IlepedeHb TeM KYpCOBBIX PadoT CTYIEHTOB 00pa3oBaTe/bHOM nNporpaMmMmsbl ''Pekiiama u cBsi3m ¢

No |Kypc Tema padoThbl Tema HA AaHTJIMHCKOM SI3bIKE
1|  2|CrpykTypa cOlMaIbHBIX CBSI3€H BHYTPU CETH User Engagement on the Instagram: the Influence of Social Ties
Instagram u e€ BIMSHUE HA MpUBJcUeHue ayquTopun |in Branding
2| 2|daxTop M 3HaYCHHUE 3HAMECHUTOCTH B Celebrity Factor and Value in a Communication Project
KOMMYHHKAIITHOHHOM TPOEKTE
3| 2|llomynsapuzanus GUHAHCOBOI TPAaMOTHOCTH CPEIH Popularization of Financial Literacy of Youth in Russian
MOJTOAEKH PD (KOMMYHHKATHBHBIHN aCIIEKT) Federation (Communicative Aspect)
4]  2|Peknmama B Meccenmkepax. [Tpoosiemsr n nepcnektussl |Advertising in Messengers. Problems and Possibilities
5| 2|3ddexTuBHOCTD UCIIONB30BAHUS MEIUWHBIX The Effectiveness of Using Media People in Advertising
JIMYHOCTEH B peKiIaMe
6| 2|Mcnonp3oBaHue CEKCyallbHBIX MOTHBOB B peKJiaMe: The Use of Sexual Motifs in Advertising: Cognitive Aspect
KOTHUTHUBHBIN aCHEKT
7| 2|BausHME pekiaMHOTO COOOIIEHUSI HAa BKYCOBBIE Influence of Advertising Message on Consumer Taste
NpeNoYTeHUs TOTpeOuTENs B KOHTEeKcTe pocmoTpa  [Preferences in the Context of the Football Match Viewing
(yT00JILHOrO MaTUa
8| 2[Ucrpyments! pexiambl BTL B mpoaBmkeHum BTL Advertising as a Food Promotion Tool
POJYKTOB MMUTAHHMSI
9| 2|Ocobennoctu Boctpusatus product placement Perception of Product Placement in Russia
norpedutensimMu Poccumn
10| 2|IIpuemsl, ucrons3yembie B poccuiickuii conmansHoi  [Public Service Announcement Methods: Detection and Analysis
peKJIaMe: BBISIBIICHUE U aHAIIN3
11| 2|Bs3aumocBs3b HCITONB30BaHuUs TexHoIoruK yckopenus |Correlation between the Speed of Loading Web Pages and Web
3arpy3ku BeO-CTpaHUI] ¥ TOMCKa HH()OPMAITUH B Search Behaviour in Relation to Information Overload
YCIIOBHUSIX MH(POPMAITMOHHOHN TIEPErpy3KH
12| 2|BnmsHue pexnambl, HHTETpUpyeMoii B Buneo-konteHT |Integrated Advertising in Video Content of YouTube Bloggers:

6norepa Ha YouTube, Ha BocripusiTHE 3pUTEIIMU
camoro 6Jorepa

the Influence on Consumer Perceptions to Blogger




13 BusyanbHast HIeHTHYHOCTH MOCKBBI KaK IIPOIYKT Visual Identity of Moscow as a Product of Perception by Natives
BOCITPUSATHS] MOCKBHYAMH

14 Ocob6ennoctu padotsl small media u Mmozeseit The Peculiarities of Small Media and Community Management
KOMMBIOHUTH MEHEIKMEHTA B CUCTEME in Communications

15 KunomapkeTHHT: 0T3bIBbI U perieH3uu Kak ¢akroper  |Film Marketing: Online Word-of-Mouth and Critics' Reviews as
IPOABIIKEHUS KHHODUIBMA CPEIU POCCHICKOM Factors in the Promoting of the Film among Russian Young
MOJIOJIEHKH People

16 [TpakTHKK UCTIOIB30BAHKS CUMBOJIOB "9MO/31" B Practices of Using Emoji Characters in Instant Messangers
MECCCHKEpax

17 Harronanuctuaeckas putopuka B okojodyrooasHoi [Right-hand Radical Movement in Football Subculture

18 Coznanue armochepbl TOProBOK TOYKH KaK Creating the Atmosphere of the Outlet as an Instrument of
WHCTPYMEHT MapKETHHIOBOM KOMMYHHKAIIMH B Marketing Communication in Russian Retail

19 Teppopuct wim Macc-mryrep: ITpobiema A Terrorist or a Mass-Shooter: The Problem of an Interpretation
UHTEpIpeTaIK pojia npectymieHus B rpaxaanckom u [of the Type of a Crime in Civil and Governmental Discourses
rOCY/IAPCTBEHHOM JICKYpCE

20 Bocmpustue pekiiaMiupyeMoro OpeHia oJeK bl B Perception of the Advertised Clothing Brand Depending on the
3aBHCHMOCTH OT TUTaT(OPMBI, 4epe3 KOTOPYIO Platform through which this Brand is Promoted
PEKIIAMHPYETCS OTOT OpEHT

21 Digital koMMyHHKaIIH KaK CIIOCOO MPUBICYCHHUS Digital Communications as a Means to Attract the Russian
POCCHICKON MOJIOIC)KHOM ayauTopuu B kuHoteatpsl | Youth to Cinematheatres

22 Hcrnonb30BaHme COIMABHBIX MEIUA B UHAYCTPUU Using of Social Media in the Fashion Industry while Developing
MO/IBI TIPU Pa3pabOTKe CTPATETUil MPOIBUKCHHUS Strategies for Promoting Young Russian Brands
MOJIOIBIX POCCUHUCKUX OPEHIOB

23 Phygital-rexnonoruu kak uHCTpyMeHT npoaBmwxkenus  |Phygital-Technologies as a Brand Promotion Tool on the
OpeHa HA IPUMEPE POCCUICKMX KOMITAHMI Example of Russian Companies

24 CriocoObI MPOIBUKCHHSI HOBBIX aBTOpOB B mHaycTpun [Ways to Promote New Authors on the Book Publishing Market
KHUTOM3IaHMsI HA POCCHICKOM PBIHKE in Russia

25 BusyanbHas cocraBistomnias pekiamel 6ankoBckoro  [Visual Constituent of Advertising in Bank Sector
CEeKTOpa

26 BiusiHrie peKIaMHBIX BOWH Ha JIOSJIbHOCTh Advertising Wars' Influence on Consumer Loyalty




27 Bpenbl 1 3Be31bI : peKIaMHbIe KaMIiaHuu ¢ yuactueM |Brands and Stars : Advertising Campaigns with the Participation
3HAMEHUTOCTCH of Celebrities

28 Baustarie Bo3pacTHOro (pakTopa Ha OICHKY The Influence of the Age Factor on the Evaluation of
IIPOBOKAIIMOHHBIX PEKIaMHBIX KaMmaHwuii: keiic Burger |Provocative Advertising Campaigns: the Case of Burger King
King

29 BrmsiHUE cOMaNbHBIX CETeH Ha MPEICTABICHHUS The Influence of Social Networks on the People's Views on
AyJIUTOPHH O 3JJ0POBOM 00pase KU3HU Healthy Lifestyle

30 BriusiHne nHCTpyMEeHTOB ceHcopHoro Mapketnnra Ha [ The Influence of the Tools of Sensory Marketing on Russian
POCCHUMCKHX MOTPEOUTEIICH Consumers

31 doHoBast My3bIKa Kak (haKTop, BIUSIOMNN Ha The Effects of Background Music in Advertising on Recall
3aIIOMHHAHNE PEKJIAMHOTO COOOIICHHMS

32 OTHOIIICHHE POCCHUSH K UCIIOIb30BAHHIO The Attitude of Russians to the Use of Historical Themes in
HCTOPUYCCKON TEMATHKHU B PEKIAME Advertising

33 YuacTre ceneOpuTu B pekiaame nappromepHoi Celebrities Perfume Advertising as a Tool of Customer Loyalty
MPOAYKIIMY KaK HHCTPYMEHT (hOPMUPOBAHUS Formation

34 PeknaMHas kamranust KWHO(DHIEMOB: BIUSHUC Movie Advertising Campaign: the Impact of Using Humour
UCTIOJIb30BAHMS FOMOPHUCTHYECKOIO KOHTEHTA Ha Content on Perception of the Film by Russian Youth
BOCIIPHUSATHE NPOAYKTA POCCUMCKON MOJIOACKBIO

35 Kak Bnusier BesieHue npeIBbIOOPHON KaMITaHUU B How does the Conduct of the Election Campaign in Social
COIMAJILHBIX CETSAX HA YCIEeX MPEe3UACHTCKON Networks Affect the Success of the Presidential Campaign on
kammaauu Ha npuMepe Ipesumnentckux Be1oopos 2018 [the Example of the Presidential Elections in 2018?

