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Abstract 
This article examines decentralized “trustless” systems as socio-technical media spaces in which 

communication is constitutive of coordination and trust functions as an operational substrate rather 
than a given norm. Adopting a communication-centric approach, we conduct a multi-level analysis of 
ten leading blockchain ecosystems, combining descriptive mapping with comparative case analysis. The 
study identifies a persistent crisis of (media)communication – fragmented publics, overloaded signal 
environments, and asymmetric information flows – which undermines collective sense-making and, 
consequently, system performance. Empirically, we show that the viability of decentralized systems 
correlates with the e!cacy of online media communication among core actors (developers, validators, 
users, and intermediaries). Building on these findings, the paper proposes a multi-symmetric model of 
(media)communication for blockchain ecosystems that operationalizes trust through verifiable signals, 
repeatable procedures, and cross-role feedback loops, aligning protocol incentives with communicative 
practices without re-centralization. The model o"ers a pathway to simulate and “engineer” trust without 
re-centralization by aligning protocol incentives with communicative practices. The contribution is 
twofold: it reframes blockchain not only as infrastructure but as a media environment, and it advances 
an approach to trust modeling as a condition of sustainable decentralization.

Keywords: decentralized trustless systems/blockchain systems, media communication, trust modeling,  
crisis, multi-symmetric model of web communication.
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Abstract
Given the context of historically established approaches to the term “strategic communications”, 

the article attempts to identify studies that confirm the author’s hypothesis regarding the key role of 
strategic communications in shaping the image of a person, organization, and country. The purpose 
of this article is to combine the concepts of strategic communications in business, politics and inter-
national relations; to identify the formation, strengthening, restoration of the image of a subject or 
the destruction of the image of a competitor as strategic goals in these areas, to outline the tools for 
achieving these goals.

Key words: strategic communications, scientific schools, business, politics, image.
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Abstract
The mass communication system and all the elements of the subsystem – “sender–message–re-

ceiver” have been involved in all stages of human development and have experienced, along with all 
of humanity, revolutionary historical moments. The study focuses on noospherization as a new stage 
of the biosphere, where human activity is the primary factor in the development, improvement, and in 
the shifting of socio-historical and socio-economic formations within the development of civilizations. 
Given this, noospherization presupposes a change in the social-communicative functions of humans 
as social beings, in their social existence in general and in social production in particular.

Keywords: noospherization, mass communication systems, sender–message–receiver, “live” mass 
communication systems, communication needs.
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Abstract 
This article presents a three-tier model of newsworthy subject generators, explaining why some 

entities, such as global corporations and political leaders, naturally attract media attention, while 
others – like small businesses and niche organizations – must actively create newsworthy events.

Grounded in media influence theories, the attention economy, and reputation management, the 
model categorizes entities based on institutional role, reputational capital, and their ability to gener-
ate impactful events. It also explores how organizations can shift between levels through strategic 
transformations, compelling news triggers, and external factors.

The study provides practical guidance for communication strategies, ranging from localized tactics 
for small businesses to global agenda-setting for major corporations. Case studies, including Elon 
Musk’s media presence and the Gamaleya Institute’s rise to prominence during the COVID-19 pandemic, 
illustrate the model’s relevance to reputation management and public relations.

Keywords: newsworthy subject generators, media visibility, levels of media significance, gatekeeping 
theory, attention economy.
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Abstract 
Strategic communications are experiencing a paradigm shift in 2025 with the integration of generative 

AI into public relations practice. This article advances the concept of combining multi-agent systems 
(MAS) with retrieval-augmented generation (RAG) to create an intelligent “virtual consultant” for PR 
and strategic communications. The authors review the latest literature of 2025 and analyze current 
frameworks and no-code platforms (e.g., LangChain, AutoGen, Dust, n8n) that enable the design of 
such AI agents. Using a scenario-based methodology, the paper proposes a theoretical architecture 
for a PR-focused AI agent, detailing how specialized sub-agents could collaboratively handle data 
monitoring, content generation, and fact-checking. The practical benefits of MAS+RAG are illustrated –  
from faster insight generation to real-time strategy adaptation – alongside a discussion of limitations 
such as ethical challenges and the need for human oversight. The findings suggest that while MAS+RAG 
can significantly augment communication strategies, success depends on transparent, responsible 
implementation and the continued role of human judgment.

Keywords: multi-agent systems; strategic communications; AI ethics.
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Abstract
The study examines the socio-political consequences of the systemic integration of self-learning 

neural networks into contemporary processes of informational exchange. The primary focus lies in 
identifying risks associated with the impact of such technologies on the revision of traditional value-
semantic models and systems of collective consciousness. The author substantiates the thesis that 
digital transformation acts as a catalyst for profound shifts in the structure of ideological frameworks, 
thereby threatening the integrity of traditional value-semantic and worldview-based spaces. It is argued 
that the pervasive influence of AI-driven algorithms accelerates the reconfiguration of socio-cultural 
paradigms, necessitating a critical reassessment of mechanisms for preserving cultural and ethical 
continuity in the context of infosphere determinism.

