of education: from the point of 
view of risks in anti-crisis management (risk management) 
and from the point of view of crises themselves in anti-crisis 
public relations. At the end of the 20th century, crisis 
management acquired the features of an academic discipline, 
and the theoretical apparatus and methodological core of 
science developed. This process continues at the present 
time, when the author of a particular concept of crisis 
management focuses on the author's vision of the causes, 
manifestations, and finality of the crisis. This explains the 
many definitions of crisis/risk and crisis management 
technologies, which are defined by the general idea of 
counteracting events that threaten the existence of the 
organization. Anti-crisis PR as part of crisis management is 
still not designated in many studies as an obligatory 
component of the latter.  

Based on the generalization of various approaches, we 
adhere to the following content of the definition: A crisis is a 
situation that is characterized by a disruption in the life of an 
enterprise and, in the absence of opposition, can lead to its 
death. This situation can arise at any stage of the company’s 
or brand's life cycle. 

At the same time, as S.M. Emelyanov writes, "In the 
National Standards of the Russian Federation, risk is defined 
as the impact of uncertainty on the achievement of the goal. 
Nevertheless, an analysis of the literature on the problem 

under consideration shows that there is no unambiguous 
interpretation of the concept of "risk". In the context of the 
stated topic, we define risk as the probability of events 
caused by external and internal factors that lead to the 
emergence of threats to the implementation of the 
organization's strategic goals [1: 9]. On the one hand, the 
concepts of "risk" and "crisis" are synonymized by 
researchers in some contexts, and in others they are divorced 
from the point of view of the "real" and "potential" 
dichotomy.  

There is also no clarity in the classifications and 
typologies of risks and crises. S. M. Emelyanov summarizes 
that today there is no unambiguous approach to the 
classification of risks. Many authors proceed from the main 
types of activity, highlighting technological risks in the 
technical sphere of activity and commercial, financial, and 
other risks in the business sphere. He himself writes about 
the risks in the field of PR, which are "associated with the 
loss of publicity capital and are in themselves intangibles" [1: 
22–23]. It still seems strange to us to differentiate risks by 
areas of activity, as if, for example, an IT company cannot 
have reputational or financial risks that are not inherent in 
them.  

As for the classifications of crises, in the foreign 
scientific literature we will find a sufficient number of 
typologies based on various criteria. These are, first of all, 
English-language studies by S. Black [2], D. Newsom, A. 
Scott J. Turk [3]; R. Wilmer, T. Sellnau, and M. Seeger [4]; 
O. Lerbinger [5]; and T. Coombs [6]. In Russian-language 
studies, we are close to the position of D.P. Gavra and E.V. 
Bykova, who differentiate crises by spheres and sectors of 
business and economy depending on industry risks and the 
composition of stakeholders, thereby determining the 
characteristics of the response to the crisis in each area [7]. In 
a study on the typology of crises in the field of education, we 
identified the types of crises that are based on a specific 
problem or action: harassment, harassment, political 
persecution, shutting, corruption, bullying, and mass 
poisoning [8: 38–42]. 

Risks in the field of education are quite stereotyped. If we 
summarize the essence of the relevant publications, we can 
designate the following: 

1. Objective risks (natural phenomena, technical risks, 
epidemics, pandemics, wars, etc.), as well as fires, floods, 
and other excesses, which may adversely affect the work of 
the university; 
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2. political and socio-political changes (in the social 
system, forms of ownership, laws, land use, pricing, taxation, 
etc.); 

3. market risk (market conditions, complications with 
equipment, changes in exchange rates and off-design 
inflation, changes in the requirements of students, university 
staff and applicants, etc.); 

4. mistakes and miscalculations in the development of 
educational and other projects (lack of time due to unrealistic 
planning, lack of labor, specialists, materials, etc.);  

5. disruption of work plans (weak management, 
unexpected replacement of management, unqualified 
personnel (teaching staff and other employees of the 
university), strikes, disruptions in the supply of materials and 
components, etc.);  

6. crimes (terrorism, sabotage, theft, vandalism, etc.).  

Or, rather, risky areas of functioning, rather than types: 
"activities of the university or institute management", 
"university marketing", "development of educational 
programs", "student admission", "implementation of basic 
educational programs" and "educational and extracurricular 
work with students,"  which deprives the risks of specific 
issues [9: 27–32]. 