36 In-game mapkeTuHr(IGA) 1 3¢ HeKTHBHOCTD ero In-Game Marketing and its Effectiveness in Terms of Dealing
BIMSTHUST HA MOJIOIEKHYIO M B3POCIYIO Ay IUTOPHIO with the Youth and Adults

37 [IponBrkeHUE MOJIOEKHBIX OPEHIOB U YCIIYT C Promotion of Youth Brands and Services with the Help of
MTOMOIIBIO0 HHCTPYMEHTOB digital-MapkeTHHra Digital Marketing Tools

38 Co3znanue 1 HacCTpoKa TapreTUPOBAaHHON peKIamMbl B
cepBucax Google n Yandex. CpaBHUTEIBHBIN aHAIHN3
1 0COOEHHOCTH PadOTHI

39 Bocnpusitue cnenra B pekiame dacrdyna poccuiickoit |Perception of Slang in Fast Food Advertising by Russian Youth

MOJIOICIKBIO




40 Bausiauie TeneBuacHuUS Ha (POPMUPOBAHHUE The Effect of Television on the Formation of the Civil Position
IPAKIAHCKON IMO3UIMH MOJIOAEKHU B PD of Youth in the Russian Federation

41 OTHoIIeHHEe MOJIOJCKH K KOHTEKCTHOM pekiame Ha | The Attitude of Young People Towards Contextual Advertising:
IIPUMEPE CTYAEHTOB MOCKOBCKHX BY30B the Case of Students of Moscow Universities

42 BiustHrie HHCTpyMEHTOB auKuTal-Mapketudra Ha | The Impact of the Tools of Digital Marketing on the
KOHKYPEHTOCTIOCOOHOCTh MHTEPHET-Mara3nHoB Competitiveness of Online Women’s Clothing Store in Russia
JKEHCKOH o/1ek bl B Poccun

43 ['eHnepHbIe pa3Hurs B BOCIIPHITHH Sexist Humor in Advertising: Analysis of Gender Differences in
IOMOPHCTUYECKOTO PEKJIAMHOTO COOOIICHUS C Perceptions by Russian Youth
CCKCUCTCKMMH MOTHBAaMHU POCCHMCKON MOJIOACIKBIO

44 Oco0eHHOCTH cOo3/IaHus IEPCOHATIBLHOTO OpeH/1a u Features of Creating a Personal Brand and its Management in
yOpaBJIeHNs UM B COIIHAILHON ceTH Instagram B Social Network Instagram in Russia

45 OTHoIIeHHEe MOJIOJICKHU K colmanbHO# cetn Instagram |Attitude of Young People to Instagram Social Media: the case of
Ha MPUMEpPE MOCKOBCKUX CTYJCHTOB BhICIIMX yueOHBIX [Moscow Universities' Students
3aBEACHUN

46 Bausiarie cOOBITHHHOTO MapKETHHTa Ha CO3/IaHUE The Influence of Event Marketing on Creating a Positive Brand
MOJIOYKUTEILHOTO UMHUIKA OPEH 1A ¥ YBEITUYCHUE Image and Increasing the Audience's Involvement (by the
BOBJICUCHHOCTH ayauTopuu (Ha mpumepe crioptuBHbIX |Example of Sports Companies Like Nike, Adidas, Reebok)
komnanuil Nike, Adidas, Reebok)

47 Tpanchopmarms o6pasa rnaBubix repornb JucHes:: [ Transformation of Disney Female Protagonists: Analysis through
aHaJIN3 yepes npu3sMy heMUHUCTCKON TEOPHHU the Prism of the Feminist Theory

48 Bocmpustue Monoaéxeio si3bika HazBaHus Openna u [ Youth's Perception Towards the Brand Name and the Change of
TpaHcOpMaIKsl K HEMY aTTHTIOJIA KaK Pe3yJbTar Attitude Towards this Brand as a Result of Such a Perception
9TOT0 BOCIIPHSITHS

49 YpoBeHs npepocraisieMoir nHGpopmarmu o mpoaykre |The Amount of Presented Information about a Product and/or
u/unu OpeHe Kak pakTop, ONpeAeIIIOIInnA Brand as a Factor, which Defines Product Placement’s
(pbeKTUBHOCTE MPOJAKT IUIEHCMEHTA Effectiveness

50 MapkeTHHIrOBbIe KOMMYHHKAIMK B HHAyCTpur Moabl | Marketing Communications in the Fashion Industry on the

Ha MPUMEPE POCCUICKHUX IIOY-PYMOB

Example of Russian Showrooms




51 dopmMupoBaHUE TOSIIBHOCTH OIB30BATEICH yCIyT The Formation of Customer Loyalty: The Case of MTS and
MoOmIbHOM cBsA3M Ha mpuMmepe MTC u Tele2 Tele2

52 Tpaucdopmarust Bocupustus ¢pororpaduii auanoro | Transformation of Perception of Personal Photographs on a
XapakTepa B COLMAILHON ceTH Instagram Social Network Instagram

53 Bausiarie reHaepHbIX 00pa30B B peKiiaMe Ha The Influence of Gender Images in Advertising on the
BOCIIPUATHE PEKIIAMHOTO COOOIEHHUS CTAPIIUM Perception of an Advertising Message by the Elder Generation
OKOJICHUEM

54 Onenka 3¢ dexruBroctr TuoB Product Placement na |Efficiency Assessment of Product Placement Types Using the
IIPUMEPE POCCHUICKOM TEJIEPOAYKIIMH Russian Teleproduction Example

55 BrnusiHue nHTepHET-KOMMYHUKarmid Ha onpenesieHue [ The Influence of Internet Communications on Political Views of
HOJMTHYECKUX IPEACTABICHUN POCCHUSIH Russians

56 Bboter Ha YouTube: omienka Bo3aeicTBUS Ha Bots on YouTube: Measuring Impact on Russian Youth
POCCUMCKYIO MOJIOCKD

57 dakTopsl POPMUPOBAHKS OTHOIICHUN B Group Communication in Social Networks: the Factors,
MEKIPYIIIOBOM KOMMYHHUKAIMK B colanbHbIX cetsax  [Influencing Group Dynamics on the Case of the Serials' Fandom
(ma mpumepe haHIOMOB CEPHATIOB)

58 Oco0eHHOCTH UCTIONB30BaHUS (PEMUHUCTCKOTO Features of the Use of Feminist Message in the Advertising
MOChIJIA B PEKJIAMHBIX KaMITAHHUSIX CIIOPTUBHBIX Campaigns of Sport Brands

59 KommyHuKaIMOHHBIN acriekT J000mu3ma (Ha nmpumepe  |Communication Aspect of Lobbying on Example of Tobaco and
TabaYHOM M aHTHTA0AYHON KaMITaHW) Anti-Tobaco Campaigns

60 [TpoxBrokeHue OpeH/Ia MIKOJIBI AaHTIIMHCKOTO s3bIKa, ¢ |Promotion the Brand of Online English School in Russia by
WCITOJIb30BAHKMEM JIFJDKUTANI-MapKkeTHHra B Poccnn Using the Tools of Digital-marketing