Keywords: neural network algorithms, algorithmic governance, value-semantic systems, collective 
consciousness, synthetic ideologies.
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Abstract
This article explores the role of mediadata – a system of meta-parameters, behavioral metrics, and 

algorithmic patterns that enables the management of digital communications. The author introduces 
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the interdisciplinary concept of media data, which synthesizes approaches from the digital humanities 
and influences communication processes within the context of the platformization of media. The article 
describes the transition to a new model of platform-based consumption, where the value of content 
is determined by its degree of integration into algorithmic ecosystems.

Keywords: mediadata, algorithmic patterns, platformization of media, digital media consumption.
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Abstract
This study examines how cognitive advertising theory integrates behaviorist psychology and com-

munication management to enhance strategic positioning and genre-based ad design. It addresses 
the gap in creative planning within positivist models. Analyzing 256 Cannes Lions Grand Prix cases, 
the research identifies 11 positioning strategies and genre subsystems, demonstrating how genre 
models link managerial objectives with creative execution.

Keywords: advertising genres, cognitive theory of advertising, positioning strategies, creativity, 
communication management.
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Abstract
The article examines the principal vectors of corporate social responsibility (CSR) development 

in modern-day realities. Corporate social responsibility is not only essential for communication and 
accountability to stakeholders, but also functions as a component of the company’s communication 
and marketing strategy, in the context of the new technological aspects of digitalization, which must 
be considered when building communication. The article correlates the core theoretical frameworks 
elaborated on the chosen topic with practical decisions taken in the field of CSR development, high-
lighting the key prerequisites for its development in the context of digitalization.

Keywords: digitalization, corporate social responsibility, sustainable development, ESG, ECG.
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Abstract 
This article presents the results of an empirical study aimed at testing the applicability of strategic 

communications (SC) theory at the local level – in small and medium-sized businesses (SMEs) in the 
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Moscow region. The study’s objective is not only to establish or refute the application of strategic com-
munications theory by SMEs but also to identify key barriers and prospects for implementing SC in SME 
communication practices. The study analyzes the relationship between SC and integrated marketing 
communications (IMC) and assesses the awareness of specialists and managers of these concepts.

The methodology includes two comparative surveys with a detailed sample and structured instruments.
The results demonstrate the absence of institutionalized SC practices in the studied segment, 

raising the question of barriers and ways to adapt SC theory to the specifics of SMEs.
Keywords: small and medium businesses (SMEs), Moscow region, strategic communications (SC), 

integrated marketing communications (IMC), barriers to the implementation of SC, adaptation of the 
SC theory.
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Abstract
The article examines a new model of international communication developed by the Roscongress 

Foundation and SPN Communications in response to shifting geopolitical realities. It focuses on the 
strategic transformation of outreach channels used to attract foreign businesses and investors to 
Russia, particularly through international roadshow sessions. Based on practical implementation in 13 
countries across Asia, the Middle East, Africa, and Latin America, the study highlights a comprehensive 
methodology that combines event-based promotion, targeted media engagement, and direct business 
dialogue. Special attention is given to audience segmentation, cultural adaptation, and regional strate-
gies that address specific communication barriers. The results include measurable improvements in 
media coverage, business engagement, and long-term partnerships. The article concludes with practical 
recommendations for building trust-oriented, culturally sensitive communication strategies in emerging 
markets. This research contributes to the field of international economic communications and o"ers 
a replicable model for navigating business diplomacy under conditions of global political tension.

Keywords: international communications; investment promotion; business diplomacy; cross-cultural 
communication; roadshow; strategic communication; emerging markets; trust building.

Notes
Available at: https://roscongress.org/events/mezhdunarodnyy-biznes-forum-mir-vozmozhnostey-

rossiya-asean/about/?utm_referrer=https%3A%2F%2Fyandex.ru%2F (accessed: 04.05.2025).
Global Roadshow Report 2025 (2025). IR Magazine, 30 January. Available at: https://www.ir-impact.

com/research/global-roadshow-report-2025/ (accessed: 04.05.2025).

References
Blankespoor E., Hendricks B., Miller G. (2023) The Pitch: Managers’ Disclosure Choice during IPO 

Roadshows. The Accounting Review 98 (2): 1–33. DOI: 10.2308/TAR-2019-0265
Chumikov A.N. (2023) Peregovory – fasilitatsiya – mediatsiya: uchebnoe posobiye [Negotiations – 

Facilitation – Mediation: A Textbook]. Moscow: Prospekt Publ. 
Doh J.P., Dahan N.M., Casario M. (2022) MNEs and the Practice of International Business Diplomacy. 

International Business Review 31 (1). DOI: 10.1016/j.ibusrev.2021.101926
Down A.K., Reiter N., Wahid A.S. (2023) The Adaptability of Investor Relations in the Face of Disruption 

and the Effectiveness of Virtual Investor Engagement. Available at: https://ssrn.com/abstract=4175392 
(accessed: 04.05.2025).

