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Opranu3aluOHHBIA KOMUTET

Ipencenarear — CoxosioBa Haranusa JleonunoBHa, 1MpeKTOp
WHCTHTYTa UHOCTPaHHBIX A3bIK0B PY JIH,kanauaat ¢punonornyeckux
Hayk, mpodeccop (Poccust)

Conpencenaren — EpoxoBa Haranss CraHucnaBoBHa,
3aMECTUTENb JUPEKTOPAa HHCTUTYTAa NHOCTPaHHBIX s13b61K0B PY /TH no
Hay4HOU paboTe, KaHIUIaT ucToprudecknx Hayk (Poccust)

Yienbl:

ebapabam WN.II., x.3koH.H., 3aM. gupektopa UM PYJIH no
SKOHOMUKE, PD

ebaranoB A.A., kx.¢p.H., crapmuii mnpemnomaBarenab Kadeapbl
TEOPHUH U IPAKTUKU MHOCTpaHHbIX s13bIk0B UMAPY /IH, PO

ebespykoBa H.M., 3am. pgupekTopa 1O MEXIyHapOIHOMU
nestenbHoct U PY JIH, PO

eboromonosa  E.B., IIEPBBIA  IIPOPEKTOP, UHCTUTYT
MEXyHapOoIHbIX 3koHOMHUeckux cBszeit (MMOC), PO

eBonkosa f.A., n.¢.H., nouent, npodeccop KadempoITeopun U
IIPAaKTUKU MHOCTpaHHBIX s13b1k0B UM PY JIH, PO

o JLxynymanuesa I'.Jl., n.u.H., npodeccop, nupexrop Bricmei
IIKOJIBI KOMMYHUKALUA MU MEAMA COLUO-TYMAaHUTAPHOIO MHCTUTYTA
Ksipreiscko-Poccuiickoro  CaaBSHCKOrO  YHUBEPCUTETA HMEHU
neporo IIpesunenta Poccuiickoir @enepauuu b.H. Enbsuwuna,
KsIpreiscran

elerpos I'.I1., cnenmanuct no mudposuzanun MU PY/IH, PO

eCmonkuHa M.A., choemuaaucT 0O HaydyHOM pabore co
crygentamu U PYIH, PO

e Cranuynsak T.I'., x.¢.H., TOUEeHT Kadenpsl TEOPUN HUIIPAKTHKU
nHocTpaHHbIx sA3pik0B W PYTH, PO

o CtpynuH [1.A., TIaBHBIA cCrieUATUCT 1O HH()OPMaTU3AIUU
nnsi pyJiH, Po

eUudunes JILH.,, HavanpHUK oOTHENa MYJIbTUMEIUMHBIX
texnonoru U PYJIH, PO



Organizing Committee

Chair — Nataliia L. Sokolova, Professor, PhD in Philology,
Director, Institute of Foreign Languages, RUDN University (Russia)

Co-Chair — Natalia S. Erokhova, PhD in History, Deputy
Director for Research, Institute of Foreign Languages, RUDN
University (Russia)

Members:

e Alexandr A. Batalov, PhD, Ass. Professor, Institute of
Foreign Languages, RUDN University (Russia)

e Elena V. Bogomolova, First Vice-Rector, Institute of
International Economic Relations (IIER) (Russia)

e Grigoriy P. Petrov, Digital Transformation Specialist,
Institute of Foreign Languages, RUDN University (Russia)

e Gulmira D. Dzhunushalieva, Doctor of Historical Sciences,
Professor, Director of the Higher School of Communications and
Media of the Social and Humanitarian Institute, KRSU, Kyrgyzstan

e Irina P. Barabash, PhD in Economics, Deputy Director for
Economic Affairs, Institute of Foreign Languages, RUDN University
(Russia)

e Leonid N. Chifilev, Head of Multimedia Technologies
Department, Institute of Foreign Languages, RUDN University
(Russia)

e Margarita A. Smolkina, Student Research Affairs Specialist,
Institute of Foreign Languages, RUDN University (Russia)

e Natalia Ya. Bezrukova, Deputy Director for International
Affairs, Institute of Foreign Languages, RUDN University (Russia)

e Pavel A. Strunin, Chief IT Specialist, Institute of Foreign
Languages, RUDN University (Russia)

e Tatyana G. Stanchuliak, PhD, Ass. Professor, Institute of
Foreign Languages, RUDN University (Russia)

e Yana A. Volkova, Doctor of Philology, Professor, Institute of
Foreign Languages, RUDN University (Russia)



IIporpaMmMHBIii KOMHTET

Mpeacenarens — CoxonoBa Hatanust JleoHugoBHa, AUPEKTOP
MHCTUTYTA MHOCTPAHHBIX SI3LIKOB PY/IH, KaHauaaT
¢umnonornyeckux Hayk, npodeccop (Poccus)

Comnpencenarear — EpoxoBa Haranes CraHucnaBoBHa,
3aMECTUTENb JTUPEKTOPAa MHCTUTYTAa MHOCTPAaHHBIX s3bIKOB PYJIH
1o Hay4yHOU paboTe, KaHAUAAT UcTopudeckux Hayk (Poccus)

YoeHsl:

e baranoB A.A., k.¢.H., cTapmuii npenogaBaTenb Kaeapbl
TEOPUH U IPAKTUKU UHOCTPaHHbIX s13b1k0B UWAPY IH, PO

e bonnmoBckas T.B., rmaBueiii cneumanuct MM PYJH no
pPEIaKIMOHHO-U30ATENbCKON AeaTenbHocTr, PO

o Jixynymanuesa ['./l., n.u.H., mpodeccop, nupextop Bricmei
IIKOJIbI KOMMYHHMKAIMH U Me1a COLUO-TYMaHUTAPHOTO HHCTUTYTa
Keipreizcko-Poccuiickoro  CriaBsHCKOrO  yHUBEPCHTETa HMMEHH
nepBoro Ilpesunenta Poccuiickoit ®enepanuu b.H. Enbrnuna,
KsIpreiscran

e Eropoma JL.A., k..H., AOLEHT, TOUEHT KadeapbITeOpun U
NPAKTUKA HHOCTPAHHBIX  SA3BIKOB, PYKOBOJUTEIb OTIEJICHUS
«JIuarsuctukay UUA PYJIH, PO

e JloOyrteBa E.C., pykoBOaUTENb CEKIIMHU HMHOCTPAHHBIX SI3bIKOB
Kadeapbl TYMaHUTApHBIX W €CTECTBEHHO-HAYYHBIX JAHCHUIUIMH
NUMOC, PO

e CMmonkuHa M.A., cnenuamucT 1O Hay4yHOM pabote co
crynearamu UA PYTH, PO

o Cranuymix T.I., k.§@.H., moumeHt kadeapbl TEOpHUH U
IIPaKTUKX MHOCTpaHHbIX s13bIk0B UM PY JTH, PO



Program Committee

Chair — Nataliia L. Sokolova, Professor, PhD in Philology,
Director, Institute of Foreign Languages, RUDN University (Russia)

Co-Chair — Natalia S. Erokhova, PhD in History, Deputy Director
for Research, Institute of Foreign Languages, RUDN University
(Russia)

Members:

e Alexandr A. Batalov, PhD, Ass. Professor, Institute of
Foreign Languages, RUDN University (Russia)

e Elena S. Lobuteva, Head of the Foreign Languages Section,
Department of Humanities and Natural Sciences, Institute of
International Economic Relations (ITER), (Russia)

e Gulmira D. Dzhunushalieva, Doctor of Historical Sciences,
Professor, Director of the Higher School of Communications and
Media of the Social and Humanitarian Institute, KRSU, Kyrgyzstan

e Ludmila A. Egorova, PhD, Ass. Professor, Head of
Linguistics Department, Institute of Foreign Languages, RUDN
University (Russia)

e Margarita A. Smolkina, Student Research Affairs Specialist,
Institute of Foreign Languages, RUDN University (Russia)

e Tatyana G. Stanchuliak, PhD, Ass. Professor, Institute of
Foreign Languages, RUDN University (Russia)

e Tatyana V. Boldovskaya, PhD, Chief Specialist in Editorial
and Publishing Activities, Institute of Foreign Languages, RUDN
University (Russia)



Jara: 5 oxTs16ps 2026 1.