61 Bnustnue pexiamel B HCTarpaMMe Ha OTHOIIEHUE The Influence of Instagram Advertising on Consumer Attitudes
norpeOuTenelt kK OpeHaM, oTHoCAIMXCs K cermeHTy  |to Beauty Industry Brands
beauty-uHIYCTPUU

62 KonBepreHius coBpeMeHHO# pekiamsbl U aktyanbHoro [ The Convergence of Modern Advertising and Contemporary Art
HCKYCCTBA B TOPOJACKOM MPOCTPAHCTBE in the Urban Space

63 BrusiHre KyJIbTypHOTO acleKkTa PeKJIaMHOrO The Influence of the Cultural Aspect of the Advertising Message

coobmienus B digital-cpene Ha ypoBeHb
NOKYIaTeIbCKOW BOBJICYCHHOCTH B OpeH/I

in the Digital Environment on the Level of Customer
Engagement in the Brand




64 XKenckue o06pasbl B BHACOUTpax: Kak oHu BiusioT Ha  |Female Images in Video Games: How do They Influence
OTHOIIIEHHE ITOTPEOUTENIEN K UTpaM? Consumers' Attitudes toward Games?

65 OTHOIIIEHHE POCCHIICKO MOJIOAEKU K OpeHIaM- The Attitude of Russian Youth Towards Counterfeit Products:
HOJIeTIKaM: aHalIu3 Yepe3 IPU3My MOJIEIIH Analysis through the Prism of the Theory of Planned Behavior
3aIllJIAaHUPOBAHHOI'O ITOBCACHU

66 BrmsiHUE KpOcc-KymbTYpHBIX OCOOCHHOCTEH Ha The Impact of Cross-cultural Peculiarities on Product
JIOKAJTM3AIMI0 PEKJIAMHOTO TPOIyKTa (Ha MpUMepe Localization in Advertising Based on Russian Advertising
Poccuiickoit Deneparn) Industry

67 HHucTarpam-akkayHT OpeH/1a JeKOpaTHBHON Instagram Account of Make Up Brand as an Instrument for
KOCMETHKHU KaK HHCTPYMEHT, CIIOCOOCTBYIOIIIHIM Development of Commitment to the Brand
Pa3BUTHIO IPUBEPKEHHOCTH OpEHTY

68 BriusiHue Mo/ibI Ha KOMMYHHKANUIO cpenun poccuiickoi [ The Influence of Fashion on Communication between Russian
MOJIOJICXKH Ha MPUMEPE aKTyalIbHBIX OPEHJIOB Youth on the Example of Popular Sport Shoes' Brands
CIIOPTHUBHOM 00YBU

69 OTHo1IeHNE ayJUTOPUH K TIPOBOKAIIMOHHON The Attitude of the Audience to Provocative Social Advertising
COLIMAJILHOM peKJIame

70 BrusiHue KynbTypHBIX OCOOEHHOCTEN HEMIIEB Ha The Influence of German Cultural Characteristics on Modern
COBpPEMEHHYIO peKjIaMy aBToMoouiel B I'epmannu Car Advertising in Germany

71 [TpoaBrxeHUE NeITETFHOCTH KYJIBTYPHBIX Digital Instruments in Promotion of Cultural Institutions'
yupexeHuit B peruonax PO ¢ momompto digital- Activities in Regions of Russian Federation: the Case of
UHCTpYMEHTOB Ha npumepe 1. Kpacnonapa (KLHCHU Krasnodar (Krasnodar Centre of Contemporary Art
"Tunorpadusa" u XynoKeCTBEHHBII MYy3€H HM. "Typography", Kovalenko Art Museum)

72 Pexnamuas nesTensHOCTD M ClIOHCOPCTBO B criopte:  |Advertising Business and Sponsorship in Sport: the Management
yrpaBJieHHE GyTOOJIHHBIM KITYOOM of a Football Club

73 Bnusiaue conmanbHoii cetn Mucrarpam Ha mumeBoe [ Influence of Instagram on Students' Food Behaviour in Moscow
MOBEJICHUE CTYJICHTOB B MOCKBE

74 Hcnonp3oBanue Digital-rexnonoruii B nponsmxennn |Use of Digital Technologies in Promoting the Brand of Male

OpeHJla My>KCKUX napukMaxepckux B Poccuu (Ha
npuMepe operna «TopGuny)

Hairdressing Saloons in Russia (on the Example of the Brand
"TopGun")




75 BrusiHye TIISHIEBBIX KYPHAIOB Ha H3MEHEHHUE The Influence of Glossy Magazines on Changing Stereotypes
CTEPEOTHUIIOB O JKEHIIMHE (Ha IPUMEpE KypHaja about Women (by the Example of ELLE Magazine)
ELLE)

76 [epconaneHblit OpenauHT B HCTarpame kak Personal branding in Instagram as an instrument of reputation
UHCTPYMEHT PEIYTAIIMOHHOI'O MEHE/DKMEHTA management

77 OMOIMOHANILHBIN OPSHIUHT KaK OCHOBHOM CIIOCO0 Emotional Branding as the Basis for Promotion in the Perfumery
IPOIBMKCHUS B MHYCTPUU apQIOMepHH Industry

78 HaTuBHas pekiaMa: npo0JeMbl U MEPCIICKTHBbI Native Advertising: Problems and Development Prospects

79 HeBepOanbHas KOMMYyHHKAIIUS B peKJiaMe OpEH/IOB Nonverbal Communication in Advertizing of Brands of Clothes
OJICXKIBI JTFOKCOBOI'O CErMEHTA of a Luxury Segment

80 BioruHr Kak 3JIeMEeHT COBPEMEHHOM MOJUTHYECKOM Blogging as a Political Communication Element from the
KOMMYHHMKAIIUU C TOYKH 3PEHUS] IPEACTABUTENEI Position of Public Authorities

81 BnusiHue cexcru3ma B pekiiaMme Ha OTHOIIICHUE The Influence of Sexism in Advertising on Young Peoples'
MOJIOJICKH K OpeHIY Attitudes Towards the Brand

82 Bnusnue teneBuaenust Ha GopMHUpPOBAHUE Y The Influence of TV on Forming Image of Russia among
mononéxu B CIIIA otHomenus k Poccuu American Youth

83 [Tpoasrxenue Openaa oAkl B cormanbHbix cetsx  |Promotion of Clothing Brand in Social Media

84 BuTpHHBI KaK HHCTPYMEHT BU3YaJIbHOTO Shop Windows as a Visual Merchandising Tool: Changes in
MepYaHIal3uHTa: N3MEHEeHUE (PYHKINI BUTPHH C Functions of Shop Windows with Emergence of Online Shops
NOSIBICHUEM OHJIaiH-Mara3uHOB

85 deHoMEH NOMyISIPHOCTH PYCCKOTO paria B The Phenomenon of Russian Hip-Hop Popularity in Modern
COBPEMEHHOI MacCOBOM KYJIbTYpE Mass Culture

86 OcoOGeHHOCTH KOMMYHUKAITUN MEXKIY PAII Perculiarities of Communication between a Rap Performer and a
VCITOJTHUTEJIEM M CITYIIATe]IeM ITOCPEICTBOM Listener by Means of Musical Composition

87 [IpuBsizaHHOCTH K OpeHly yHHBepcHuTeTa yepe3 npusmy [University Brand Attachment Through the Prism of
OpraHM3alMOHHON KyIbTYpHI: CpaBHUTENBHBIN aHanu3 (Organizational Culture: A Comparative Study of HSE and Texas
HUNY BIID u Texacckoro A&M A&M