At the same time, the study of crisis situations in the field 
of education, in addition to theoretical generalizations, is just 
beginning. We consider it necessary to determine for the 
basic subjects of potential crises in the field of education the 
target groups of the public, the desired communication 
strategies for behavior, and the strategies for overcoming the 
crisis, using the example of specific cases of crisis situations 
that have arisen over the past 5 years, to see how the crisis 
was realized and leveled in digital and physical reality, and to 
offer anti-crisis and post-crisis tools specifically for the 
presented type of crisis. In this publication, we will designate 
all these aspects as "harassment" crises.  

II. RESEARCH  

The data collection method was an information audit, 
which made it possible to analyze the dynamics of the 
"harassment" crisis in the field of education for those basic 
subjects whose situations received the strongest response in 
the digital environment. In addition to collecting empirical 
material with the help of an information audit, we used a 
typological analysis and a modeling method with the 
following algorithm: a) target groups of the public of the 
basic subject; b) his chosen strategy for responding to the 
crisis; c) a desirable strategy, if it does not coincide with the 
one actually implemented (consciously or spontaneously); d) 
anti-crisis action tools that were and/or were not 
implemented in a crisis communication situation; e) the 
necessary post-crisis actions of the basic subject.  

During the indicated period, a lot of crisis situations 
related to harassment were presented in the digital 
environment, but in the field of education, two became the 
most resonant in terms of the scale of the information field. 

Moscow State University and the case of Professor 
Knyazev (May 2020) 

The analysis of the information field was carried out for 
January–November 2020 using the Medialogy system. A 
total of 366 messages were found with the context 
"harassment, harassment, university, university." 

TOP-10 informational occasions (by media index) 

1. The lawyers of a Moscow State University student who 
accused a teacher of harassment demand his dismissal. 

2. "He asked to get a candy out of his pocket": students 
told the incredible story of the teachers at Moscow State 
University. 

3. The Ministry of Education and Science responded to a 
letter from Moscow State University students about 
harassment. 

4. One of the girls who spoke about harassment at 
Moscow State University retracted her words. 

5. Scandal with harassment at Moscow State University: 
student Masha Loboiko about its consequences 

6. Professor Knyazev of Moscow State University 
admitted to having relations with university students. 

7. A professor of philology at Moscow State University 
resigned after a scandal about sexual harassment. 

8. A student at Moscow State University spoke about 
harassment by the head of the department. 

9. How Moscow State University was declared a nest of 
debauchery 

10. The Ministry of Education and Science responded to 
an open letter from Moscow State University students about 
harassment. 

 

Fig. 1. Mention dynamics 

 

Fig. 2.  The tone of publications 

 

Fig. 3.  Mention by word  
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As we can see in the list of informational reasons, the 
situation with harassment towards female students by the 
professor of the Faculty of Philology, S. Knyazev, not only 
received fairly wide publicity in the digital environment but 
also led to his dismissal. And here there is just such a 
correlation: informational resonance and the dismissal of 
one's own free will. The anti-crisis communication strategy 
and tools chosen by the university will be discussed further. 

Subject "Russian State Pedagogical University. Herzen" 
is represented by two cases: a politician and, at some point, a 
teacher at the Russian State Pedagogical University, Boris 
Vishnevsky (2019), and a philologist, as well as a political 
colleague of the first Alexander Kobrinsky (2020, 2021). In 
the second case, it was the appeal to the court of the person 
involved in the accusation of harassment and the court 
decision on slandering journalists in relation to Mr. 
Kobrinsky that received the greatest resonance in the digital 
environment. Therefore, more messages (78) are devoted to 
this. 

The analysis of publications for the first case was carried 
out for a year, from May 2019 to May 2020. A total of 559 
messages were identified, with a maximum of 498 in 
November 2020. 

Top 10 informational occasions 

1. The head of the Patriot media group explained who 
actually destroyed Vishnevsky's reputation. 

2. A. I. Herzen RSPU is studying the signals in the media 
about the harassment of Vishnevsky. 

3. The complaint of female students about the harassment 
of Deputy Vishnevsky can reach the Ministry of Education 
and Science and the Ministry of Internal Affairs. 

4. Vishnevsky: a lustful teacher and a destructive 
politician? 

5. Vishnevsky's victims must prevent the repetition of the 
story of the murderer Sokolov. 

6. The State Duma and the Federation Council spoke 
about measures to protect students from harassment by 
teachers. 

7. Vishnevsky uses connections within Herzen University 
to protect himself from a sex scandal. 

8. The opposition media are promoting an information 
campaign in defense of Vishnevsky, according to one 
manual. 

9. The Herzen Russian State Pedagogical University 
confirmed the loss of the post of teacher by Vishnevsky. 

10. A well-known femme activist supported the girls who 
complained about Vishnevsky's harassment. 

 

Fig. 4. Mention dynamics 

 

Fig. 5. The tone of publications 

 

Fig. 6.  Mentions by word 

Case "Alexander Kobrinsky" 

Top news stories in 2020 (by media index and reach) 

1. “The Kholod” edition published an investigation about 
the St. Petersburg 53-year-old professor Alexander 
Kobrinsky and the St. Petersburg Summer School on Russian 
literature. 