Bpems: 10.00 - 17.00 (1o MOCKOBCKOMY BPEMEHH )

9:20 - 10:00 - pecucmpauus

Mecro:

Odpnaiin — I'naBuseiii kopnyc PY/IH, r. Mocksa, yi. Mukityxo-
Maknas, 1. 6

Pecnamenm:

» IIpuBercTBeHHOE CJI0BO - 5-10 MUHYT

* Ilnenapubiii qOKJIaX - 10 20 MUHYT

* CeKUMOHHBbIE JOKJIAABI - 5 MUHYT

« JebGartnl - 10 10 MUHYT [1JT4 TUIEHAPHOTO TOKJIaAa
- 10 2 MUHYT JIJI CEKIIMOHHOTO TOKIaaa

Date: October, 5™, 2026

Time: 10.00 - 17.00 (Moscow time)

9:20 — 10:00- registration

Place:

Offline — Main Bld., Moscow, Miklukho-Maklaya st., 6

Time limit:

e Welcome speech — 5-10 minutes

e Plenary speech - up to 20 minutes

e Sessions speech — 5 minutes

® Q&A - up to 10 minutes for plenary speech
- up to 2 minutes for sessions speech



PACIIMCAHUE / TIMETABLE

Ceccus/ Session

Bpewms /Time Crpanunsl

/Pages

IIJIEHAPHAS CECCUA
(3an ropuouueckozo
uHcmumyma)

PLENARY SESSION
(Law Institute hall, Main
Building)

10:00 — 13:00 9-12

Ilepepuvis / break

13:00—14:00

Cexnus 1/ Session 1

PR Campaigns Examples.
Tactics and Strategies (3an
OpUOUYEeCcK020 UHCIMUMYma)
/ (Law Institute hall, Main
Building)

14:00- 17:00 | 13-27
Op%-A0
. =

[=]

Cexuus 2 / Session 2
Communication in Branding
/ PR, Advertising And Mass
Culture: Linguistic And
Communication Issues
(Jlexyuonnwiii 3an Nel,
Inasnvwiii kopnyc) / (lecture
hall Nel, Main Bld.)

14:00 — 17:00

!

28-42

[=]



Pavel Strunin

Pavel Strunin
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IJIEHAPHASA CECCUA

(10:00 — 13:00)
(3an wpuanueckoro uucruryra PY/IH,

I'1aBHBINM KOpIYC)
KiroueBsblie cinkepsl Ha [lienapHoii ceccun:

1. IxynymanaueBa I'yabmupa [l:KeHuuieBHa, IOKTOp
UCTOPUYECKUX HayK, mpodeccop, AUpeKTop BpIcmieill MmKOobl
KOMMYHHUKAaIlUi M MeIHa COLMO-T'YMAaHUTApHOIO HWHCTUTYTa
Ksipreizcko-Poccuniickoro CriaBSHCKOIO YHUBEPCHUTETA HUMEHU
nepBoro IIpesunenta Poccuiickorn ®@enepannu b.H. Enpnuna
(KsIpreizcran)

Tema: «Bcemupnwie uzpvt KO4e€6HUKOB KAK OpeHO
Koipevizcmana»

2. 10e AAubgen, noueHT, JITOHMHCKUN YHUBEPCUTET HAYKH
n texHosornn, PR menemxep B m3marenbctBe «New Star»
(ITexun, Kuraif)

Tema: «Poisoning the Well: LV’S Claim to
Ownership of Cultural Symbols of China and its PR
Crisis With Molly tea»

3. KoBauab Panca IayapaoBHa, pyKOBOAUTENb MO CBA3SIM
¢ oO1recTBeHHOCTHIO KoMmanuu «Burya.Group» (Poccust)

Tema: «Mwvt cmonvko 1em youeanu PR, a menepo
Al 6036pawiaem e2o 00pamuo uiu Ko2o
nopexomendyem Chat GPT eawemy knuenmy? Kak
Al mensem npoosusricenue wWpuOUUeCKoil hupmol)


Pavel Strunin


4. TapxanoBa Mapus EBrenbeBHa, npeacenaresb Coro3sa
nuapuukoB  Poccuu; PykoBomuTens IOIpasfesieHus 110
perynupoBannio uH(poOu3Heca u Onorochepsr B Toproso-
npoMblnieHHOW nanate P®; JlaypeaT HauMOHANBHOW MPEMUU
2025 3a mpoekt «Corwo3 mnuapmukoB Poccum» (HOMHHAIUU
«Jlyumee nmpodeccuonanpuoe coodiectBo 2025») (Poccust)

Tema: «Anmukpusucuustiit PR: nogvie 3axonsi
npPoOBUICEHU)

5. AznaByp Mapu, >3KcOepT NHAP-TEXHOJOTMUA U
KOMMYyHUKanuii ¢ 20 J5eTHUM  ombiToM B cdepe
KYJbTYpPbl, UICKyCCTBa, MOJIbI U TaCTPOHOMHH, MOJEpaTop u
Benyuuid  koHpepeHunt U QopymMOB, UMHIKMEHKEp,
TpaHC(OPMAIIMOHHBIN  KOyY, TpaHC()OPMALMOHHBIM  KOYH,
BJIaJICE€T HETBOPKUHT-KIIOYaMU  JIJIi  OKO-WUHTErpalvu B
cooO1ecTBa u 00J1a/1aeT 3HaHUSIMUA MEHTAIbHOCTH, TICUXOJIOTUU
U crnocoba KOMMYHHMKAIIM B MEXIYHApOIHON ayAuTOpHUH,
naptHep 1npobu PR&Brand amwpsnca, unen accornuamnuu
criukepoB CHI' Pagucnasa ["'anganaca, unen Coro3a nuapuimkoB
P®, unenom ICF, unen MexiyHapoaHoro xxenckoro kiyoa IWC,
co3nana ceoit opena “AZMARI” (Poccus)

Tema: «Kak cozoamw ceoii Openo u Koanadopayuu)

10



PLENARY SESSION
(10:00 — 13:00)
(Law Institute hall, Main Building)

Keynote speakers:

1. Gulmira D. Junushalieva, Doctor of Historical
Sciences, Professor, Director of the Higher School of
Communications and Media at the Social and Humanitarian
Institute, Kyrgyz-Russian Slavic University named after the
First President of the Russian Federation, B.N. Yeltsin
(Kyrgyzstan)

Topic: “The World Nomad Games as a Brand of
Kyrgyzstan”

2. Yue Yanfeng, Associate Professor, Liaoning University
of Science and Technology; PR Manager at New Star
Publishing House (Beijing, China)

Topic: “Poisoning the Well: LV’s Claim to
Ownership of China’s Cultural Symbols and Its PR
Crisis with Molly Tea”

3. Raisa E. Koval, Head of Public Relations at
Burya.Group (Russia)

Topic: “We Spent Years Killing PR, and Now Al Is
Bringing It Back — or: Who Will ChatGPT
Recommend to Your Client? How AI Is Changing
Law Firm Promotion”

4. Maria E. Tarkhanova, Chair of the Union of PR

11
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Professionals of Russia; Head of the Information Business and
Blogosphere Regulation Division at the Chamber of Commerce
and Industry of the Russian Federation; Laureate of the 2025
National Award for the project “Union of PR Professionals of
Russia” (category: “Best Professional Community 2025)

Topic: “Crisis PR: New Rules of Promotion”

5. Marie Aznavour, PR technology and communications
expert with 20 years of experience in culture, arts, fashion, and
gastronomy; moderator and host of conferences and forums;
image consultant; transformational coach; equipped with
networking tools for organic integration into communities and
expertise in mentalities, psychology, and communication styles
for international audiences; Partner at the PRO PR&Brand
Alliance; member of Radislav Gandapas’s CIS Speakers
Association; member of the Union of PR Professionals of the
Russian Federation; member of the ICF; member of the
International Women’s Club (IWC); founder of her own brand,
AZMARI

Topic: “How to Build Your Own Brand and
Collaborations”

12



CEKIHA 1
(3as OpUANYECKOro0 MHCTUTYTA, [ JTaBHBIN KOPILYC)
(14:00 - 17:00)

PR CAMPAIGNS EXAMPLES. TACTICS AND
STRATEGIES

Pyrosooumens: Anexcanap Anexkcanaposuyd baramnos, e-mail:
batalov-aa@rudn.ru

Mooepamop: KusizeBa CBeT/iaHa AJieKcaHAPOBHA, e-mail:
1032257529(@rudn.ru; Caakan Mapust AprémoBHa, e-mail:
1132262980@rudn.ru

Bl
SESSION 1 '
(Law Institute hall, Main Building) =]