88 Baustarie camornpe3eHTanuu B corpanbhbix cetax Ha | Influence of Self-presentation in Social Networks on the

BOCIHPHUATHC MHAWMBUIYAJIbHOCTH JIMYHOCTH

Perception of the Individual Personality




89 Co3maHue epcoHaIbHOro OPeHI1a CIIOPTCMEHA B Creation of a Personal Brand of an Athlete in the Russian
POCCHHCKOM CETMEHTE COIMaIbHOM ceTH Instagram Segment of the Instagram
90 dakrtopsl, Bausomre Ha 3GpPEeKTUBHOCTD Factors that Influence the Effectiveness of Neuromarketing in
HEHPOMAPKETHHTA B YCIOBUAX COBPEMEHHOI the Conditions of Modern Russian Advertising
91 JluHaMyKa U3MEHEHHUS MMUDKa KuTaiickux ToBapoB y |Dynamics of Changes in Image of Chinese Products among
poccuiickoro morpedurens npu uatepuet monunre:  |Russian Consumers in Online Shopping: an Example of
npumep Aliexpress Aliexpress
92 Oco0OeHHOCTH BOCIIPUSATHS MOCKOBCKUMU cTyaeHTamu |Features of Moscow Students' Perception of Social Advertising
COIMAILHOM PEKJIAMBI IPOTHB a0OPTOB Against Abortions
93 Jlu3aitH 00J105KKH MY3bIKAIBHOTO ajibOoMa Kak Design of a Music Album Cover as an Instrument of
WHCTPYMEHT KOMMYHHKAIIUHU C aYAMUTOPHEH Communication With Audience
94 BrusiHue yepHoro romopa B pexiiame Ha otHouienue k[ The Influence of Black Humor in Advertising on the Attitude
OpeH/Iy: BO3PACTHBIE Pa3IMUHs towards the Brand: Age Differences
95 [IpoTecTHOE UCKYCCTBO Kak crocod komMmyHuKarmu ¢ - [Protest Art as a Way of Communicating with the Authorities
BJIACTHIO
96 Crpareruu GOpMUPOBAHUS MUK MOJIOICHKHBIX Strategies for Forming the Youth Hockey Club Image
XOKKEMHOr0 KJIyoa
97 BnustHre 'oMopa B TENEBU3MOHHBIX PEKIAMHBIX The Influence of Humor in Television Commercials on
pPOJIMKAX Ha 3aIIOMHUHAEMOCTEL pekiaaMuoro cooodmenus [Memorability of the Advertising Message
98 BrnusiHue ucnosib30BaHus METUHHBIX JTHMYHOCTEH B Celebrities in Advertising: the Influence on Consumers
peKJIaMe Ha BOCIIpUATHE OpeHaa Perceptions of the Brand
99 [Tpepost peknama B poccuiickom cermente uHtepHera: |Skippable Preroll Campaign in the Russian Segment of the
(haKTOPKI, BIMSIONIME HA JUIMTEILHOCTH IPOCMOTPA Internet: Factors That Affect the Duration of Viewing
100 Brnusinue ucnonp30BaHus MIEAEBPOB MUPOBOM World art Masterpieces in Advertising: Influence on Consumer’s
YKUBOIIMCH B PEKJIaMe Ha BOCIIPUSATHE OpeHaa Perception of a Brand
101 Brnusiaue nepconanpHoro Openaa sumeoosorepos Ha  |Influence of the Personal Brand of Video Bloggers on the
BOCIIPHUSATHE IMOJIb30BATEIIIMU pekiiaMHOro coodiienus |Perception of Viewers of the Advertising Message (on the
(Ha mpuMepe poccuiickoro Youtube-cooduiecTsa) Example of the Russian Youtube Community)
102 Brnusaune antutabauHoil pexiaamMbl Ha OTHOIICHUE The Impact of Anti-Tobacco Advertising on Youth's Attitude to

MOJIOIEKH K KYPEHHUIO: T€HIePHbIM aCIIEKT

Smoking: a Gender Perspective




103 Pexama B MeTpo: MPOOIEMbI U TIEPCIIEKTUBBI Advertising in the Underground Transportation: Problems and
Prospects

104 Tpaucdopmariust Bocupustus oopasa monutuueckoro |How Stand Up Show Could Affect the Perception of Politicians
auaepa B oMopucTHueckoM Tok-moy (Case Study- (Case Study- Comedy Club)
Comedy Club)

105 Tpesen-6morunr B Instagram kak PR unCTpyMEHT B Travel Blogging in Instagram as a PR Tool in the Travel
TPEBEI-UHIYCTPHH Industry

106 OCoOCHHOCTH BOCIIPHUATHS 00pa30B UCKYCCTBA B Features of Perception of Art in Advertising Communications
PEKJIAMHBIX KOMMYHHUKAIIHASIX

107 DakTOphI IEMOKPATH3AIUH HHYCTPUN MOIBI Factors of Fashion Industry Democratization

108 BnusiHue pocCcUiCKHUX COLMAIbHBIX MEIMa Ha The Influence of Russian Social Media on the Entertainment
pa3BJICKaTEeIHbHOS BPEMSIIPOBOXKICHUE MOJIOAEIKU Pastime of Young People

109 di1eiMOoObI B COLIMAIBHBIX CETIX U UX BIUSIHUE HA Flash Mobs in Social Networks and Their Impact on the
TOTOBHOCTb MOJIOAEKH y4aCTBOBATh B Readiness of the Youth to Participate in Charity
0JIarOTBOPUTETHLHOCTH

110 CornuasibHBIE CETH KaK HHCTPYMEHT MOJIUTHYECKOM Social Networks as an Instrument of Political Mobilization of
MOOMIIM3AIINN MOJIOJIEKHN Young Generation

111 VMcnonp3oBaHue couanbHoO# cetu Instagram B Using the Social Network Instagram as a News Channel
Ka4eCcTBE HOBOCTHOI'O KaHasia

112 MdakTOphI 3JIEKTOPATLHON O ICPIKKH Factors of Electoral Support for Opposition Candidates in the
OMIMO3WIIMOHHBIX KaHINJATOB Ha MyHHUIIUITATbHBIX Municipal Elections in 2017 in Moscow
BeIOOpax 2017 roga B MockBe

113 Hcnonp3oBanue KOHTEeHTA B Instagram is Creation of Content in Instagram for Promotion of Five-Star
TPOJIBMDKCHUS ISITU3BE30YHBIX OTEIICH Hotels

114 [TpoxBrkeHue amkoroipHOM poayKiuH nocpeactsom [ The Alcohol Promotion by the Usage of Opinion Makers on
auaepoB MEeHUH Ha YouTube mrardopme YouTube

115 BnustHre mo3uIMOHUpPOBaHUS COBPEMEHHOTO The Influence of Positioning of Modern Art on Sales With an
MCKYCCTBA Ha MPOJAKKM Ha MpuMepe poccuiickoro apt- |Example of Russian Art

116 [Toxonenue Z kak 1ieneBasi ayAUTOPHsI B TUKETAI Generation Z as the Target Audience in Digital Sphere (on the

chepe Ha IPUMEPE POCCUMCKON MOJIOAEIKHU

Example of Russian Youth)




117 Baustare texnonoruu Product Placement na The Impact of Product Placement on the Audience's Film
3pUTEILCKYIO OIEHKY (DHIbMa Evaluation

118 SMM xak (haktop BiaussHHS Ha popmupoBanue odpasa |SMM as an Influence Factor of the Youth Lifestyle Formation
JKU3HU MOJIOAEKH (HA IpUMEPE KOMMYHHKALIHIA C (on the Example of the Communication with Moscow Students
MOCKOBCKMMH CTyIeHTaMHu B Instagram) in Instagram)

119 BiusiHre conMaabHBIX MEAMa Ha TPaJUIIMOHHBIC The Impact of Social Media on Traditional Crisis
CTPATErHuH B AHTHKPH3UCHBIX KOMMYHHUKAIIMSIX Communication Strategies

120 Kosmaboparius 1okcoBbIX U MaccoBbix OpeHaoB kak  [Collaboration of Mass Brands and Lux Brands as an Effective
3¢ GeKTUBHBIN HHCTPYMEHT MapkeTHHra Ha mpuMepe | Instrument of Marketing Based on the Example of Fashion
fashion nHycTpUN Industry

