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Annomauus. B dannoii cmamve paccmampugaemces e3aumocesnsb CMH na skonomuueckoe pazeumue
Poccuu u ezo éxnad 6 obpasosanue Hogvix maccmeoua. JlesmenbHOCMb CpeoOCcme MAcCCo8ou UH@Gopmayuu
MeCHO C8A3aHA CO 6CeMU Chepamu HCU3HU 0bujecmed, 0cOOEeHHO 68 IKOHOMUYecKoU cekmope cmpanbl. 1lo-
IMOMY Yeb OaHHOU cmamvy paccmompems g3aumocesnze CMU u skonomuxu Poccuu u ux exnaod 6 pazeumus
macemeoua. Ocnosnvimu 3adavamu asasiemces uzydumoe CMHU xak dsudicyweii cuibl IKOHOMUYECKO20 PA38U-
musi, NPOAHATUSUPOBAMb PONb 8 0OPA308AHUU HOBLIX MACC-MeOUd, a MAakdHce GIUiHUe HA COYUATbHO-IKOHO-
Mudeckue cyovekmul U Ha JHCU3HL 00wecmsa. /s 5mo20 agmopsl UCNONIb306ANU CPAGHUMENbHBIN AHATU3 JIU-
mepamypbul, Ha OCHOBE KOMOPO20 ObLIU CHOPMYAUPOBAHDL PE3YIbIMAMbL UCCIEO08AHUS: 803PACMAIOWee 6lu-
anue CMHU na sxonomuueckoe cghepy, a UMeHHO HA PbIHOUHbIE MEHOSHYUU. 83AUMOOMHOUIEHUEe Nompedume-
Jietl U KOMMepUeCKUMU KOMRAHUAMU, U PbIHKA, GIUAHUE HA CNPOC U NPEOJIONCEHUs, Pe2yIuposanue omHoule-
HULl nompebumenel K mem Uil UHbIM MOBAPAM, UHDOPMAYUOHHOE GNUAHUE HA MUPOBO33peHUe nompebume-
netl. bvina onpedenena ocnosnasn npobnema: Hedocmamounoe HuUManue yoensemcs uzyienuio enusanus CMHU
Ha 9KOHOMUYecKyto dHcusib 8 PO. Oonako cpedcmea maccogoti undopmayuu A61A10mcs He 0CHOBHOU OmMpac-
JIbI0 IKOHOMUKU, A JUUb ee NOCPEOHUKOM, UHCIMPYMEHMOM NOGbIUUEHUS NPUOBLILHOCIU KOMNAHUL U npeo-
npusmuil. [ mo2o ymobvl npousouLIU Cywecmseentvle usmenenus @ ucnoavsosanuu CMHU 0ns Hyaco sKoHo-
MUYECK020 U NOIUMUYECKO20 PA36UMUS CIMPAHbL, He0OX00UMbL USMEHEHUs 8 MedudceKkmope, 20e Ha nepeoe
Mecmo OONIHCHBI 8bIIMU MONILKO PbIHOUHbIE OMHOUEHUS NPU 86€0eHUL OU3Heca medcoy nokynamenamu u "npo-
odasyamu". J[ns poccutickux CMH smu ycnogus omxpulearom 803MOMCHOCIb CO30aMb HOBbLL MPEHO 8 Pa36U-
MUY IKOHOMUKU, KOMOPBLUL MONCEN SHAUUMENLHO YIYUUUMb MeOUanpoCmpancmeo. Imo nepcnekmuea il
pazsumus CMHU, komopbie 0014cHbl 001a0amy 3HAYUMENbHOU He3A8UCUMOCMbIO, YMOObL ObIMb MAKUMU Jce
yecmubIMU, KAK U Opyaue. Pe3ynomamoi. Aemopamu ommeueHno, 4mo cpedcmea Maccosou uHpopmayuu oxa-
3b18aI0M 3HAYUMENbHOE IUAHUE HA PLIHOYHbBIE MEHOEHYUU 8 IKOHOMUYECKOU chepe cmpansbl NOCPeoCcmeoMm
UHDOPMAYUOHHORO BIUAHUA, NPOOBUICEHUS MOBAPOE U YCIIY2 Yepe3 cpedcmaea Macco8oll uHpopmayuu, mec-
Ho20 3aumooeticmeuss CMHU ¢ uacmuvimu KoMmepueckuMy KOMRAHUAMY, d MAKdice npedCcmagumensimu ous-
Heca, puHAHCOBLIMU IKCNEpMamy U OUHEC-AHATUMUKAMU, KOMOpble MOZYM NPUHUMAMb PEuleHUs 0 NPOOBU-
JHCEHUU MO0 UNU UHO20 NPOOYKMA/Ycly2u, 0cobenHocmeti hpopmMuposanis omHouleHus nompebumenetl K mo-
8apam u nPou3BOOUMOL NPOOYKYUU, a CLe008AMENbHO, U K PLIHKY 6 YeaoM. Mo C8:A3aHO C pacnpocmpare-
HUemM KOMMEHMapues, 0ms3uleo8 U UcCKIoyeHuti. Bvioosl. Bo mHozux cmpanax 6oavuioe 3naueHue umerom
nayuonanvivie CMH. Onu cnocobecmsyiom gopmuposanuto y a0oeti ROHUMAHUA COOCMBEHHOU UOEHMUYHO-
cmu u mecma 8 obwecmae, popmuposanuio 4yecmea nampuomusma. B ceoio ouepeods, smo okazvieaem 6iu-
SAHUE HA OTMHOWEHUSL MENCOY 20CYOaPCMBAMU.