(14:00 - 17:00)

Chair: Alexandr A. Batalov, e-mail: batalov-aa@rudn.ru
Moderator: Svetlana A. Knyazeva, e-mail: 1032257529 @rudn.ru;
Maria A. Saakyan, e-mail: 1132262980@rudn.ru

“REAL BEAUTY” AS A LONG-TERM PR STRATEGY:
HOW DOVE BUILT BRAND TRUST THROUGH
PURPOSE-DRIVEN COMMUNICATION

«HACTOALIASA KPACOTA» KAK JOJII'OCPOYHAMA
PR-CTPATEI'UA: KAK DOVE BBICTPOWJI IOBEPHUE K
BPEHY YEPE3 HEHHOCTHO
OPUEHTUPOBAHHYIO KOMMYHHUKAIINIO

13
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'Kosimos IlaBea Jleonumosuu, >Maiicypaaze DBejauHa
AJleKCaHIPOBHA, 2 KypC CIEHHAIUTETA

Pavel L. Kozlov, *Evelina A. Maisuradze, 2nd-year students
of a specialist's degree

PHCTUTYT MEXKIYyHAPOAHBIX 3KOHOMHUYecKuX cBszeil (MMDOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: willQchka@yvandex.ru

Hayunwiii  pykosooumens — Jlobymesa Enena Cepeeegna,
PYKogoOumenb  CeKyuu UHOCMPAHHLIX — SA3bIKO8  Kagheopwl
2YMAHUMAPHBIX U eCMecmBeHHO-HayynblX oucyuniun UMIC

MATEMATHUYECKOE MOJIEJINPOBAHUE
JUHAMHUKHN TIONYJSIPHOCTH BPEHJA TIOJ
BO3JENCTBUEM PR-KAMITIAHUH B COIIMAJIBHBIX
CETSIX

MATHEMATICAL MODELING OF BRAND
POPULARITY DYNAMICS UNDER THE INFLUENCE
OF PR CAMPAIGNS ON SOCIAL MEDIA

AmmnmobexoBa Acema MauukoBHa, 2J[’KAMaHKYJI0BA
Anenuna 3apblLi0ekoBHA, 2 Kypc OakaiaBpuaTa

TAssema M. Ashimbekova, 2Adelina Z. Dzhamankulova, 2nd-
year students of a bachelor's degree

Ksipreizcko-Poceniickuit  CllaBSHCKMH YHMBEPCUTET WMEHU
nepBoro IIpesunenta Poccuiickoit @enepannu b. H. Enbpunna
(KPCY), bumikek, Keipreizctan

Kyrgyz-Russian Slavic University named after Boris Yeltsin
(KRSU), Bishkek, Kyrgyzstan
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e-mail: kua921512@gmail.com

Hayunwviu PYKO8OOUmMens — Jlobumosa Hamanwvsa
Anexcanoposna, cmapwutl  npenodasamenv — Kageopwl
unocmpannwlx sa3vikoe KPCY

FEATURES OF SHOPPING LIVESTREAMS IN CHINA
AND THEIR IMPACT ON CONSUMER TRENDS OVER
THE PAST DECADE

OCOBEHHOCTHU HIOIIHUHI-CTPUMOB B KUTAE M
X BJIUSAHUE HA TIOTPEBUTEJIBCKUE TPEH/IBI 3A
HOCJIEJHEE JECATUJIETUE

'Hamcapaesa IOums Bopucosna, 2Capbikaanna Bacuinca
EropoBHa, 3 xypc OakanaBpuara

'Yulia B. Namsaraeva, *Vasilisa E. Sarykalina, 3rd-year
students of a bachelor's degree

NHCTUTYT MeXITyHapOoaHbIX 3KoHOMHuYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: 9680431330@mail.ru
Hayynwiii  pykosooumenv — Jlobymesa Enena Cepeeegna,

PYKogoOumenb  CeKyuu UHOCMPAHHLIX — SA3bIKO8  Kagheopwl
2YMAHUMAPHBIX U eCMecmBeHHO-HayynblX oucyuniun UMIC

PR-CTPATETUSI ABUAKOMIIAHUU  «IIOBEJIA»:
KEHNC «PEUC 3BHAKOMCTB»

PR STRATEGY OF POBEDA AIRLINES: THE “FLIGHT
OF ACQUAINTANCES” CASE
I'Tumogeesa Caduna Dabaaposua, “llleasakuna Anacracus

15



CepreeBHa, 2 Kypc MarucTpaTypsl

ISabina E. Timofeeva, Anastasia S. Shelyakina, 2nd-year
students of a master's degree

LM uctuTyT MHocTpaHHbIX A3bikoB, PYJIH, Mocksa, Poccus
M2 Institute of Foreign Language, RUDN University, Moscow,
Russia

le-mail: 1132250937 @rudn.ru
2e-mail: 1032256699@rudn.ru

Hayunwiii pykosooumens — bamanos Anexcandp Anexcanoposuu,
K. ¢. H., cmapwuti npenoodasamenvb Kaghedpvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

PROVOCATION AS A BRAND AWARENESS
INSTRUMENT: THE BALENCIAGA CASE FROM
MEME MARKETING TO REPUTATIONAL CRISIS

IHHPOBOKAIIUA KAK MHCTPYMEHT HOBBIIIEHUA
Y3HABAEMOCTHU BPEH/JA: KEMC BALENCIAGA OT
MEM-MAPKETHHT A 10 PEIIYTALHMOHHOI'O
KPU3UCA

YepunaBun Urops ApremoBu4, 1 kypc OakanaBpuata

Igor A. Chernavin, 1st-year student of a bachelor's degree
NHCTUTYT MeXIyHapOaHbIX 3KoHOMHUeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: fyrka6271@gmail.com

Hayuynwiii pykosooumensv — Xanaesa Enena Cepeeesna, cmapuiutl
npenodagamens Kageopbl 2YyMAHUMAPHBLIX U eCMeCchE8eHHO-
Hayunovlx oucyunaun, UMIC

16



KOMMYHUKALIMOHHASA CTPATEI'US BPEHIMHI' A

CAMAPBI: OoT I'OPOJA-
JOCTOIIPUMEYATEJIBHOCTH K roreoay
JIMYHOI'O OIIBITA

SAMARA PLACE BRANDING COMMUNICATION
STRATEGY: FROM A CITY OF LANDMARKS TO A
CITY OF PERSONAL EXPERIENCES

MomnceeBa Kcennst AsiekcanapoBHa, 4 xypc 6akanaBpuara
Ksenia A. Moiseeva, 4th-year student of a master's degree

Camapcknil HAIIMOHAJIBHBIM MCCIENOBATENBCKUM YHUBEPCUTET
um. C.I1. Koponea, Camapa, Poccus

Samara National Research University named after Academician
S.P. Korolev, Samara, Russia

e-mail: mismois2005@yvandex.ru

Hayuynwiii pyxosooumenv — Tromenosa Jlapuca I'ennadvesna, O.
@. H., 3asedyrwwuli Kageopou pycckou u 3apyoercHou
aumepamypsl u cesazeil ¢ obuecmeennocmvio Camapcroco
VHU8epcumema

BOOK PROMOTION STRATEGIES IN RUSSIA (BASED
ON “GUARDIANS OF THE EIGHTEEN DISTRICTS” BY
ANTONINA CRANE)

CTPATEI'usl NPOJABUWXEHWS KHUTU B POCCHUHU
(HA TIPUMEPE «CTPAXKM BOCEMHAIIIATH
PAMOHOB» AHTOHUHBI KPEVH»)

TapakanoBa ExaTtepuna AJjiekceeBHA, 2 KypC MarucTparypsl

Ekaterina A. Tarakanova, 2nd-year student of a master's
degree

17



Nuctutyr uHOCTpaHHbIX A3bIKOB, PYJIH, MockBa, Poccus
Institute of Foreign Language, RUDN University, Moscow,
Russia

e-mail: 1032256673 (@rudn.ru

Hayunwvui pykosooumenv — Cmanuynax Tamwvsna Iennadvesna,
K. ¢b. H., Ooyenm Kageopvl meopuu U NPAKMUKU UHOCMPAHHBIX
azvikoe PY/[H

KYJbTYPHAS AJATITAIIAS PR-CTPATEIUH
KUTAUCKHUX KOMIAHUM HA 3APYBEXHBIX
PBIHKAX

CULTURAL ADAPTATION OF PR STRATEGIES OF
CHINESE COMPANIES IN FOREIGN MARKETS
Jlay3oBa AMupa XapcaHoOBHA, 3 Kypc CIeIfainTeTa