121 CRM (cause-related marketing) kak UHCTPYMEHT CRM (Cause-Related Marketing) as a Tool to Increase Brand
ITOBBIIIEHMS JIOSUILHOCTH K Operay B Poccun Loyalty in Russia

122 Bnusnue xunemarorpada Ha GOopMUPOBAHHE The Influence of Cinematograph on the Formation of the Idea
npeacTaBieHuss o PR-crienmanmcre about a PR-specialist

123 DddexruBHOCTH MIpHBIICUCHUS HHTepHET-0sorTepoB | The Effectiveness of Attracting Internet Bloggers by Russian
POCCUMCKUMH OpeHaaMu B chepe MOJIbI Brands in the Fashion Industry

124 Oco6ennoctu "Give Away" Ha coBpemennom Digital- |Features of Give Away on Current Digital-Market of Russia
pbiake Poccun

125 Bnusitaue HapyuieHuii 5Tuky B BUpyCcHO# pexiiame Ha | The Impact of Ethnical Violations in Viral Advertising on the
BOCITPUSTHE MOJIOJICIKHU Perception of Young People

126 Co3znanue UMHIKA MEUIHBIX TIEPCOH: BIIUSHUC Designing the Image of Public People: Influence of Black PR on
YEPHOT0 NMHapa Ha PENyTAIHIO the Reputation

127 CSR B pekJIaMHBIX KaMITAHUSIX, COJIEPIKAIITUX WU CSR in Advertising with Body Positive Ideas
Body positive

128 AnanTanys JMYHOCTHA OpeH/Ia K Pa3InIHbIM Adapting Brand Personality in Different Cultural Environments:
KYJIBTYPHBIM CpeJiaM: KeHC-CTaIi PeKIIAMHBIX Case Study of Nike Advertising Campaigns

129 Brnusinue 6p10TH-0710T€pOB HA TTPOIBUKEHUE Influence of Beauty-Bloggers on Promotion of Cosmetic Brand
KOCMETHYECKOTO OpeHaa

130 DddexTuBHOCTH MpOAaKT-IICHicMeHTa B poccuiickom  |Efficiency of Product Placement in Russian Film Distribution

KHHOIIPOKATE




131 ConmajbHast peKiiaMa Kak Crioco0 BO3JeHCTBUS Ha Social Advertising as a Means of Influencing Society
00111ECTBO

132 [Tor-my3bIKa B TEJICBU3NOHHOM peKIaMe Kak Pop-Music in TV Advertising as the Way of Attracting Brand
WHCTPYMEHT MPHBJICUCHHSI ayJMTOPUH OpeH 1a Audience

133 Brustarie My3bIKH B pekiiaMe Ha (hOpMUPOBAHHE The Influence of Music in Advertising on the Formation of a
OTHOILIEHHUSI IOTPEOUTENS K IPOJIYKTY Consumer's Attitude to Product

134 KoMMyHHKaIIMOHHBIE TEXHOJIOTUU TOPTOBBIX IEHTpoB |Shopping Malls’ Communication Technologies for Audience
JUTSL ayIMTOPUN

135 BnusiHue BU3yanbHON COCTABIISIONICH aKKayHTOB The Influence of Visual Component in Luxury Brand's Accounts
JIOKCOBBIX OPEHJIOB B COIIMAJILHBIX CETAX Ha on Social Media to the Consumer's Attitude Towards the Brand
OTHOIIIEHHE NOTPEOUTENST K OpeHaY

136 Oco0eHHOCTH MPOIBIKCHUS MY3esl TS Pa3HbIX Features of the Promotion of the Museum for Different Age
BO3pacTHBIX rpym noceruteneit (18-30; 31-45) Ha Groups of Visitors (18-30, 31-45) on the Example of the State
npumepe ['ocy1apcTBEHHOTO IIEHTPAIBLHOTO Central Theater Museum Named after A.A. Bakhrushin
TeaTpaabHOro My3er umeHu A. A. baxpymuna

137 DddexTHBHOCTD pacnpocTpaneHus HoBoctel (yrooia [Meme News About Football: Measuring the Efficiency
IIOCPEICTBOM MEMOB

138 BrusiHre CKpBITOr0 MapKeTHHTa Ha JIOSIIBHOCTD K The Influence of Stealth (Undercover) Marketing on Brand
Openay Loyalty

139 BrusiHuE Xy10KECTBEHHBIX 00pa30B B peKiiaMe Ha The Influence of Artistic Images in Advertising on the Youth
MOJIOAEKHYIO aYAUTOPHIO Audience

140 Ornenka 3pPeKTUBHOCTH COOBITUIHOTO MApPKETHHT, Evaluation of the Effectiveness of Event Marketing as a Tool of
KaK MHCTPYMEHTA IPOABUKEHHS aIKOTOJbHOM Promotion of Alcoholic Products

141 [TpuyrHBI HETATHBHOTO JI€BUAHTHOTO MTOBEICHHS B Causes of Negative Deviant Behavior in Online Games
OHJIAMH UTpax

142 AxTyalibHBIC HCCIIe/IOBaHMs B HenpoMapketurre u ux |Relevant Research Works in Neuromarketing and Their Usage in
HCIIOJIb30BAHKME B KOMMYHHUKATUBHOM HHIYCTPHH Communication Industry

143 KoMMyHHKaIIMOHHAS CTPaTeryst MPOIBHKEHHUS Sport Brands Communication Strategy through their Musical Fit

CIIOPTUBHBIX OPEHIOB Uepe3 My3bIKaJIbHOE
COINPOBOXKACHHME HA IPUMEPE KIIYOOB

in Clubs of the Continental Hockey League (CHL)




144 TeXHOJOTHH BUPTYAIBHOMN U AOMOJHCHHOMN Influence of Prodact Placement on the Consumer Attitude
peanbHOCTH B pekiaame: 3PEeKTUBHOCTD MPU Towards the Company
BOCIIPUSITHH OpeH/Ia 1IEICBOM ayIUTOPUCH

145 BiusiHUE IEHHOCTHBIX YCTAHOBOK Ha BOCIIPHSATHE The Influence of Value Orientations on the Perception of the
00pa3a ceMbU B PEKJIAMHBIX COOOIIEHHUSIX Image of the Family in Advertising Messages

146 [Iporecc KOMMYHHKAIIUN MEXTy OpeHIaMHU The Process of Communication between Brands and Consumers
MOTPEOUTEIEM C TIOMOIIBIO IIBETOBBIX 3P (hEKTOB B through Color in Advertising

147 Facebook kak miardopma uist IpoIBHKEHUS Facebook as a Platform for Art-Cinema Distribution
ABTOPCKOTO KHHO

148 Ponb pexiiambl B popmupoBanuu Kyibra 310poBoro [ The Role of Commercial in the Formation of the Cult of a
00pasa >KH3HH Healthy Lifestyle

149 BriusiHue nemorpaduyeckux XxapakTepUCTUK Ha The Impact of Demographic Characteristics on the Perception of
BOCIPHSITHE PEKJIaMbl B MOCKOBCKOM MeTponoauTere |Adverising in the Moscow Subway

150 dakTopsl, BIUSIOIINE HA JIOBEPUE K PEKIIAMHOMY Factors Influencing the Credibility of the Advertising Message
COOOILIEHUIO B TIISHIIEBBIX U3IAHUSIX in Glossy Publications

151 Ponb BuaeoOmoruHra Kak nHCTpyMeHTa npojasmwxkenus [The Role of Videoblogging as a Tool for Promoting a Banking
0aHKOBCKOr0o OpeHaa Brand

152 Mcnosap30BaHre METO0B HEHpOMapKeTHHTA IS Using Neuromarketing Methods in Order to Increase Sales (for
YBEJIMYCHHS IPOJIaX (Ha MpUMEpPe pPeKIaMbl) Example, Advertising)