2. Brilliant professor. Students accuse Alexander 
Kobrinsky of unethical behavior and harassment. 

3. In RSPU them. Herzen decides the fate of another 
perverted professor Alexander Kobrinsky 

Top news stories in 2021 (by media index and reach) 

1. A court in St. Petersburg ordered the Kholod journalist 
to pay 300,000 to former deputy Kobrinsky because of a text 
about harassment of female students. 

2. Former Russian State Pedagogical University Professor 
Kobrinsky filed a lawsuit against the Higher School of 
Economics and Kholod because of a material about 
harassment of female students 

3. Philologist Kobrinsky, accused of harassment, wrote a 
statement to the police against a Republic journalist 

4. Vishnevsky: Kobrinsky's criticism was not the main 
reason for Yabloko's exclusion from the party 

5. How the "BDSM professor" from "Yabloko" whipped 
students, politicians and journalists 
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Fig. 7. Message dynamics  

Note that the first event had a very small response (the 
resonant article was published on November 18, 2020), then 
there was an information silence until the summer. The 
largest number of mentions came in August 2021, when 
messages appeared in the information field about the lawsuits 
of Y. Kobrinsky against journalists who wrote about the 
event in 2020. A note on Kholod was published in November 
2020, and a year earlier, Alexander Kobrinsky resigned from 
the Russian State Pedagogical University. Herzen because of 
anonymous statements received by the management from 
alleged students about his obscene behavior. Mr. Kobrinsky 
filed a lawsuit against Kholod and Narodny Novosti in 
December 2020. 

 

Fig. 8. The tone of publications 

 

Fig. 9. Mentions by word 

Conclusions that can be drawn from the results of the 
information audit: 

1. In the modern digital environment, any relatively 
public person (in this case, politicians to a greater extent, 
teachers to a lesser extent) must be prepared for a 
reputational crisis and have an algorithm for getting out of it, 
like those basic subjects, organizations, or parties with which 
they are affiliated. 

2. On the one hand, the topic of harassment became 
mainstream at a certain moment, but due to the specifics of 
Russian society, it does not have the same destructive 
reputational weight as in Europe and the USA. That is why, 
as it seems to us, the "harassment" crisis does not receive that 

level of information in the Russian media. In two out of three 
cases, we see that the possible culprit of the crisis quits of his 
own free will, and only in one is he fired. 

3. Accurate statistics on harassment in Russian society 
are not provided, since it is very difficult to determine the 
actual number of “victims”, given that they rarely speak 
openly about what happened to them, and those who do 
speak are not always so. But from time to time, high-profile 
scandals pop up in the information field, which, we repeat, 
do not have any destructive reputational effect. 

4. As a result, the situation remains either within the 
content of social media or in publications with small 
coverage and a low media index, since harassment is a 
peripheral topic for Russian media if the person involved in it 
does not have a serious public status (and even if it does, as it 
was, for example, in the situation with State Duma deputy B. 
Slutsky). At the same time, we are considering here 
undoubtedly personal cases, and we cannot measure and 
reflect the impact of this crisis on the reputation of structures 
affiliated with them at all. 

Let's designate the main target groups of the public of 
universities as PR subjects: 

Domestic public: students, faculty, and other employees 
of the university, university management. 

External public: applicants, their relatives; parents 
(guardians) of students; government departments; media; and 
partner organizations (research centers, potential employers 
for students, sponsoring companies, etc.). In the type of crisis 
presented, others are also interested, which is not typical for 
the community as a whole: the public, following the agenda 
of harassment and actively discussing high-profile cases; law 
enforcement officers responding to the most resonant cases 
of harassment; representatives of predominantly non-state 
media writing on topics of the social agenda, focusing public 
attention on cases of harassment. 