Amira Kh. Dauzova, 3rd- year student of a specialist's degree

Ksipreiscko-Poceniickuit  CllaBSHCKMN  YHMBEPCUTET WMEHU
nepBoro IIpesunenta Poccuiickoit @enepannu b. H. Enbsunna
(KPCY), bumikek, Keipreizcran

Kyrgyz-Russian Slavic University named after Boris Yeltsin
(KRSU), Bishkek, Kyrgyzstan

e-mail; amiradauzova@gmail.com

Hayunwiii pyxosooumens — Yunnooa Maouna Cynetimanogna,
Kanouoam @Quiono2udecKux HayK, Cmapuiuii npenooasameilb
KPCY

PR CAMPAIGNS IN THE FINANCIAL SECTOR:
STRATEGIES AND TACTICS

PR-KAMITAHUM B ®HUHAHCOBOM CEKTOPE:

CTPATEI'MU U TAKTUKH
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MeaBeneBa Cpetiiana BacuabeBHa, 1 kypc 6akanaBpuaTa
Svetlana V. Medvedeva, 1st-year student of a bachelor's degree
NHCTUTYT MeXITyHapOoaHbIX 3KoHOMHuYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: rushvaleeva@mail.ru

Hayunwiii  pyxosooumenv — Baneesa Pywanus Jlamuposna,
npenooasamenv UMIC

THE ROLE OF AMBASSADORS IN SHAPING BRAND
IMAGE

POJIb AMBACCAJIOPOB B ®OPMUPOBAHUU
WUMMIKA BPEHJIA

ICkBopuosa Tamuna Cranucaasosna, ‘lllenkynoBa
Amnacracus BanepbeBHa, 2 Kypc Maructparypsl

1Galina S. Skvortsova, 2Anastasia V. Shchelkunova, 2nd-year
students of a master's degree

L2 uctuTyT mHocTpaHHbIX A3bikoB, PYJIH, Mocksa, Poccus
M2 Institute of Foreign Language, RUDN University, Moscow,
Russia

le-mail: 1132250949 @rudn.ru
2e-mail: 1032257901 @rudn.ru

Hayunwiii pykosooumens — bamanos Anexcandp Anexcanoposuu,
K. ¢. H., cmapwuti npenoodasamenvb Kagheopvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

RUSSIAN CLASSICAL LITERATURE AS A TOOL FOR

ENHANCING BRAND AWARENESS IN BANKING
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ADVERTISING

PYCCKAA KITACCHYECKASA JIMTEPATYPA KAK
HHCTPYMEHT IIOBBIIHEHUSA Y3HABAEMOCTH
BPEH/IA B PEKJIAME BAHKOB

IIbekoBa Slna AslexkcanapoBHa, | kypc OakamaBpuara
Yana A. Pyzhova, 1st-year student of a bachelor's degree

NHCTUTYT MeXIyHapOoaHbIX 3KoHOMHUeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: vanasoua@yvyandex.ru

Hayunwviii pyxosooumens — Yuocosa Anacmacus Onezosua,
cmapwiuti  npenooasamenvb — Kageopvl  CYMAHUMAPHBLIX U
ecmecmeeHHo-HayuHvlx oucyuniur, UMIC

OT AoHIIM JO DIGITAL: ITPOABUXEHUE
TEATPAJIBHOT'O IPOAYKTA B COBPEMEHHOM
KOMMYHUKALIMOHHOM ITPOCTPAHCTBE

FROM POSTERS TO DIGITAL: PROMOTING
THEATRICAL PRODUCTS IN THE MODERN
COMMUNICATION LANDSCAPE

IHorpuBaesa IOnusa CepreeBHa, 2 Kypc MarucTpaTypsl
Yulia S. Potrivaeva, 2nd-year student of a master's degree

Pocculicknii  roCyaapCTBEHHBI COLUUAIBHBIA  YHUBEPCUTET
(PI'CY), Mocksa, Poccus
Russian State Social University (RSSU), Moscow, Russia

e-mail: yvuliapotrivaevaa@gmail.com

Hayunwiii pyxosooumenv — 3enenoe Braoumup Braoumuposuu,
K. 3. H., 00YeHm, 3amecmumelv 3aeedyrujeco kageopot, PICY
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ADVERTISING CAMPAIGNS OF AIRLINES AND THEIR
INNOVATIVE METHODS

PEKJIAMHBIE KAMITAHUM ABUAKOMIIAHUM U UX
NMHHOBAIIMOHHBIE METO/bI

'BypkoBa Anacracus AnekcanaposHa, ’Bpiconkas Age/iuHa
JlenucoBHa, 2 Kypc OakanaBpuata

lAnastasia A. Burkova, Adelina D. Vysotskaya, 2nd-year
students of a bachelor's degree

PHCTUTYT MEXKIYyHAPOAHBIX 3KOHOMHUYecKuX cBszeil (MMDOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

le-mail: aburkova409@gmail.com

Hayunwiii pykosooumensv — Xanaesa Enena Cepeeesna, cmapuiutl
npenodagamenb Kageopbl 2YMAHUMAPHBLIX U eCMeCcmE8eHHO-
Hayunwvlx oucyunaun, UMIC

KOLOBOK: HOW A PR STUNT BURNED THE BUN
KOJIOBOK: KAK PR-XOJI TIPUBEJI K TIPOBAJTY
KnusizeBa CBeT/1aHA AJleKCaHIPOBHA, ’HukonaeBa Kanua
BagumoBHa, 2 Kypc MarucTparypsl

ISvetlana A. Knyazeva, >Zhanna V. Nikolaeva, 2nd-year
students of a master's degree

LM uctuTyT MHOcTpaHHBIX A3blkoB, PYJIH, Mocksa, Poccus
M2 Institute of Foreign Language, RUDN University, Moscow,
Russia

le-mail: 1032257529@rudn.ru
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2e-mail: 1132250940@rudn.ru

Hayunwiii pykosooumens — bamanoe Anexcanop Anexcanoposuu,
K. ¢. H., cmapwuti npenoodasamenv Kagheopvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

SMOIIMOHAJIBHBIN TU3AWH PR-KAMIIAHUM: KAK
CTPAX, HAJEXJIA W TOPJOCTh BJIUAIOT HA
BOBJIEYEHHOCTH AYJIUTOPUHN

EMOTIONAL DESIGN OF PR CAMPAIGNS: HOW
FEAR, HOPE, AND PRIDE AFFECT AUDIENCE
ENGAGEMENT

CuraukoBa Kamuna /lamupoBHna, 3 kypc OakanaBpuara
Kamila D. Sitdikova, 3rd-year student of a bachelor's degree
NHCTUTYT MeXIyHapOoaHbIX 3KoHOMHUYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: kamila.sitdikova.8@gmail.com

Hayynwiii  pykosooumens — Jlobymesa Enena Cepeeegna,
PYKOgoOuUmenb  CeKyuu UHOCMPAHHLIX — SA3bIKO8  Kagheopwl
2YMAHUMAPHBIX U eCMecmBeHHO-HayynblX oucyuniun UMIC

THE “MICHAEL” PHENOMENON: FROM CULTURAL
SPARK TO PR STRATEGY

®EHOMEH ®UJIBMA «MAUKJI»: OT KYJbTYPHOM
BCIBIIIKHA K PR-CTPATET'UU

'Bioxun Anapeii Bragumuposuy, 2Mnnoanrosa Exatepuna
CepreeBHa, 2 Kypc MarucTpaTypsl

lAndrey V. Blokhin, 2Ekaterina S. Ippolitova, 2nd-year
22



students of a master's degree

L2 uctuTyT MHocTpaHHBIX A3bikoB, PYJIH, Mocksa, Poccus
M2 Institute of Foreign Language, RUDN University, Moscow,
Russia

le-mail: ablohin846(@mail.ru
2e-mail:1032257905@rudn.ru

Hayuynwiii pykosooumenv — bamanog Anexcanop Anexcanoposuy,
K. ¢. H., cmapwuti npenoodasamenv Kagheopvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

BAD PUBLICITY AS A WAY OF GAINING
POPULARITY

HET'ATUBHAA IIYBJIMWMYHOCTh KAK CIIOCOb
HOJYYEHUA ITOITYJIAPHOCTH

Mysbika Ilosmna Anexcanaposna, 2Cumopenko Cepreii
AnlekcaHapoBHY, 2 Kypc OakanaBpuara