153 dakTophI BIUAIONINE HA YCIICITHOCTh COUAILHON Factors Affecting the Success of Social Advertising for a
pEKJIaMBI 3TOPOBOT0 00pa3a KM3HH Healthy Lifestyle

154 Hcnonb30BaHusl HOBBIX ME/Ma KaK HHCTPYMEHT The Use of New Media as a Tool for Promoting the Dance
MIPOJIBH>KCHU S TAHIIEBAILHOW MHAYCTpUM B Poccun Industry in Russia

155 D¢ dexTHBHOCTD pekIaMHbIX BOiH aBToMoOmIbHbIX  [Efficiency of Advertising Wars of Automobile Brands in the
OpEHIOB B MHTEPHET CPEJL Internet Environment

156 [TomynsipHBIE TIECHU B peKjaMe Kak HHCTPYMEHT Popular Songs in Advertising as an Instrument of Influence on
BJIMSHMS Ha PENyTaIMo OpeHaa Brand's Reputation

157 AKKayHTBI 3HAMEHHTOCTEH B colMabHbIX ceTsax kak | The Profiles of Celebrities in Social Media as an Instrument of

HWHCTPYMCHT IIPOJABHMXXCHUA MO/IHBIX TEHACHUMHU

Modern Trends' Promotion




158 [Tpobnema aganTanuu pekiaMHBIX TeKCTOB U cioranos | The Problem of Adapting English Advertising Texts and Slogans
Ha aHTJIMICKOM SI3BIKE JIUIS PYCCKOSI3EIYHOTO for Russian-Speaking Consumer

159 Poub conmanbhbix cerei B PR-ctpaterusx 6pennoB | The Role of Social Networks in PR-Strategies of Luxury
oJexkIbI Kiacca "mokc" B Poccuu B yCIIOBHSX Fashion Brands in Russia During Economic Crisis
HYKOHOMHYECKOTO KpU3HCa

160 denoMeH BUPTYaIbHOM JpyxObl: koMmMmyHuKaroHHbIe |Virtual Friendship Phenomenon: Communicative Tools of
WHCTPYMEHTBI «ITPUBJICKATEIIbHOCTH) Attraction

161 Ponb conmanbHbIX Meara B pOPMUPOBAHHH The Role of Social Media in the Formation of Beauty Standards
CTAHIAPTOB KPACOTHI M NIPAKTHKAX JTYKH3Ma and Practices of Lookism

162 Pemyrarus vHCTHTYTa MOMUTHYSCKUX TeXHOJOTOB B [Reputation of the Institute of Political Technologists in the
POCCHUIICKOM M€JIHa MPOCTPAHCTBE Russian Media Space

163 FOMoOp Kak HHCTPYMEHT BIIMSIHUS HA PEKIAMHOC Humor as an Instrument of Influence on the Advertising
COOOIICHUE Message

164 bpena-acconuanuu B pekiiaMmHoi kommynukanuu co  (Celebrity Endorsement Impact on Brand
3HAMCHHUTOCTSIMU

165 Penpesenranus noBeneHus (aHATOB B POCCHICKUX Fans Behavior Representation in Russian Media as a Factor of
Menua kak (akrop Bocrpustus operaa gpyroonsroro [Football Clubs Brands Perceprion (Evidence from Moscow
KJ1y0a (Ha mpuMepe MOCKOBCKHMX KiyooB B PDITJ) Football Clubs in the Russian Premier League)

166 [lena, Moa 1 pekiama Kak TJiaBHbIE (PaKTOPbI Price. Fashion and Advertisement as the Most Important Factors
BIIMSHHS Ha (DOPMHPOBAHKE CIIPOCa MTOTPEOUTEIIS K of Forming the Consumer's Demand to Brand

167 Brnusinue TpeBen-610TTHHTa Ha TOTPEOUTENTHLCKOE The Influence of Travel Blogging on Consumer Behavior in the
oBeJICHUE B chepe BBIE3THOI0 TYPHU3Ma Field of Outbound Tourism

168 Brnusinue oOpa3a 3HAMEHUTOCTEH B CIIOPTUBHOM The Influence of Celebrities' Image in Sports Branding on
OpeHaMHIe HA TOTpeOuTEnLCKOE moBeaenue neaeoi |Consumer Behavior of People

169 brorep kak cpenctso popmuposanus u nmpoasmwxkenus (Blogger as a Means of Forming and Promoting the Reputation of
penyTanuy OpeHaa a Brand

170 KoMMyHUKallMOHHBIE CTPATETUN TPOJBUKEHUS Communication Strategies for Brand Promotion in the
Open10B B O0rochepe Blogosphere

171 Mukpo-cenedputu B Instagram Kak HHCTPYMEHT Micro-celebrity in Instagram as a Tool of Influence on

BIIMSIHUS HA IPEANOYTEHUS IOTPEeOUTENIeH B OpeHax

Consumers' Preferences in Fashion Industry Brands




172

Bnusaue oOpa3za 3HaMEHUTOCTH Ha OTHOIIIEHUE
MOJIOICKHOM ayIUTOPHUH K CIIOPTUBHOMY OpEHITY

The Influence of Celebrity Image on the Youth Audience's
Attitude Towards Sports Brands

173 Vicrosp30BaHKe METO0B MAHUITYJIMPOBAHUS B Using Manipulation in Advertising

174 AXTyaJlbHBIE HHCTPYMEHTHI ITPOABIKCHHS Actual Instruments of the Promotion of Art Museums in Russia
XY/I0)KECTBEHHBIX My3eeB B Poccun

175 Beueprue Tok-moy kak uHCTpyMeHT popmupoBanust  |Politics and Entertainment: Political Preferences through Late
NOJMTUYECKUX Npeanoutennii moonéxu (Ha mpumepe [Night Talk Shows "Vecherniy Urgant” and
TEJICBU3NOHHBIX Tiepenad «Beuepauii Yprant» u "Projectorperishilton™
«IIpoxkexToplIrpucXuiaToH»)

176 Mcrmonb30BaHKe MacCcoOBOM KacToMu3aruu JrokcoBeiMu |Mass Customisation in the Luxury Industry: An Answer to
OpeHmaMu OfCXKIbl: OTBET Ha 3ampockl notpeduteneit |Consumers’ Needs or a Risk for Brand?
I OPEHIMHTOBBIM PUCK?

177 B3aumnoe BiusiHue HalmoHanpHOTO Openaa u 6penaa | The Mutual Influence of the National Brand and the Car Industry
aBTonpomMa Ha npumepe Poccun Brand on the Example of Russia

178 OTpakeHre MOJIUTUIECKOTO JIUCKypCca B Reflection of Political Discourse in Occasional Speech (on the
OKKa3MOHaJIbHOU peur (Ha nmpumepe koHdpontaiuu  [Example of the Confrontation between Ukraine and Russia in
Mexay Ykpaunoi u Poccueii B 2014-2017 romax) 2014-2017)

179 Vicnionp30BaHNE HHTEPHET MEMOB M TPESHJIOB B The Usage of Memes and Trends in Advertising

180 Oco0OeHHOCTH penpe3eHTaIH KeHCKOTro 00pasa B Female Image Characteristics in Advertising: Case of the
pekiame KoponeecTtBa CaynoBckast ApaBust Kingdom of Saudi Arabia

181 JKenckwuii 06pa3 B pekjiaMme Ha pOCCHICKOM The Image of Woman in Advertising on Russian Television

182 [TpuBneUeHne METUHHBIX TUYHOCTEH KaK CIIOCO0 Involving Media Personalities as a Way to Promote the Brand
IPOJBHKCHUS OpeHaa

183 dopmupoBanue oTHOIIEHHUS MOJIOAEK U K mpodbiaeme  (Changing in Healthy Eating Behavior among Russian Youth:
310poBoro nuTanus B Poccnn: kommyHukarmonHeii  |{Communicational Aspect