If we talk about communication anti-crisis strategies that 
can be used in these crisis situations, then judging by the 
results of the information audit of Moscow State University 
in the case with Knyazev, he basically (apparently 
unconsciously) chose the strategy of absence or distancing, 
which in anti-crisis PR is often called the “ostrich position ". 
The same strategy was broadcast by the Russian State 
Pedagogical University in the case with Kobrinsky, 
especially since the professor had already resigned from the 
university by that time. But in the case with Vishnevsky, the 
basic subject carried out or imitated the implementation of 
the strategy of acceptance and adaptation, that is, he indicated 
that this could be, conducted an investigation, and in the end, 
as a result of the investigation, declared that nothing had 
happened. 

It seems to us that in a crisis situation of this type, these 
strategies are the most appropriate. "Absence" and 
"distancing" only indicate that the basic subject does not 
interact with his public groups, and, with a certain number of 
precedents, this can affect his reputation. As we wrote above, 
undoubtedly, this type of crisis in modern Russian society is 
not destructive for the reputation of the university as a whole, 
but with a certain set of factors for a basic subject on a 
smaller scale than Moscow State University and RSPU, such 
cases can be critical. At the same time, in any case, a constant 
reputational audit is required in the communication support 
of the activities of the university, including an analysis of the 
impact on its reputation of crisis situations involving its 
individual representatives.  
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What crisis communication tools were used by the PR 
subjects we analyzed in these crisis situations? As we have 
already said, the only case that allows us to analyze the 
communication tools used by the subject is the case with 
Vishnevsky [10, 165-168]. Of the possible outcomes in this 
type of crisis, the university (conditionally, based on what 
got into publications in the media) applied such measures as 
an internal investigation (a survey of students and 
employees), resolving the issue of dismissal. It is difficult to 
say how much this is enough due to the specifics of the crisis 
(its intimacy and closeness).  

What other tools should be, in our opinion, at least 
applied in this case: 

 collection of documented violations, 

 apologizing (the format is possible from a press 
conference to a personal meeting of the management 
with the victims), 

 assistance to victims, especially psychological. 

It is interesting that in the absence of anti-crisis actions of 
the basic subject in the situation with Kobrinsky, information 
about such actions is posted on the Internet in the St. 
Petersburg branch of the Yabloko party. The working group 
met with the author of the material and the "affected" girls. 
The authors of the report stated that they could not refute the 
information in the Kholod article and could not find any 
reason to consider the information provided by the girls to be 
false. Party representatives propose to work out the 
mechanisms of internal culture in the party. In particular, 
they recommend adopting a document banning "rudeness, 
rudeness, swearing or harassment when communicating with 
party colleagues", holding events within the party on 
corporate ethics, and "creating or improving existing 
infrastructure (for example, an ethics commission)" [11].  

As the practical experience of the authors of the article 
shows, among other things, the algorithm of anti-crisis 
actions in the basic subjects in the field of education is absent 
in almost any type of crisis. Therefore, today it is necessary 
to both form this algorithm, implement it, work it out, and 
offer post-crisis action tools for such a crisis as 
"harassment/harassment". Some of the tools we offer were 
identified at a brainstorming session in November 2022 by 
students, and to a greater extent by students of the specialty 
"Advertising and Public Relations" at St. Petersburg State 
University of Economics, who are one of the parties 
potentially involved in this crisis.  

1. Determination of an authorized person at the university 
level who controls the inappropriate behavior of students and 
staff / teachers, including sexual harassment. 

2. Adoption at the university of rules (code, etc.) 
prohibiting improper behavior of all potentially possible 
parties to the crisis. 

3. An anonymous social media poll about the experience 
of suffering from harassment. 

4. A psychiatric commission for teachers, which would 
also take into account inclinations towards harassment (and 
after the case of 2019 with Associate Professor Sokolov, this 
was updated). 

5. Provision by the university of free psychological 
assistance to students, including in situations of harassment. 

6. Providing special treatment for the victim, for example, 
a different schedule of classes and a change of teacher, if she 
depends on him. 

7. Creation of a confidential communication channel so 
that victims can report what happened. 

8. The session and exams can be taken with two teachers 
(one is an observer, the other is an examiner) in order to 
avoid any separate ways of passing. 

9. Create an office for a “student”, where he can talk 
about his problems without worry and fear, including 
harassment by teachers, since this is often hushed up for fear 
of getting additional problems in their studies. 

10. Creating guides: how to behave if you encounter a 
problem, where to go, etc. 

11. To improve the system of countering harassment, 
invite a psychotherapist who works with cases of harassment. 

12. Work for future generations: creating animated 
informational content for children “It’s impossible”, 
attracting children’s opinion leaders, telling through them 
and interesting content what harassment is; creation of social 
advertising. 