Polina A. Muzyka, 2Sergey A. Sidorenko, 2nd-year students
of a bachelor's degree

PHCTUTYT MEXKIYyHAPOAHBIX 3KOHOMHUYecKuX cBszeil (MMDOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

le-mail: apolona.official@gmail.com

Hayunwui pykosooumens — Xanaesa Enena Cepeeegna, cmapuiuii
npenooasamend Kageopvl 2YMAHUMAPHLIX U eCMeCmEeHHO-
Hayynvix oucyuniun, UMIC

PR TECHNIQUES FOR ATTRACTING AND ENGAGING
AUDIENCES IN A SPORTS AND ENTERTAINMENT
23



PROJECT: A CASE STUDY OF THE WINLINE MEDIA
FOOTBALL LEAGUE

PR-TEXHOJIOT'MM ITPUBJIEYEHUS U BOBJIEUEHUS
AYJIUTOPUU B CHIOPTUBHO-PA3BJIEKATEJIbHBIN
INPOEKT (HA NPUMEPE WINLINE MEJIUHHOU
®YTBOJIbHOM JINTN)

Kamanergunos Ilamuas 3ayposuu, 2Uepenos Erop
CepreeBu4, 2 Kypc MarucTpaTrypsl

IShamil Z. Zhamaletdinov, *Egor S. Cherepov, 2nd-year
students of a master's degree

L2 uctuTyT MHOcTpaHHBIX A3blkoB, PYJIH, Mocksa, Poccus
M2 Institute of Foreign Language, RUDN University, Moscow,
Russia

le-mail: 1132250939@rudn.ru

2e-mail; krutisna2@mail.ru

Hayuynwiii pykosooumenv — bamanog Anexcanop Anexcanoposuy,
K. ¢. H., cmapwuti npenoodasamenv Kagheopvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

VIRAL MARKETING

BUPYCHBII MAPKETHUHI

'BonikoBa Amnacracusi JlenucoBna, 2Jlykuna Ekarepuna
AJlekcaHJApPOBHA, 2 Kypc OakanaBpuara

lAnastasia D. Volkova, 2Ekaterina A. Lukina, 2nd-year
students of a bachelor's degree

PHCTUTYT MEXKIYyHAPOAHBIX 3KOHOMHUYecKuX cBszeil (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia
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2e-mail: katya.lukina.07@mail.ru

Hayuynwiii pykosooumens — Xanaesa Enena Cepeeesna, cmapuiutl
npenodagamenb Kageopbl 2YyMAHUMAPHBLIX U eCMeCcmE8eHHO-
Hayunovlx oucyunaun, UMIC

THE COST OF IMPORTED MEANINGS: HOW A PR
AGENCY’S MISREADING OF TURKEY’S CULTURAL
CODE SPARKED A NATIONAL BACKLASH

IHEHA NPUBHECEHHBIX CMbICJIOB: KAK
HEBEPHOE ITPOYTEHHUE KYJIBTYPHOI'O KOJIA
TYPOUUU PR-ATEHTCTBOM BbI3BAJIO BOJIHY
OBIIEHAIIMOHAJIBHOI'O BOSMYUIEHUSA

JceHoBa Ailsiapa, 2 Kypc MarucTpaTypsl
Aylara Esenova, 2nd-year student of a master's degree

NuctutyT unHOCTpaHHbIX A3bIKOB, PYJIH, MockBa, Poccus
Institute of Foreign Language, RUDN University, Moscow,
Russia

e-mail: tmkl.0910@gmail.com

Hayuynwiii pykosooumenv — bamanog Anexcanop Anexcanoposuy,
K. ¢. H., cmapwuti npenoodasamenvb Kagheopvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

DIGITAL PR STRATEGIES OF FASHION BRANDS ON
XTAOHONGSHU

HUPPOBBIE PR-CTPATEI'MX MOJHBIX BPEH/IOB B
XTAOHONGSHU

TanxubaeBa Ilnana AsiekceeBHa, 2 Kypc OakaiaBpuara

Diana A. Tadzhibaeva, 2nd-year student of a bachelor's degree

NHCTUTYT MeXIyHapOaHbIX 3KoHOMHUeckux cBsazerd (MMOC),
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Mocksa, Poccus
Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: dianatadzibaeval @gmail.com

Hayynwiii pyxosooumenv — Ilnomnuxoea [anuna Onezogua,
cmapuiuil npenooasamenv, UMOIC

INTEGRATION OF ARTIFICIAL INTELLIGENCE IN
SOCIALLY-ORIENTED PR CAMPAIGNS: A CASE
STUDY OF PEDIGREE'S PET ADOPTION PROGRAM

UHTETPALIUSI UICKYCCTBEHHOI'O UHTEJIJIEKTA B
COLIMAJIBHO OPUEHTUPOBAHHBIE PR-
KAMIIAHUM (HA TIPUMEPE TNPOI'PAMMBI
NOMOILIA IO TMPUCTPOMCTBY KUBOTHBIX
BPEH/IA PEDIGREE)

KacnepoBuu IOnus OJuieroBaa, 2 Kypc MarucTpaTrypsl
Yulia O. Kasperovich, 2nd-year student of a master's degree

NuctutyTr uHOCTpaHHbIX A3bIKOB, PYJIH, MockBa, Poccus
Institute of Foreign Language, RUDN University, Moscow,
Russia

e-mail: 1032255966(@rudn.ru

Hayuynwiii pykosooumenv — bamanog Anexcanop Anexcanoposuy,
K. ¢. H., cmapwuti npenoodasamenv Kaghedpvl meopuu u
npakmuxu unocmpauuvix azvikoe UHUA PY/[H

PR-KAMIIAHUHA IO KHOKOPEMCKHX
KOCMETHUUYECKHUX BPEH/JOB: IPUMEPHI YCIIEXA
U IIPOBAJIA

PR CAMPAIGNS OF SOUTH KOREAN COSMETICS
BRANDS: EXAMPLES OF SUCCESS AND FAILURE
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ICum Aunexcamap Anekceesnu, >Xauatypos Cepreii
CepreeBuy, 3 kypc OakanaBpuara

TAlexandr A. Sim, “Sergey S. Khachaturov, 3rd-year students
of a bachelor's degree

PHCTUTYT MEXKIYyHAPOAHBIX 3KOHOMHUYecKuX cBszeil (MMDOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

le_mail: homa.sim.2005@mail.ru
2e_mail: shadaturov@yandex.ru

Hayunwiii  pykosooumenv — Eowcosa Mapus Braoumuposna,
cmapuwiuti  npenoodagamenb  CeKyuu UHOCMPAHHLIX — S3bIKOS
Kagheopvl 2yMAHUMAPHBIX U eCMeCm8eHHO-HAYYHbIX OUCYUNIUH,
HUM3C

ANTI-FRAGILE PR AND SCANDAL MARKETING;
STRATEGIES AND TACTICS OF RYANAIR

AHTUXPYIIKUNA PR u CKAHJAJIbHBIN
MAPKETHHI': CTPATETUU U TAKTUKH RYANAIR

HlymakoB Kupuiia CepreeBuu, 2 Kypc MarucTparypsl
Kirill S. Shumakov, 2nd-year student of a master's degree

NuctutyTr uHOCTpaHHbIX A3bIKOB, PYJIH, MockBa, Poccus
Institute of Foreign Language, RUDN University, Moscow,
Russia

e-mail: kirillshumakov2@gmail.com

Hayunwvui pykosooumenv — Cmanuynax Tamwvsna Iennadvesna,
K. ¢b. H., Ooyenm Kageopvl meopuu u NPAKMUKU UHOCMPAHHBIX
azvikoe PY/[H
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CEKILIMI 2 El.f [=]
(JIekumonnprii 3a1 Nel, I'ltaBHbIH Kopnyc) H
(14:00 - 17:00) [m]a2l3

BRAND COMMUNICATIONS / PR, ADVERTISING
AND MASS CULTURE: LINGUISTIC AND
COMMUNICATION ISSUES

Pyxosooumenv: Hatanbsa CtanuciaBoBHa EpoxoBa,
e-mail: erokhova-ns@rudn.ru
Mooepamop: Bosoxan Mapus, e-mail: 103226522 1 (@rudn.ru

SESSION 2
(Lecture hall Nel, Main Building)
(14:00 - 17:00)