184 [TonuTnyeckas 0OCBeIOMICHHOCTh Kak (axTop, Political Awareness as a Factor of People’s Trust in Political
BJIMSIIOIINI Ha JOBEpHE K MCTOYHUKaAM monutudeckux [News Sources in Russia
HoBoctel B Poccun

185 TaryupoBka kak nonyJisipHbIi uaeHTuukannonnbiii | Tattoo as a Popular ldentification Symbol of the 21st Century

cuMBOJI 21 Beka




186 [ToBbIlIEHHE YPOBHS TOJIEPAHTHOCTH B paMKax Increasing the Level of Tolerance in the Framework of
IPOBEACHUS MEKIYHAPOIHBIX KHHO(PECTUBATICH, International Film Festivals Accredited by FIAPF
nMeronmx akkpeautanuo FIAPF

187 OCOOCHHOCTH MOTPEOUTETHCKOTO TIOBEICHHSI Special Features of Z Generation's Consumer Behaviour when
OKOJICHHUs Z TIPU BEIOOPE MPOIYKTOB MUTAHUS Choosing Food Products

188 WHCTpYMEHTHI IIepCOHATBLHOTO OpeH/Ia 1 UX Instruments of the Personal Brand and their Correlation to
B3aHMOCBS3b C MOTPEOUTEIHCKUM OBEICHUEM Consumer Behavior

189 [Tponsmxenue OpeHaa 6AHKOB TOCPEACTBOM Promoting the Brand of Banks through Mobile Apps
MOOHILHOTO IPYIIOKCHUS

190 ViydiieHne IMHAKA MarasiuHa ¢ TTOMOIIBI0 Improving the Image of Store by Decorating the Showcase and
JICKOPUPOBAHUS BUTPUH U BU3YaJILHOIO Visual Merchandising

191 [NpakThka myOJIMYHBIX OTHOIICHMI B mBekapckux [ The Practice of Public Relations of Swiss Pharmaceutical
(hapMaIleBTHUCCKUX KOMIaHMIX Companies

192 Hcnonp3oBanue reiMmudukaiuu s npoasmxenns B [Use of Gamification in Internet Promotion
UHTEPHETE

193 BausiHre nCnob30BaHMsI MIEIEBPOB MUPOBOTO The Influence of the Use of Masterpieces of World Art in
HCKYCCTBA B peKJIaMe Ha OTHOIIECHUE ayTUTOPHH K Advertising on the Audience's Attitude to the Brand

194 Vcnosp30BaHre TEXHOJOTHI HEHPOMapKETHHTa The Use of Neuromarketing Technologies by Brands of the
opengamu poccuiickoro FMCG cermenTa Russian FMCG Segment

195 dopmupoBanue 00pa3a MOJTUTUICCKOTO JHICPa B The Formation of the Image of a Political Leader through Social
COIMANTBHBIX MeJIa: aHAJIN3 AUCKypcuBHBIX npakTuk [Media: Analysis of Dicursive Method Using News Communities
Ha IpUMeEpe HOBOCTHBIX coobmiecTs "Jlenrau" u "Lentach™ and "Russia Today" as an Example

196 Posib TaH1a B pexiiame The Role of Dance in Advertising

197 OTHOIIIEHHE POCCHICKHX MOTpebuTeneH k reaaepubiM [Russian Consumers Attitude to Gender Stereotypes and
CTEPEOTHIIAM M O0OBEKTHBAIIUN B PEKJIAME Objectification in Advertising

198 My3bIKka B pekjamMe Kak HHCTPYMEHT BJIUSHUS Ha Music in Advertising as Tool of Influence on Brand Image
UMUK OpeHIa

199 Biustarie ncnosp30BaHust 00pa3a HeCTaHAAPTHBIX Non-Standart Models in Fashion Advertising: the Influence on

MoJIeJIeH B peKJIaMHBIX KaMITAaHHUSIX HA BOCTIPUSATHE
opeHga B chepe MObI

Brand Perceptions




200 BpenmoBsie BOMHBI Kak (GakTop GOpMHPOBAHHUS Brand Wars as the Factor of Formation of Consumer Loyalty
JIOSUTBHOCTH MOTPeOUTEICH

201 Briusiaue BUIOB MMOJIB30BATEIHLCKOTO KOHTEHTA B The Impact of Different Kinds of User-Generated Content in
COOOIIIECTBAX B COIMAIBHBIX CETAX HA KEJIAHUE Social Networks on the Desire to Purchase Video Games
TOKYIIKH BUICOHTD

202 BriusiHUE KylIbTYpHOU anporpraniy B MOIHOM The Impact of Cultural Appropriation in the Fashion Industry on
WHIYCTPHUH HA OTHOIICHHE MOTPEOUTENISI K OpeHay the Consumer's Attitude to the Brand

203 Bocmpustue OpeHoB mapproMepHOil MPOayKIHH Perception of Perfume Brands by Russian Customers in the
POCCUHCKHMH OTPESOUTEIISIMHU: CEMHUOTHICCKHUI Light of Semiotic Approach

204 OcobeHHOCTH BocTpusTHs pekiaambl B popmare VR [Features of the Perception of Advertising in the VR Format (on
(ma mpumMepe OpenyioB IKEA u Pepsi) the Example of Brands IKEA and Pepsi)

205 BeuHas )KU3HB B COIIMATBHON CETH: TIpodiieMa Eternal Life in Social Networks: the Issue of Representation
pernpe3eHTaIMH

206 CornnasibHBIE CETH KaK HHCTPYMEHT MPOJIBHIKCHUS Social Networks as a Tool For Mobile App Promotion
MOOMJIBHBIX IPUIIOKEHHIA

207 BrusiHUE conManbHOM aHTUTA0AYHOW PEeKJIaMbl Ha The Influence of Social Anti-Tobacco Advertising on
11oipocTKoB. [Ipobiema r3ddexkTuBHOCTH Adolescents. The Problem of Efficiencys

208 Crparerun Telegram-kaHanoB Kak IUIOMIAI0K IS Strategy Telegram-Channels as the Platforms for Advertisement
pa3sMENICHHS PEKIAMHBIX COOOIICHUM Placement

209 CryaeHuecKuil cropt Kak croco0 nosunuonupoBanus (University Sports as a Mechanism of Forming the University
YHUBEPCUTETOB Brand

210 Crpareruu npoABMKEHUS MOOMILHOTO puiokeHust  [Strategies for Promoting a Mobile Application to Preserve and
JUISL COXPaHEHMS ¥ YBEIMYCHHUS BOBJICUEHHOCTH Increase User Engagement

211 [TpoGiema nMo3uMOHUPOBAHUS HKOJIOTHUECKON The Problem of Eco-products’ Positioning in the Russian Market
IPOIYKIIMU Ha POCCHHCKOM PBHIHKE

212 KapbepHasi caMonpe3eHTaI st MOJIOJIC)KH B Career Self-Presentation of Youth in Social Media:
COLIMATILHBIX CETSAX: BO3MOKHOCTH M IMPOOIEMBI Opportunities and Problems

213 KoMMyHHKAIIMOHHBIE CTPATETHUH PO IBUKCHHS Communication Strategies of Video Games Promotion in Russia:
KOMITBIOTEPHBIX UIp B Poccuu uepes npusmy Consumer Perspective

214 VHTerpanus CounanbHbIX MEIHA B OJTUTHYCCKUE Integration of Social Media into Political Campaigns




215 dopMupoBaHUE UMHIKA ITOJUTHUYECKOTO IEATEIIS B Image Formation of a Political Figure in Social Networks
COIIMAJIbHBIX CETSX

216 Bocnpusitie peKiIaMHBIX POJIMKOB, COAEPIKAIIUX Perception of the Commercials Containing Imagery of Youth
00pa3sl MOJIOJCKHBIX CYOKYIBTYp, mpeactaButenssmMu | Subcultures by Representatives of Dominant Culture
JOMHUHHUPYIOIIEH KYJIBTYPBI