III. CONCLUSION 

Our study allowed us to identify target groups of the 
public, communication strategies, and communication tools 
for anti-crisis and post-crisis responses to this type of crisis 
for the sphere, primarily higher education, as 
"harassment/harassment". An analysis of the most notable 
cases in the Russian digital environment over the past five 
years has shown that there is usually no conscious anti-crisis 
response to events on the part of universities; mainly the 
strategy of absence or distancing is used, implying the 
absence of any actions on the part of the basic subject. This, 
in our opinion, is also due to the fact that this type of crisis is 
not perceived in modern Russian society as something 
serious that significantly affects reputation. In addition, the 
correlation between the reputational crisis of the company's 
hotel employees and the reputation of the company as a 
whole has not yet been established, despite the obvious desire 
to postulate their relationship as a sum or totality. 

The difficulty of this study lies, in our opinion, not only 
in the fact that the "harassment" crisis is not given as much 
importance in reputation management as it could at the 
present time, but also in the secrecy of information, often its 
anonymity, and sometimes its unreliability. It is difficult to 
say what the vector of further development of the Russian 
society in this direction will be, but our further research is 
related to the most frequent types of crises in the educational 
environment and the technologies and tools to overcome 
them. 
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Abstract—The search for reliable sources during the 

analysis, preparation and decision-making on the information 

publication has become resource-intensive with the evolution of 

the digital era. The proposed automated fact and partial 

distortion, forgery, falsification checking systems have low 

scores of accuracy and explain ability applied to social media. 

Involving people in the verification makes the process more 

accurate, but leads to delays. Automatic ranking framework 

of search engines is based on the parameters of reputation, 

image, information release time, consistency, without taking 

into account the role of the primary source and its attributes. 

In the course of the study, we show that work on AI is far from 

complete and human intervention is necessary at all levels of 

training, since automatically collected parameters and data are 

not enough at the current stage of AI development. 

Keywords—credibility, the information theory, media 

ranking, factchecking, digital verification, digital ethics, 

explainability 

I. INTRODUCTION  

With the advent of the era of digitalization and the 
growing influence of the Internet, the speed of news 
dissemination and the availability of information have 
increased dramatically, which has given rise to the problem 
of selecting the necessary information for publication. The 
problem is faced not only by journalists or the media, but 
also by bloggers, advertisers, marketing and PR specialists. 
Information chaos has destroyed traditional business models 
of information processing, provoked distrust in the media, 
and made author sites, the blogosphere, "people's 
encyclopedias" (such as Wikipedia), and, more recently, 
artificial intelligence as the main news generator, the main 
source of information. Traditional options for quality news 
checking have given way to instant feed, viral reposting, and 
painstaking sampling of scandalous, sensational, and 
catastrophic information [1]. 

The search and verification of information has turned into 
a certain quest, in which the one who has time to quickly 
check and present high-quality material will become the 
opinion leader. However, validation is not always a 
validation test. Recently, this has also been a check for 
compliance with propaganda, marketing scenarios, or simply 
emotional warm-up technologies. Therefore, the concept of 
information reliability acquires new facets and shades that 
require research in the light of new digital realities. To 
improve the accuracy of AI interpretation of data, individuals 
will intervene in the AI development vector by performing 

deep cleaning and elaboration of the existing data in the 
global information space. The success of this intervention 
will be measured by the improvement in the accuracy of AI 
interpretation of data, as evidenced by a decrease in the 
number of incorrect or unreliable outputs. The intervention is 
achievable through the collaboration of individuals with 
expertise in data cleaning and elaboration and AI developers. 
The accuracy of AI interpretation of data is crucial for the 
reliability of AI outputs and their impact on various fields, 
such as healthcare, finance, and education. 

II. METHOD 

The data in this study consisted of qualitative data 
obtained through observation and supported by literature 
studies. The data collection method is described as follows. 
Qualitative data were collected through observation. 
Observations were made on related social media (VK, Meta, 
WeChat, Telegram), newsletter, magazines websites, news 
aggregators (using feedspot, pressgazette, apple, ipsos 
ranking lists, allsides media bias lists), search engines servers 
(Google, Yahoo, Yandex, Bing).  The literature study was 
conducted by searching for references from books and 
journals related to this research. Also, we use automated data 
collection methods for receiving additional data for the 
research. 