Chair: Natalia S. Erokhova, e-mail: erokhova-ns@rudn.ru

Moderator: Maria Bolokhan, e-mail: 1032265221 (@rudn.ru

MEXIYHAPO/JHOE HNCITIOJIB3OBAHHUE
APXUTEKTYPHBIX CHMBOJIOB B KUTAWMCKHUX
MYJIbBT®UJIBMAX U ®OPMHUPOBAHUE OBPA3A
KHNUTAA 3A PYBEKOM

THE INTERNATIONAL EXPRESSION OF
ARCHITECTURAL SYMBOLS IN CHINESE ANIMATED
FILMS AND THE SHAPING OF CHINA'S OVERSEAS
IMAGE
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Pavel Strunin


Myit Souss, 4 xypc Gakamaspuara / 2SIm Il3smanb, 4 Kypc
6axanaspuata / *Illao Cunioii, 4 kypc OakanaBpuaTa

ICui Yaojia, 4th-year student of a bachelor's degree / *Yang
Jianan, 4th-year student of a bachelor's degree / 3Shao Xinyu,
4th-year student of a bachelor's degree

L23[1lkoma  apXWTEKTYpsl H  XyJOKECTBEHHOrO JW3aiiHa,
JIAOHMHCKUI YHUBEPCHUTET HAYKHM M TEXHOJOTHWM, AHBIIAHB,
Kwuran

1.23School of Architecture and Artistic Design, University of
Science and Technology Liaoning, Anshan, China

le-mail: 3338750473@qq.com

%e-mail: 3434660939@qg.com

Se-mail: 1157246064@qq.com

Hayuynwiii pyxosooumenvs — K03 Anghans, ooyenm, Jlsonuncrkui
VHUBepcumem HayKu U mexHoaio2uu

PEI'’MOHAJIBHASA NAEHTUYHOCTD B PR-
KOMMYHHUKALIUAX: KAK PEI'MOH IIOMOTI'AET
OOPMUPOBATD Y3HABAEMOCTDb BPEHJIA

REGIONAL IDENTITY IN PR COMMUNICATIONS:
HOW A REGION HELPS BUILD BRAND AWARENESS

OranecsiH Turpan ApMaHOBHY, COTPYTHUK
Tigran A. Oganesyan, staff member

NHCTUTYT MeXITyHapOaHbIX 3KoHOMHUYeckux cBszer (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: tigr2kl7og@yandex.ru

Hayynwiii  pyxosooumens — ExoBa Mapus BnagumuposHa,
29



CTapHII/Iﬁ npenogaBarcjib CCKOUMKM  HWHOCTPAHHBIX  SA3BIKOB

Ka(eapbl TYMaHUTAPHBIX U €CTECTBEHHO-HAYYHBIX JUCLUIUINH,
NM3C

JANHAMUKA CTPOUTEJILHOM OTPACJI B
JKOHOMHUKE KHUTAA HW IIEPCIIEKTHUBbBI EE
PA3ZBUTUSA

DYNAMICS OF THE CONSTRUCTION ECONOMY IN
CHINA AND PROSPECTS OF ITS DEVELOPMENT

'Ban I0ii, 4 kypc Oaxamaspuata / *Bam Cumn, 4 xypc
OakanaBpuara

'Wang Yu, 4th-year student of a bachelor's degree / *Wang
Siying, 4th-year student of a bachelor's degree

LlIkona apxumTeKTypsl M  XyJOKECTBEHHOIO  JM3aiiHa,
JIAOHMHCKUI YHUBEPCHUTET HAYKHM M TEXHOJOTHWM, AHBIIAHB,
Kwuraii

12School of Architecture and Artistic Design, University of
Science and Technology Liaoning, Anshan, China

le-mail: W3470002619@outlook.com

%e-mail: 2834866070@qq.com

Hayunwiii pykosooumens — K03 Angpans, ooyenm, JIaonunckuti
VHUBepcumem HayKu U mexHoai02uu

OJIUH U3 KAHAJIOB ITPOJIBU’KEHUSA AT'PET'ATOPA
CKHMJAOK B KbIPT'BI3CTAHE

ONE OF THE CHANNELS FOR PROMOTING A
DISCOUNT AGREGATOR IN KYRGYZSTAN

KomapoBa Auiekcanapa AHapeeBHa, MPENOJABATENb BBICIIEH
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TITKOJTBI KOMMYHUKAIIUW U MeIna
Alexandra A. Komarova, lecturer at the Higher School of
Communication and Media

Keipreizcko-Poccuiicknii CaBsHCKAN YHUBEPCUTET UM. TIEPBOTO
npe3uaeHta b.H. Enbpriiuna, bunkek, Keipreizcran
Kyrgyz-Russian Slavic University named after B. N. Yeltsin,
Bishkek, Kyrgyzstan

e-mail: Sashandkom(@gmail.com

HPOABUKXEHUE JIOKAJIBHBIX BPEH/IOB YEPE3
PEI'MOHAJIBHBIE ME/IMA 1 COIIUAJIBHBIE CETHU

PROMOTION OF LOCAL BRANDS THROUGH
REGIONAL MEDIA AND SOCIAL NETWORKS

BboromosioBa Mapust OJieroBHa, COTpyIHUK
Maria O. Bogomolova, staff member

NHCTUTYT MeXIyHapOoaHbIX 3KoHOMHUYeckux cBszerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail; m.bogomolova@kmept.ru

Hayunwviti pyxosooumenv — Eoxcosa Mapus Braoumuposua,
cmapuwiuti  npenoodagamenb  CeKyuu UHOCMPAHHLIX — S3bIKOS

Kd@éapbl SYMARUMAPHBIX U eCMECMBEHHO-HAYYHbIX ducuunﬂuH,
HMIC

JJOKAJIMBAIIUAA U TPAHCKPEAIIUA PEKJIAMBDI:
HEMEINKHUHU, PYCCKHUU U KBIPI'BI3CKUU A3BIKU B
BPEH/IUHI'E

31



LOCALIZATION AND TRANSCRIPTION OF
ADVERTISING: GERMAN, RUSSIAN, AND KYRGYZ
LANGUAGES IN BRANDING

lAcbL10exoBa Jlasna MapcoBna, 4 Kypc crenquamurera /
2AnbiMOexoBa Muprya Hypaanosna, 4 Kypc crienuaanTeTa
'Dayana M. Asylbekova, 4th-year student of a specialist's degree
/ *Mirgul N. Alymbekova, 4th-year student of a specialist's
degree

LIZKpipreiscko-Poccuiickniit  ClHaBSHCKMI — YHUBEPCHTET — HM.
nepBoro npesunenta b.H. Ensuuna, bumikek, Keipreizcran
L2Kyrgyz-Russian Slavic University named after B. N. Yeltsin,
Bishkek, Kyrgyzstan

le-mail: adayana0511(@gmail.com
2e-mail: alymbekovamirgul@gmail.com

Hayynwiii  pyxosooumenn  —  A6owvikaumosa  OpyHKaH
Camapbaesna, kanouoam Quionro2uieckux HayK, 00yeHm

EVENT-MAPKETHUHI' KAK NHCTPYMEHT
HHOBBIINEHUA Y3HABAEMOCTU BPEHIA

EVENT MARKETING AS A TOOL FOR INCREASING
BRAND AWARENESS

PoautesieBa [lapbs AjiekcaHApPoBHA, 3 Kypc OakamaBpuara
Darya A. Roditeleva, 3rd-year student of a bachelor's degree

NHCTUTYT MeXITyHapOoaHbIX 3KoHOMHUYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: dashs89263387535@gmail.com

Hayunoii  pykosooumens — KynukoBa HMunHa HukonaesHa,
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npenojaBareiib, PyKOBOAUTEIL 00pa3oBaTEIbLHON MPOrpaMMbl
42.03.01 «Pexmama u cBs3u ¢ 001IeCTBEHHOCTRIO» UMDOC

KOJJIABOPAIIUU KYJIbTYPHBIX MHCTUTYIIUHI U
KOMMEPUYECKHNX BPEHJOB B POCCHHCKOU
®EJIEPAIIMA KAK CIIOCOB KOMMYHUKAIIUU C
AYJIUTOPUEHN

COLLABORATIONS BETWEEN CULTURAL
INSTITUTIONS AND COMMERCIAL BRANDS IN THE
RUSSIAN FEDERATION AS A WAY OF
COMMUNICATING WITH THE AUDIENCE

TroneneBa ExaTepuna AnapeeBHa, 4 Kkypc 6akanaBpuaTa
Ekaterina A. Tyuleneva, 4th-year student of a bachelor's degree