217 BnusiHue event-MapKkeTHHra Ha MOCCIICHHE The Impact of Event-Marketing On Expositions' Attendance In
AKCTIO3UINHI XYyT0KECTBEHHBIX My3eeB Poccunm Russian Art Museums

218 OCOoOEHHOCTH MTPOIBHKCHHUST 00Pa30BATEITBHBIX SMM of Educational Products
TOBApOB B COIMAJIBHBIX CETAX

219 Hcnonb3oBanue npousBeaeHnil uckyccrsa B pexiname |Utilizing Fine Art Imagery in Advertising and its’ Integration
Y MX HHTErPaIis ¢ COBPEMEHHOCTHIO with Modern Reality

220 BausiHre cTaHmapTU3aluy )KEHCKON KPacoThI B The Influence of Standardization of Female Beauty in
pPEKIaMHON MPOIYKIIMHM Ha OTHOLIEHHE KEHCKON Advertising Products on Female Consumers’ Attitudes toward
ayIUTOPHUH NOTPEOUTENEN K OpEeHTY the Brand

221 CranuHCKasi apXUTEKTypa Kak HHCTPYMEHT Stalinist Architecture as a Political Communication Instrument
noautTrdeckoil koMmmyHukanuu B CCCP 1933-1955 in the USSR in 1933-1955

222 dakropsl, BuUsIONIME HAa popMupoBanue U ypoBeHb  [Factors that Influence the Formation and the Level of Consumer
MOTPEeOUTEITLCKOro 3THOLIGHTpU3Ma B Poccuu Ethnocentrism in Russia

223 Brusaue BuzyanpHoU uaeHTnuHocTH Ha Bocnpusitie | The Impact of Visual Identity on Brand Perception

224 Product Placement B My3bIkaTlbHOM KOHTEHTE Product Placement in Videobloger's Music Content on Russian
BUAC00I0TE€POB Ha pOCCUIMCKOM Y outube YouTube

225 Hcnonb30BaHrEe MAHUTTYJIATUBHBIX IPUEMOB B The usage of manipulation techniques in advertisement in
COBPEMEHHOI POCCHICKOM peKIaMe modern Russian advertisement

226 CoBpeMEHHBIC HHCTPYMEHTBI MOJTUTHYCCKOM Contemporary Means of Political Communication in Russian-
KOMMYHHKAIIUHA B POCCUMCKON HHTEPHET-CPEIC Speaking Internet Space

227 Bocrnpustie HaTUBHOM peKJIaMbl B COBPEMEHHOM Perception of Native Advertising in Modern Youth Media
MOJIOJEKHOM Meara Cpee Environment

228 Baustarie GeMUHUCTHYECKUX TCHACHIUH B The Influence of Feminist Trends in Modern Advertising on the

COBpeMeHHOﬁ PECKJIaMC Ha JOAJIBHOCTb ayJUTOPHUHN K

Loyalty of the Audience to the Brand in Russia




229 KoMMmyHHKaIIMOHHBIE OHJIAMH-CTpaTeruu IokcoBbix  |Communication Online Strategies of Luxury Brands in Russia
openioB B Poccun

230 dpeitmuposanne Bugeourp B CMU 1 conmanbHbIX The Framing of Video Games in Social and Mass Media

231 B3anmocBsi3b pamna, kak (POpMBI MTOJIUTHYECKHIA The Relationship of Rap as a Form of Political Reflection, and
peduiekcuu, 1 GOPMUPOBAHUS TTOTUTUICCKIX the Formation of Political Preferences of the Youth in Modern
npedepeHIINI MOJIOJIEKH B cOBpeMeHHoM Poccrnu Russia

232 MeTo1bl OJIUMTHYECKOM Iponaranibl B connaabHbix  |Methods of the Political Propaganda in the Social Media

233 Event kak HHCTpYMEHT KOMMYHUKAITHOHHBIX The Use of Events as Communication Campaign Tools by Non-
KaMITaHU HEKOMMEpUYEeCKHX opranu3anuii Ha mpumepe [profit Organizations, Namely Jewish Culture Foundations
(hOHIOB COMENCTBUS EBPEHCKON KYIBTYPE

234 BnusHue mokoBoi conuanbHoi pekiaambl Ha Poccusta | Influence of Social Shockvertising on Russian People of
TIOKOJICHHS X Generation X

235 Bnustarne SMS-peknambl Ha moBeaeH4yeckyro peakmuto |The Effect of SMS-Advertising on the Behavioral Response of
oTpeOuTeIs MOKOJaeHUs Y Generation Y Consumers

236 Anammn3 s dexruBHocTH product placement B Product Placement Analysis of Middle and Premium Clothes
KuHeMarorpade Ha mpuMepe CPeaHEro U MPEMUYM Segment in the Cinematography
PBIHKOB OJIC)KIBI

237 Celebrity-mapketunr: ocooennoctu u d3pdexruBnocts |Celebrity-Marketing: Features and Effectiveness of Brand
CTpaTETHH I10 MPOABIKEHUIO OpeHaa Promotion Strategy

238 BausiHre akTHBHOCTH TIOJMTHKOB B conpanbHbIX ceTsx [Role of Social Media in Developing Trust During Political
Ha JIOBEpHUE 3JICKTOpaTa Campaigns

239 [TpoBOKaIMOHHBIN MapKETHHT Kak MHCTpyMeHT /it [ The Provocative Marketing as a Tool to Quickly Increase Brand
OBICTPOI'0 MOBBIIICHUS OCBEIOMJIICHHOCTH O OpPEHJIE Awareness

240 [MpuuunHel, BIUAONIME HA TpeAnodYTeHus mojaoasiMu  |Reasons That Influence the Preferences of Global Brands
JFOIBMU TIT00ANBHBIX OpenioB myonnuno BuauMbix  |Concerning Publicly Visible Doods by Young People in Russia
TOBapoB B Poccuu

241 Penpesenranus crpaxa B pekjiaMe Kak CpeiCTBO Representation of the Concept of Fear in Advertising as a Means
BO3JCHCTBHUS HA PELIMIIUCHTA of Affecting Target Audience
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KOMMYHHKAIIMHA MEXTY IIPEACTaBUTEIAMH the Representatives of Popular Culture with the Representatives
JIOMUHAHTHOMN KYJIBTYPHI ¢ IPEACTABUTEIIMHI of Subcultures

244 TexHomorus pacrio3HaBaHus n300pakeHni kak HoBbIH | The Image Recognition Technology as a New Communication
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245 BiusiHue My3bIKH Ha BOCIPHITHE PEKIAMBI Influence of Music on the Perception of Advertising
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248 Bnusinue Product Placement B kunoduibmax Ha Influence of Product Placement in Movies on Children’s
OTHOIIEHHUE JIETEN K OpeHIy Attitude Towards Brand

249 Pounb HeBepOasibHOM KOMMYHUKanuu B Bujaeopekiame |The Role of Non-verbal Communication in Video Adverts of
pa3BJICKaTEIbHBIX TOBAPOB U YCIYT Entertainment Products
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263 WHTepakTHBHAs MevaTHas peKiiaMma Kak Crocoo Interactive Print Advertising as a Way of Product's Promotion
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yepes3 3allOMHHAaHuE OpEHJIOB the Brand Memory
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JIOSTIBHOCTH ITOTPeOUTEIEH

Regulation Instrument of a Customer Loyalty
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281 Oco0eHHOCTH TTepcoHaIbHOTO OpeHauHra sxeHmHbI-  |Characteristics of Female Leader Personal Branding in the
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289 Customer experience omnaiin u oduraiin: mouemy Mol [Online and Offline Customer Experience: Why do We Buy
COBEpIIIACM JIFOKCOBBIC TOKYIKH OhJiaiH? Luxury Offline?
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295 Creniens BusiHus dQdekra nepconanusupoBannbix | The Influence of Personalized Filters Effect on the Retention of
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chepbl Sphere

298 BnustHre TonepaHTHBIX TEHACHINN Ha PEKIaMHBIE Impact of Tendations of Tolerance on Advertising and
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