III. DISCUSION 

In dictionaries, the term "reliable" is interpreted as 
corresponding to reality, accurate, authentic. Reliability is the 
correspondence of information to reality, the absence of 
direct lies or silence about important details. From a 
philosophical point of view, reliability is a form of existence 
of truth, justified in some way (for example, by experiment, 
logical proof). Objectivity is the independence and balance of 
the presentation of information, the absence of bias or 
external influence in a journalist or publication. The 
publication will be reliable and objective if it adequately 
reflects the most important elements of reality and the 
essential interrelationships of facts [2]. The reliability of 
information can also be judged based on the characteristics of 
the source of that information. If he is trusted, then they trust 
the information he provides, and therefore accept this 
information as reliable [3]. At the same time, "independence 
from default" or "outright lies" have become from subjective 
to objective aspects of information. The freedom of action of 
the author is reflected in the ability to appear 
"objective/biased, true/false, honest/dishonest, 
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responsible/irresponsible, etc." according to the principle of 
reliability, it is necessary to single out ideal characteristics in 
information - factuality, objectivity and neutrality, as well as 
characteristics of the external information field - political or 
marketing bias, sensationalism, clickbait, etc. Such an 
attitude towards information is characteristic of traditional 
journalistic technologies for evaluating information, but is 
not accepted neither for bloggers nor for readers. The advent 
of new generation information services has seriously changed 
the principles of information evaluation. The search engine 
results began to be perceived as the hierarchy of information 
most relevant to the request in terms of reliability. And if you 
need to find something, then both the creator of information 
and its consumer work together, because the consumer 
(reader) endows the information with their own meanings 
and lets it into the network with new content: "in various 
communicative situations, the degree of reliability varies 
from reflecting reality in a modified form, simplified to false, 
distorting factual information " [2]. 

Speaking about the adequacy of the work of search 
engines and their readiness for web 3.0, we can only talk 
about partial compliance with realities. Since we have 
witnessed a partial or complete adaptation of search engines 
to the opinion of users. The examples we can see both at 
Google in Search engine evaluator instruction 2022 [4] and 
Microsoft [5] before buying ChatGPT, used the Letor dataset 
[5]. What if, in another case, the search also included the 
work of the Search engine evaluator, which analyzed the 
pages in the search results and ranked them according to the 
task, query match, region, language, the ability to provide 
results in several languages, etc. Nevertheless, the main 
parameter of the relevance of the request to the issuance 
remains open even now, datasets are created for various 
purposes, which in the future it will be possible to give for 
training neural networks [6]. It should be borne in mind that 
modern search engines also provide information based on 
behavioral models [7]. After the user selects, the page 
ranking and their ranking change. 

Moreover, the system automatically assigns the rank of 
"reliability" of the resource depending on the time of 
existence, user reviews, but it does not analyze the source of 
information and, as a result, Wikipedia is now considered 
one of the most authoritative sources, although it is a publicly 
accessible resource for change [8].  

Nevertheless, it is the ability to influence the relevance of 
the issuance and control over the information flow on the part 
of the user that are the main criteria for entering the era of 
Web 3.0 and higher versions. At the moment, users 
determine the reliability of information, focusing solely on 
the algorithms of issuance in the search engine, which still 
depend more on site and content optimization, i.e., we still 
get that the sites that are best optimized for the car get into 
the top of trust, bypassing the original source of information 
[9]. 

To prove this hypothesis, it is enough to look at the 
instructions for the search quality evaluator, which clearly 
states that a person must choose the purpose of the web page 
and its relevance to the purpose, and only after that evaluate 
how much this page can harm, even potential harm to a 
person directly or indirectly [4]. 

Where the point is extremely important for our research: 
"The topic could cause harm if the content is not accurate and 
trustworthy.", i.e., again, a person, according to certain 
criteria, must decide how much he trusts the information on 
the page. At the same time, it should be taken into account 

that a link to a certain page is also ranked by relevance, and if 
a person does not initially make enough references to 
"trusted" pages or, in terms of search results, his page is in 
low positions. The first criterion of adequacy - the 
correspondence of the content of the page to its purpose and 
the depth of the disclosure of the issue - here, few people can 
compete with Wikipedia. Next, the content creator himself is 
evaluated in terms of his expertise or life experience, after 
which there is an assessment of the expertise of the issue in 
terms of, again, the experience and ability of the content 
creator to make material on this issue. And the last and most 
important parameter is the authority for the information 
placement domain - i.e., by default, half of the resources 
from the .gov and .edu domains have a high degree of trust. 
But at the same time, if the author is published on a site that 
is on the 3rd and further search page, then the checking 
person may simply not get to this source as a whole and 
consider it not reliable enough, because it is not in the 'top' of 
the search results, which means it has a small factor of 'trust' 
from the audience. 