Gorokhov V.M. (ed.) (2019) Svyazi s obshchestvennost’yu v sisteme kommunikatsiy: monografiya 
[Public Relations in the Communications System: A Monograph]. Moscow: Faculty of Journalism MGU. 

Gorokhov V.M., Grinberg T.E. (eds) (2018) Svyazi s obshchestvennost’yu: teoriya, praktika, kommuni-
kativnyye strategii: uchebnoe posobiye [Public Relations: Theory, Practice, Communication Strategies: 
A Textbook]. 2nd ed. Moscow: Aspekt Press Publ. 

Hartwell C.A., Ursprung D. (2024) Diplomacy and MNE Strategy: How International Relations 
Can Influence International Business. Multinational Business Review 32 (2): 226–240. DOI: 10.1108/
MBR-12-2023-0199

Shilina M.G. (2021) Mediatizatsiya v «novoy normal’nosti»: reversivnyye paradigmy i provokatsii 
transgressii? [Mediatization in the «New Normal»: Reversal Paradigms and Provocations of Transgression?]. 



176

Vestnik RUDN. Seriya: Literaturovedeniye. Zhurnalistika 26 (4): 597–622. DOI: 10.22363/2312-9220-
2021-26-4-597-622

Vartanova E.L., Dunas D.V. (2022) Rossiyskaya mediasistema v nachale 2020 gg.: vyzovy epokhi 
neopredelennosti [Russian Media System in the Early 2020s: Challenges in the Age of Uncertainty]. 
Medi@l’manakh 6: 8–17. DOI: 10.30547/mediaalmanah.6.2022.817

Competencies and Contexts as Components of the Transition from PR  
to Communications Management Concept

© Alexander N. Chumikov
Doctor of Political Science, Professor at the Chair of Communication Technologies, Moscow State Linguistic 

University, Chairman of the Committee on Professional Education of the Russian Public Relations Association 
(RPRA) (Moscow, Russia), chumikov@pr-club.com

Abstract
In Russia, advertising and public relations, both as an academic program in universities and as the 

field of professional practice, have existed since 1991. Several generations of federal state educational 
standards (FSES) in this field have been created since then. That has given rise to an emergence of 
qualitatively new issues, necessitating an examination of a number of parameters of communication 
education with their subsequent use in real-life situations.

The article presents conceptual answers to these challenging questions. Their essence lies in the 
change of the name of the academic program “Advertising and Public Relations” to a more relevant one, 
as well as in the establishing a connection between the competencies of the Federal State Educational 
Standard with the guidelines of the professional community and the situational contexts of practical 
usage. 

Keywords: PR, advertising, educational standards, content and context of communications, com-
munications management.
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Abstract
This article explores conceptual approaches to positioning the modern humanities university. The 

author proposes a technology for communicating the functional and emotional value of university 
promotion to stakeholders based on the Hero-Hub-Hygiene communication model and its underlying 
principles.

Key words: positioning, model Hero-Hub-Hygiene, storytelling.
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Abstract
The article analyzes contemporary issues of education in the field of advertising and public relations, 

using the example of 35 years of activity of the corresponding department of the Faculty of Journalism, 
Lomonosov Moscow State University. The curriculum’s methodological foundations are based on the 
set of disciplines, considering the needs of modern advertising and public relations practices (1); the 
state of scientific knowledge in these areas (2), and real socio-political changes in society (3).

These form a systemic principle of discipline formation in the training of the above-mentioned 
specialization, taking into account the concept of modernization. The curriculum is designed around 
key transformations in the advertising and public relations industry, including the markets for ad-
vertisers, media platforms, and consumers of goods and services as the basis of the relevant training  
courses.
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The educational methodology aims to recreate the professional framework of advertising and public 
relations activities within the disciplines. Additionally, the country’s socio-economic development 
priorities are integrated as essential components of the lecture content.

Keywords: teaching methodology, organization of training changes, the current state of the market 
as part of the educational process.
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Abstract
The article examines the telegram channels of the specialists in the sphere of public relations, 

which the authors have been actively developing in recent years for self-promotion, client acquisition, 
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and building their own expert image. The authors’ channels are diverse, yet they collectively form a 
specific professional thematic segment, which is of considerable interest for personalizing the public 
relations industry and capturing certain development trends.

Keywords: Author’s telegram channels, social media, public relations, self-promotion, image of 
the PR profession
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Abstract
This article examines, from both theoretical and practical perspectives, the precedent-setting 

presence of fairy-tale plotlines, images, and elements in advertising texts. The author categorizes 
messages based on the degree of transformation applied to the fairy-tale narrative and its protago-
nist, investigates complex forms of layering fairy-tale plots, as well as advertising series that utilize 
recognizable fairy-tale imagery. The article also establishes connections between the advertised 
object, as a meaning-forming element of the advertising text, and the fairy-tale character integrated 
into the advertising narrative.

Keywords: fairy-tale hero, fairy-tale narrative, precedent text, intertextuality, creativity, creative 
advertising, advertising character.
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