Knrouegwle cnosa: meouaskoHomMuxa, mpaouyuoHHvle UHHOPMAYUOHHbIE KAHAbL (PAduo, menesude-
Hue, 2azemul, Jcypranvt), CMHU, nosvie Maccmedua, coyuanbHule cemu
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Abstract. This article examines the relationship of the media on the economic development of Russia
and its contribution to the formation of new mass media. The activities of the media are closely related to all
spheres of society, especially in the economic sector of the country. Therefore, the purpose of this article is to
consider the relationship of the media and the economy of Russia and their contribution to the development of
the mass media. The main objectives are to study the media as a driving force for economic development,
analyze the role in the formation of new mass media, as well as the impact on socio-economic entities and on
the life of society.

For this, we used a comparative analysis of the literature, on the basis of which the results of the
study were formulated: the increasing influence of the media on the economic sphere, namely on market trends:
the relationship of consumers and commercial companies, and the market; influence on supply and demand;
regulation of consumer attitudes to certain goods; informational influence on the worldview of consumers.
The main problem was identified: insufficient attention is paid to the study of the influence of the media on
economic life in the Russian Federation. Outcomes. The authors note that the media have a significant impact
on market trends in the economic sphere of the country through information influence, promotion of goods
and services through the media, close interaction of the media with private commercial companies, as well as
business representatives, financial experts and business analysts who can make decisions on the promotion of
a particular product/service, features of the formation of attitudes consumers to goods and manufactured
products, and consequently to the market as a whole. This is due to the distribution of comments, reviews, and
exceptions. Conclusions

In many countries, national media are of great importance. They con-tribute to the formation of
people's understanding of their own identity and place in society, forming a sense of patriotism. In turn, this
has an impact on relations between States.

However, the media is not the main branch of the economy, but only its intermediary, a tool for
increasing the profitability of companies and enterpris-es. In order for significant changes to occur in the use
of the media for the needs of the economic and political development of the country, changes are needed in
the media sector, where only market relations in doing business be-tween buyers and "sellers" should take the
first role [9].

For the Russian media, these conditions open up the opportunity to create a new trend in the devel-
opment of the economy, which can significantly improve the media space. This is a perspective for the devel-
opment of the me-dia, which must have significant independence in order to be as honest as pos-sible, while
striving to serve the interests of the audience and advertisers, as well as the potential to stimulate economic
growth in general.

Key words: media economics, traditional information channels (radio, television, newspapers, mag-
azines), mass media, new mass media, social networks

Introduction.

The mass media are of great importance to
society today. Their role in politics, culture, inform-
ing citizens and shaping values is recognized all over
the world. However, in Russia, not enough attention
is still paid to the economics of the media as an im-
portant part of the national economy and a separate
scientific discipline that studies the peculiarities of
media work in relations with business, government
and society [1].

The media plays an important role in the
growth of the economy, although such an impact is
not immediately noticeable. The media connects the
economic entities (agents) of the country.

It is necessary to define the concept of eco-
nomic entities for a more complete understanding of
the relationship between the media and the economy.
Economic agents or entities are individuals and legal
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entities, business partners, heads of commercial and
government companies who actively participate in
the economic activities of the state, creating, distrib-
uting and using goods and services. These include
buyers, manufacturers, sellers, businessmen, deposi-
tors, government and financial organizations. sellers
and buyers through promotional materials and infor-
mation [2].

In simple economic conditions, the meeting
of sellers and buyers takes place in a real format on
the market. When the demand for various goods and
services exceeds the capabilities of the physical mar-
ket, the role of mass media increases, influencing the
opinion of buyers.

The media can also influence consumer de-
mand by influencing the choice of buyers, as well as



I'YMAHUTAPHBIE, COHUAJIBHO-O9KOHOMMWYECKHME M OBIIECTBEHHBIE HAYKH
/HUMANITIES, SOCIAL-ECONOMIC AND SOCIAL SCIENCES. 2024. Ne9 (ceHTsi6pb)

IKOHOMUYEeCKUue HayKu

changing their minds. Similarly, the media can en-
courage purchases from people. Thus, the media in-
fluence the formation of consumer needs [3].