Since the search results can be influenced by certain 
activities that are partially registered in automatic mode or by 
a certain team of evaluators, the place in the search can be 
influenced [10]. It is not necessary to be in the top three for 
all queries. It is enough to be on the first page, have a 
"secure" connection on the site, not have signs of a fraudulent 
site, and put a "signature" of a person with a high degree of 
trust under the content [11-13]. 

Naturally, large corporations having substantial resources 
are able to create entire bot networks and, with a combination 
of technologies, increase the degree of information disguise 
as absolutely "reliable," which in turn requires the creation of 
separate technologies to determine the use of these 
technologies [14]. All of this sounds good only until the 
moment when experts who use these technologies do it. 
Nevertheless, at the time of this writing, there was not a word 
in the 2022 guideline for the search evaluator of Google 
specialists about fake technologies or the need to use a pool 
of tools to identify these facts [14]. Also, the use of these 
technologies is at the sole discretion of the user. 

Which, in turn, brings us to the next stage of the study - 
as far as users generally understand and agree to use 
technologies for recognizing the substitution of material 
made by man for material artificially altered by a machine. 
The answer is not ready [15]. 

For example, when searching for our request on the first 
page for the query "Saving a problem with using Chat GPT," 
we only received journalistic publications [16] and news 
from the cycle of how to use this technology for our work, 
without any academic research. By citing similar pages 
written in journalistic publications, we once again confirm 
the existence of a problem. The machine considers the NY 
Times to be a more relevant source on our issue than the 
scientific study that we can find at 
https://ieeexplore.ieee.org/, simply because the audience of 
the magazine has shared this article more often and more, 
and the study won't even get close to CNN and NYTimes 
citation numbers. 

However, any artificial intelligence system builds its 
work on ready-made data that it has been given or not. The 
same system can be used to recognize fake news by 
removing this task from users (such as GPT-2 Output 
Detector Demo [17], Writer AI content detector [18], Content 
at Scale AI Detector [19], etc.). Only now, the training of this 
system will be associated with a number of problems in 
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creating primary characteristics for evaluating deep fake 
information. 

In fact, the system, unlike a person, can check both 
sources (as an example of an anti-plagiarism system) and 
citations, cutting off automatically generated works if there 
are more than 80 percent similarities in constructions and 
expressions with existing works. Plus, taking into account 
information on the author, thanks to predictive analytics 
systems that, while collecting data about a person, can also 
find characteristic features of constructing phrases and 
expressing thoughts for a given person. In fact, we should get 
a system for evaluating "digital" handwriting. But even here 
there will be fakes, although more complex ones, since the 
system will have to work with a limited pool of data that a 
person has already managed to create, which may not be 
enough for complete "mimicry." As in the case of a clear 
understanding that when analyzing traffic, we can see when 
the "cheat" on social accounts is turned on due to a surge, we 
can also calculate the moment of using artificial systems to 
improve or fully generate content. 

At the same time, we must acknowledge that the act of 
generating text is not sufficient for assessing the reliability of 
information, since the generation process relies on pre-
existing information. However, if multiple sources reference 
a single data source, release practically identical material at 
the same time, and consistently collect news from this 
source, it can serve as a reliable marker of information. This 
is especially true if the changes made to the source material 
are minor or only occur automatically [20]. This 
phenomenon can be likened to ripples in a pond emanating 
from a single source. When people encounter information 
that is referenced by multiple publications, they tend to 
perceive it as correct without necessarily questioning its 
accuracy [21]. 

Another marker of reliable information is the presence of 
original content in a publication's feed. If a publication only 
includes third-party information and positions itself as a news 
aggregator, it should be considered a standard "human" 
media source with a low trust factor. This discrepancy 
between the publication's original purpose and the content it 
provides indirect evidence of its reliability. 

When verifying the reliability of information, people can 
rely not only on the internet and the information available but 
also on their experience and intuition [22]. Machines, on the 
other hand, focus solely on facts that they can find and 
analyze. When attempting to express "feelings," machines 
choose the most ideal option for a broad audience. However, 
personalization and individualization of information have not 
yet reached ideal levels of adaptation since it requires too 
many resources to tailor to each individual user. 

Currently, generating large amounts of information noise 
is used not only to shape public opinion but also to distract 
people from "blind spots" [23]. This makes it difficult to 
evaluate information in terms of integrity and reliability but 
allows for drawing conclusions and making judgments. 