HamyoHanbHelil uccienoBaTeNbCKUi yYHUBEpcUTET «Bpiciias
mkosa skonoMukn» (HUY BIID), Mocksa, Poccus

National Research University Higher School of Economics (HSE
University), Moscow, Russia

e-mail; ektiuleneva@yandex.ru

Hayunwiii pyxosooumens — lpiranosa JIro00Bb AjniekcaHIpOBHa,
KaHIUJAT UCTOPUUYECKUX HAyK, JOLEHT [IIkonbpl KoOMMyHUKaLni
(dakynbTeTa KpeatuBHbIX uHaycTpuit HUY BIIID

NEPCOHAJIbHBIM BPEHJAUHI BJOIEPOB U
NHOJIIOEHC-MAPKETUHI

PERSONAL BRANDING FOR BLOGGERS AND
INFLUENCER MARKETING

'Monuanos Jmutpuii Pomanosuu, *IleBkuna CperaHa
AnekceeBHa, | Kypc OakanaBpuara
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"Dmitry R. Molchanov, 2Svetlana A. Pevkina, 1st-year
students of a bachelor's degree

L2 HCTUTYT MEXKTyHApOIHBIX SKOHOMHUYECKUX cBsasel (MMDC),
Mocksa, Poccus

Lnstitute of International Economic Relations (IMES),
Moscow, Russia

e-mail: rushvaleeva@mail.ru

Hayunwiii  pykosooumenv — Baneesa Pywanus Jlamuposna,
npenooasamenv UMIOC

CBSI3U C OBLIECTBEHHOCTBIO B DIOXY
TEHEPATUBHOI'O UCKYCCTBEHHOI'O
UHTEJUIEKTA: YEJIOBEUECKASI AYTEHTUYHOCTD
KAK ®AKTOP Y3HABAEMOCTU W JIOBEPUSI K
BPEHY

PUBLIC RELATIONS IN THE AGE OF GENERATIVE AI:
HUMAN AUTHENTICITY AS A DRIVER OF BRAND
AWARENESS AND TRUST

BparueBa Basepus OJieroBna, 2 kypc 6OakanaBpuara
Valeria O. Bratseva, 2nd-year student of a bachelor's degree

Keipreizcko-Poccuiicknii CaBsHCKHAN YHUBEPCUTET UM. TIEPBOTO
npe3uaeHta b.H. Enbriiuna, bunikek, Keipreizcran
Kyrgyz-Russian Slavic University named after B. N. Yeltsin,
Bishkek, Kyrgyzstan

e-mail; lerabratt@gmail.com

Hayunviii pyxosooumens — I pebenwuxosa Enena Anexcanoposua,
cmapwiull - npenooasamenv  Kageopvl  peknambl U - C83U  C
00WeCmBeHHOCbIO
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EVENT PR KAK MHWHCTPYMEHT I[IOBBIHIEHUSA
Y3HABAEMOCTHU PETHOHA: POJIb ®ECTHUBAJIEMH,
®OPYMOB U I'OPOACKUX ITPA3THUKOB

EVENT PR AS A TOOL FOR INCREASING REGIONAL
AWARENESS: THE ROLE OF FESTIVALS, FORUMS,
AND URBAN CELEBRATIONS

IHerpoB Anekcanap HuxkosmaeBu4, COTpy1HUK
Alexander N. Petrov, staff member

NHCTUTYT MeXIyHapOoaHbIX 3KoHOMHUYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: 0984126(@mail.ru

Hayunwviti pyxosooumens — Eoxcosa Mapus Braoumuposua,
cmapuwiuti  npenoodagamenb  CeKyuu UHOCMPAHHLIX — S3bIKOS

Kd@@@pbl SYMARUMAPHBIX U eCMECMBEHHO-HAYYHbIX ducuunﬂuH,
HMIC

BOCTOYHASA DTHO-O2CTETHKA B IJIOBAJIBHOM
MEJIUAITPOCTPAHCTBE: HUHTEPIHHPETAIIUA
TPAAUIIMOHHBIX CUMBOJIOB B BU3YAJIBHOM U
TEKCTOBOM PR

EASTERN ETHNO-AESTHETICS IN THE GLOBAL
MEDIA LANDSCAPE: INTERPRETING TRADITIONAL
SYMBOLS IN VISUAL AND TEXTUAL PR

FOcynoBa Ouiecst AHgpeeBHa, 4 Kypc ClielIMAINTETA
Olesya A. Yusupova, 4th-year student of a specialist's degree

Keipreizcko-Poccuiicknii CaBsHCKAN YHUBEPCUTET UM. TIEPBOTO

npe3uaeHta b.H. Enbiiuna, bunkek, Keipreizcran

Kyrgyz-Russian Slavic University named after B. N. Yeltsin,
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Bishkek, Kyrgyzstan

e-mail: lesia2003.22(@gmail.com

Hayunwviii pykosooumens — Jepouwesa 3amupa Kacvimbexosha,
K.Qh.H., npogheccop

MAHUIIVJIAIIMKU B PEKIAME KAK ®AKTOP,
BJIUSAIOINIUMA HA BBIBOP TIOTPEBUTEJS W
BOCITPUATHUE BPEH/IA

MANIPULATION IN ADVERTISING AS A FACTOR
SHAPING CONSUMER CHOICE AND BRAND
PERCEPTION

'Bpycuna Mapuna EpremneBna, 4 xypc Oakamaspuata /
’Mat4enko Anacracusi BacuibeBna, 4 kypc GakanaBpuara
"Marina E. Brusina, 4th-year student of a bachelor's degree /
2Anastasia V. Matchenko

L2 HCTUTYT MeXIyHapOIHBIX SKOHOMUYecKHX cBszedl (MMDC),
Mocksa, Poccus

I2nstitute of International Economic Relations (IMES), Moscow,
Russia

le-mail: marina.br0506@gmail.com

2e-mail: ivashneva.s@yandex.ru

Hayunwiii  pyxosooumenv — Jlooymesea Enena Cepeeesna,
PYKO8OOUmenb  CeKyuu  UHOCMPAHHLIX — S3bIKO8  Kageopwvl
2YMAHUMAPHBIX U ecmecmeeHHO-Hayunblx oucyuniun UMIC

KVJbBTYPHBIE KOJbI TMOKOJEHUSI Z B PR-
KOMMYHMKALIUUA BPEHJIA: MEXIY
AYTEHTUYHOCTBIO U UMUTALMER

GENERATION Z CULTURAL CODES IN BRAND PR
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COMMUNICATION: BETWEEN AUTHENTICITY AND
IMITATION

Poiinna Anskenuka AJiekceeBHA, 3 Kypc OakanaBpuara
Angelika A. Rylina, 3rd-year student of a bachelor's degree

NHCTUTYT MeXITyHapOaHbIX 3KoHOMHUeckux cBszeid (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail; Anjelicuss@yvyandex.ru

Hayynwiii  pykosooumenr — KynukoBa HMuua HukonaeBHa,
npenojaBareiib, PyKOBOAUTEIL 00pa3oBaTEIbLHON MPOrpaMMBbl
42.03.01 «Pexmama u cBs13u ¢ 001IeCTBEHHOCTRIO» UMDC

JIMHI'BOKYJIBTYPHbIE PA3PBIBbI B
MEXAYHAPOJIHBIX PEKJIAMHBIX KAMIIAHUSMX:
IHOYEMY HHEPEBO/J HE PABOTAET

LINGUISTIC AND CULTURAL GAPS IN
INTERNATIONAL ADVERTISING CAMPAIGNS: WHY
TRANSLATION DOESN’T WORK

'Boesa Enena Pomanosna, 3 xypc 6akanaspuata / 2MBamnésa
Co¢wbs IaBaoBHa, 3 Kypc OakanaBpuara

'Elena R. Boeva, 3rd-year student of a bachelor's degree / *Sofya
P. Ivashnyova

L2 HCTUTYT MeXIyHapOIHBIX SKOHOMUYECKHX cBsizel (MMDC),
Mocksa, Poccus

L2nstitute of International Economic Relations (IMES), Moscow,
Russia

le-mail: elincessa@yandex.ru

2e-mail: ivashneva.s@yandex.ru
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Hayunwiii  pyxosooumenv — Eowcosa Mapus Braoumuposha,
cmapwiuti  npenooasamenv — Kageopvl  2YMAHUMAPHBLIX U
ecmecmeeHHo-HayuHvlx oucyuniun, UMIC