That is why mass media is important for the
economy, because the media industry has a direct im-
pact on making a profit. Media is also important to
meet the needs and demands of society. There is a
special term for the close relationship between eco-
nomics and the media: Media Economics, which
studies the conditions of profitability of the media in
the economic sector. At the same time, the interaction
of advertisers, private corporations, the state and the
needs of the population is studied [4].

Results.

The mass media have a significant impact
on market trends in the economic sphere of the coun-
try:

* Informational influence: providing infor-
mation about products, goods on the market, services,
innovations and trends in the market, changes in gov-
ernment policy. All the information provided may in-
fluence the decisions of advertisers, investors and
consumers;

* The promotion of goods and services
through the media also affects economic activity and
development, as the growth of supply and demand de-
pends on it;

* Close interaction of the media with private
commercial companies, as well as business represent-
atives, financial experts and business analysts who
can make decisions about the promotion of a particu-
lar product/service. For business development, the
use of media is by far the most important tool;

* Features of the formation of consumer at-
titudes to goods and products, and therefore to the
market as a whole. This is due to the dissemination of
comments, feedback and exchange of opinions
through social networks, and due to the wide availa-
bility of this information;

* The media can cover news and events that
affect the economy as a whole or specific industries.
For example, negative news about the industry can
cause panic among investors and affect the stock
price and the growth or decline of the currency [5].

Channels of influence on the audience are
developing and improving due to the development of
innovative technologies, software, and artificial intel-
ligence. All this affects the peculiarities of consumer
perception, which in turn play an important role in the
emergence of new mass media (social networks) [7].

Such social networks include Instagram,
Facebook, Vkontakte, Twitter, and other popular me-
dia. Thus, the interaction between buyers and sellers
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is simplified by reducing the distance — a direct im-
pact on buyers through photos and personal content,
as well as the content of organizations, using the ca-
pabilities of artificial intelligence in identifying and
meeting consumer needs [6].

Social media has a significant impact on
consumers:

* Increase in the number of purchases: 40%
of social media users, after sharing product infor-
mation with friends, make a purchase [8];

Instagram Facebook, Twitter and Pinterest
influence the choice of platform depending on the
product category;

» Customer behavior: Social media users
search for product information, compare prices and
reviews, and then make a purchase decision [8].

Discussion.

In addition to the above-mentioned new
mass media, in the modern world, the main traditional
channels that convey information to potential custom-
ers and the public remain television, radio, print me-
dia, the Internet and social networks. Each of these
channels has its advantages and disadvantages.

For example, television advertising may
reach a wide audience, but its cost may be high and
its effectiveness may be low. The target audience is
divided, some do not watch TV or do not listen to the
radio, but only participate in discussions on social
media [9].

Accordingly, the Internet and social media
are today the most popular media channels for mar-
keting communications, due to the reach of the entire
audience and accessibility, in addition, international.
They also allow you to use different advertising for-
mats, including content marketing, email marketing,
social advertising and others [9].

Advertising message and communication in
the social networks themselves. Social media can sig-
nificantly attract an audience, strengthen a brand and
create long-term cooperation. However, the mere
presence of advertising is not enough. Obviously, the
strategy of using media should constantly change de-
pending on the needs of consumers and their personal
changes, be carefully thought out taking into account
the goals and needs of the company [8].

However, we see that in Russia, advertising
costs are lower than in other countries that pay more
attention to this tool. For example, in the United
States of America, these costs amount to 1.37% of
GDP, while in the Russian Federation — 0.6% [5].

One of the main problems of using mass
media and new mass media is the control of the infor-
mation flow, which can cause economic and political
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destabilization. The World Bank has released a book:
"The Right to Speak — the role of mass media in eco-
nomic development” (data from Zenith Optimedia)
[10]. This publication does not consider the direct im-
pact of the media and mass media on the country's
economy, but their indirect impact. Citizens are pro-
vided with special information necessary to monitor
the activities of the government [10].

Conclusions.

In many countries, national media are of
great importance. They contribute to the formation of
people's understanding of their own identity and place
in society, forming a sense of patriotism. In turn, this
has an impact on relations between States.

However, the media is not the main branch
of the economy, but only its intermediary, a tool for
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increasing the profitability of companies and enter-
prises. In order for significant changes to occur in the
use of the media for the needs of the economic and
political development of the country, changes are
needed in the media sector, where only market rela-
tions in doing business between buyers and "sellers"
should take the first role [9].

For the Russian media, these conditions
open up the opportunity to create a new trend in the
development of the economy, which can significantly
improve the media space. This is a perspective for the
development of the media, which must have signifi-
cant independence in order to be as honest as possi-
ble, while striving to serve the interests of the audi-
ence and advertisers, as well as the potential to stim-
ulate economic growth in general.
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