Digital influencers are another factor that affects the 
integrity and adequacy of information. They can be 
controlled by their fans through voting and behavior 
adjustment, but they can also be the source of fake news and 
disinformation, which can spread rapidly on the internet at a 
pace that traditional media outlets envy. Fans also actively 
manipulate and produce information, rather than just 
observing it [24]. The ability to manipulate the behavior of 
digital influencers in real-time without the performer's 

consent allows for interpreting information to the benefit of 
influencer owners [25]. Furthermore, any information that 
can reach half a billion people in the Chinese fan community 
alone [26] automatically acquires a certain degree of trust, as 
digital citation and mention factors bring it to the top of 
search engines through indirect signals, regardless of its 
reliability. 

Additionally, since this information is protected by the 
law on access to private and personal information, it often 
cannot be subjected to comprehensive analytics as a whole. 
However, this is just the beginning of the problems that arise 
in this space. 

IV. CONCLUSION  

The biggest problem that we encountered during the 
study is the availability of data. Most of the services and sites 
do not lend themselves to external analytics of user reactions, 
since the program from the outside sees the site solely as a 
set of web scripts, without text data that can be analyzed, but 
allows you to see a rather interesting picture. So, in the case 
of the ProPublica project (New York Times - NYT), user 
data is collected on the pages of the publication not only by 
standard Google analytics, but also additional information is 
sent separately through the NYT nodes to Microsoft servers 
(fig.1). 

 

Fig. 1. Random News Article service links layer 

The picture becomes even more interesting when you 
visit the main page of the project. Here, we already have 
HTBiD protection nodes, such as an example [27], on all 
types of pages. User behavior analytics services, like 
Chartbeat, are also directly connected to the site. 
Additionally, Amazon and a dozen more services that collect 
various data become interested in the service visitors (see 
Fig.2). 

 

Fig. 2. Homepage newsportal service links layer 
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We used Gephi software (version 0.9.2) and an additional 
HTTPGraph module for data analysis and plotting. All other 
settings were left at their default values. 

On one hand, a simple user cannot obtain data about 
another user. On the other hand, a huge number of services 
and companies collect large amounts of data about users, 
which is not surprising news anymore. Each comment is 
recorded and processed by a separate company or service. 

As the Search Engine Assessor or Evaluator has an 
additional responsibility to check the content for 
acceptability, not just relevance, the function of content 
moderation has been added to the standard page ranking. 
This involves analyzing the tonality and emotional coloring 
of the content, and not just identifying "bad words and 
expressions," which only applies to content fixed in time. We 
demonstrated the scale of generating new content above, and 
it can only be moderated in manual mode. With the current 
growth in the number of network users, more content 
moderation specialists will be required without establishing 
rules of conduct at a global level. Modern AI cannot yet 
correctly assess the context and intentions of the user. 
Although sites and platforms collect enough personal data, 
they are not able to predict a person's network behavior, such 
as speech, communication, and aggression, without direct 
markers. 

Most services and sites do not allow external analytics on 
user reactions because the program from the outside only 
sees the site as a set of web scripts, without any text data that 
can be analyzed. However, in the case of project X [28] of an 
online edition, user data is collected on the publication's 
pages not only through standard web analytics but also 
separately through the nodes of the lead publication [29], and 
additional information is sent to hosting servers and search 
engines (see Fig.3). 

 

Fig. 3. Standard data chain 

The picture becomes even more interesting when you 
visit the main page of the project. Protection nodes are also 
present here, and services for analyzing user behavior 
directly on the site are connected to all types of pages. 
Additionally, a dozen more services that collect various data 
become interested in visitors to the service (see Fig.4). 

 

Fig. 4. Services collecting user data 

As a result, we can see that now the main marker for the 
relevance of information and compliance with the request is 
user-friendliness, with reliability being left behind the scenes. 
Moreover, the friendliness parameter is measured solely by 
the reactions of other users. If even AI makes mistakes in 
public [30], then how many factual mistakes do auxiliary 
information retrieval systems make by providing users with 
false information remains unknown. Therefore, at the 
moment, before discussing the transition to information 
moderation by users at the "friendliness" level, we need to 
first address the issue of information reliability, which 
remains inaccessible to AI and search engines for various 
reasons. After all, it is clear that AI and machine learning are 
rapidly changing the landscape of information retrieval and 
content moderation. However, it is important to recognize 
that AI is only as good as the data it is trained on and that the 
accuracy and reliability of the information being presented is 
crucial for the user experience. As we continue to evolve in 
this field, it will be necessary for humans to intervene and 
ensure the quality and accuracy of the data being used. 
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