YIIPABJIEHUME PEINYTAUIMOHHBIMM PUCKAMMU
ITPU BBIXOJE KNTAMCKHNX BPEHJIOB OJIEXK/IbI HA
POCCUUCKHUU PHIHOK

REPUTATION RISK MANAGEMENT WHEN CHINESE
CLOTHING BRANDS ENTER THE RUSSIAN MARKET

Tupcn Codpu Kapumosna, 2Kusizes Aprém Bacuibesuu, 3
Kypc OakanaBpuara

ISophie K. Tirsi, >Artem V. Knyazev, 3rd-year students of a
bachelor's degree

L2 HCTUTYT MEXKTyHApOIHBIX SKOHOMHUYECKUX cBsasel (MMDC),
Mocksa, Poccus
Lnstitute of International Economic Relations (IMES),
Moscow, Russia

le-mail: Sophie.tirsi@mail.ru
2e-mail: avk2112@bk.ru

Hayunwviii pyxosooumenv — Eoxcosa Mapus Braoumuposua,
cmapuwiuti  npenoodagamenb  CeKyuu UHOCMPAHHLIX — S3bIKOB
Kagheopvl 2yMAHUMAPHBIX U eCMeCm8eHHO-HAYYHbIX OUCYUNIUH,
HUM3C

JUYHBIA BPEHJ IOPUCTA B COIMAJIBHBIX
CETsX: IIPABOBBIE H TITPO®ECCHOHAJIBHO-
ITUYECKHUE 'PAHUIIBI PR-KOMMYHUKALIMHU

THE PERSONAL BRAND OF A LAWYER ON SOCIAL
MEDIA: LEGAL AND PROFESSIONAL-ETHICAL
BOUNDARIES OF PR COMMUNICATION
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bpoBknna Anna IlaBaoBHa, 3 kypc OakanaBpuara
Anna P. Brovkina, 3rd-year student of a bachelor's degree

HNHCTUTYT MeXITyHapOaHbIX 3KoHOMHUYeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: annabrovkina01-kpso0022-07@yandex.ru

Hayynwiii  pyxosooumens — Cyerun Cepreii Hukonaesuu,
KaHAUAAT YKOHOMUYECKUX Hayk, aoueHt, PhD, pykoBonurtensb
obpazoBaTenpHOM TporpamMmbl  BDJI, momeHT  kadeapsl
skoHOMUKHN UMOC

OBBbEJIMHEHHBIE APABCKHUE SMHUPATBI (OAD)
UNITED ARAB EMIRATES (UAE)

'Bioxuna Mapesina BukropoBna, 1 kypc OakanaBpuaTa /
’BopucoBa Anacracusi Cepreesna, | xypc 6akanaspuara
"Maryana V. Blokhina, 1st-year student of a bachelor's degree /
2Anastasia S. Borisova, 1st-year student of a bachelor's degree

L2 HCTUTYT MeXIyHapOIHBIX SKOHOMUYecKHX cBszedl (MMDC),
Mocksa, Poccus

I2nstitute of International Economic Relations (IMES), Moscow,
Russia

le-mail: blokhina.maryana222@mail.ru

2e-mail: bornas2017@gmail.com

Hayunwiii  pyxosooumens — Anucesuu Mapuna Banepvesha,
npenooasamenv UMIOC

CTPATEIusl BPEHJIOBBIX KOMMYHHUKAIIUM: OT
NO3UIINOHUPOBAHUSI K TOYKAM KOHTAKTA C
AYIUTOPHUEU
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BRAND COMMUNICATION STRATEGY: FROM
POSITIONING TO AUDIENCE TOUCHPOINTS

Oo6opoaks Anéna CremanoBHa, 2 Kypc OakanaBpuara
Alena S. Oboroake, 2nd-year student of a bachelor's degree

NHCTUTYT MEXITyHapOOHbIX 3KOHOMHuYeckux cBszerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail; alenaoboroake@yandex.ru

Hayunwiii  pykosooumen» ~ —  IlmatonoBa  Amacracus
AJlekcanapoBHa, crapiui npenojaasaress MMOC

VIPABJEHUE PENYTAIMEN B YCJOBHUAX
KPU3UCA (KAK BPEHJA BOCCTAHABJ/IUBAET
JOBEPHE ITOCJIE IYBJIMYHOI'O CKAH/IAJIA)

REPUTATION MANAGEMENT IN CRISIS
CONDITIONS (HOW A BRAND RESTORES TRUST
AFTER A PUBLIC SCANDAL)

Mapuyk Cemén AnekceeBud, | Kypc OakanaBpuara
Semyon A. Marchuk, 1st-year student of a bachelor's degree

NHCTUTYT MeXIyHapOaHbIX 3KoHOMHUeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail; streetthuggers@gmail.com

Hayynwiii  pyxosooumenv — Baneesa Pywanus Jlamuposna,
npenooasamenv UMIOC

JIMHI' BOITPAI'MATHUYECKAS TPAHC®OPMAIIUS
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BPEHJI-KOMMYHUMKALIUA HA  POCCHUICKOM
PBIHKE: PEBPEH/IMHT, JTUAJOTNYECKAS
KOMMYHMKALIUS U UTPA C SI3BIKOM

LINGUOPRAGMATIC TRANSFORMATION OF BRAND
COMMUNICATION IN THE RUSSIAN MARKET:
REBRANDING, DIALOGIC COMMUNICATION, AND
LANGUAGE PLAY

Kazakos Martseii MuxaiisioBuy, 2 Kypc 6akanaBpuara
Matvej M. Kazakov, 2nd-year student of a bachelor's degree

NHCTUTYyT MeXAyHapoIHbIX 3KOHOMHUeckuXx cBszel (MIMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: kazakovmatve]l84@gmail.com

Hayunwiii  pyxosooumenv — Jlooymesea Enena Cepeeesna,
PYKO8OOUmenb — CeKyuu  UHOCMPAHHLIX — S3bIKO8  Kageopwvl
2YMAHUMAPHBIX U ecmecmeeHHO-Hayunblx oucyuniun UMIC

HEPCOHUPUIINPOBAHHASA HUMAN-AI CPEJA J1JIA
JIOJENA C OB3 U COXPAHHBIM HUHTEJLIEKTOM:
AJI'OPUTMbI COBMECTHOI'O
KOHCTPYUPOBAHUA KAK HEPEXO/J oT
MAPKETUHI'OBBIX OBEIUIAHUH K PEAJIBHOMY
COABTOPCTBY

A PERSONALIZED HUMAN-AI ENVIRONMENT FOR
PEOPLE WITH DISABILITIES AND INTACT
INTELLIGENCE: COLLABORATIVE DESIGN
ALGORITHMS AS A TRANSITION FROM MARKETING
PROMISES TO REAL CO-DESIGN

Cy60orcknii Kupunia EBrenbeBuy, 2 xypc 6akanaBpuara
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Kirill E. Subbotsky, 2nd-year student of a bachelor's degree

NHCTUTYT MEXITyHapOoaHbIX 3KoHOMHUYeckux cBszerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: kyrillISB@yandex.ru

Hayunwiii  pykosooumens — Jlobymesa Enena Cepeeegna,
PYKO8oOUmenb  CeKyuu UHOCMPAHHLIX — SA3bIKO8  Kagheopwl
2YMAHUMAPHBIX U eCMeCcmBeHHO-HayynblX oucyuniun UMIC

COIUAJIBHBIE CETH KAK HUHCTPYMEHT
HOBBIINEHUA Y3HABAEMOCTU BPEH/IA: POJIb PR-
KOMMYHUKAIIUA B ®OPMHUPOBAHHUU OBPA3A
MAPKHA

SOCIAL MEDIA AS A TOOL FOR INCREASING BRAND
AWARENESS: THE ROLE OF PR COMMUNICATIONS
IN SHAPING BRAND IMAGE

Ilyoun Casesanii MakcumoBHY, | Kypc OakanaBpuara
Savely M. Shubin, 1st-year student of a bachelor's degree

NHCTUTYT MeXIyHapOaHbIX 3KoHOMHUeckux cBsazerd (MMOC),
Mocksa, Poccus

Institute of International Economic Relations (IMES), Moscow,
Russia

e-mail: shubin-sava04082008(@mail.ru

Hayunoii pyxosooumens — Yepnymkuna Huna BacuibeBHa,
crapmuii npenogasareias UMOC
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