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MASS COMMUNICATION IN FOREIGN ECONOMIC ACTIVITY:
CONTENT AND STRUCTURE

Purpose. To analyze the content and structure of mass communication in the sphere of foreign
economic activity as a process of open transmission of messages, the subject of which is any aspect of
foreign economic activity, and to develop on this ground the basic directions for training specialists in
mass communication, in particular in the sphere of foreign economic activity.

Research methodology. The structural-functional analysis method was used to determine the struc-
ture of mass communication and study its functions; the modeling method was applied to develop the
directions for training specialists in mass communication.

Results. The essence of foreign economic activity and its regulatory and legal definition were considered.
The content of mass communication in the sphere of foreign economic activity is elaborated as a social
activity of creating, disseminating and consuming mass information, the subject of which is any aspect of
foreign economic activity. The analysis of the mass communication structure was carried out and character-
ized such of its components as subjects of mass communication in the sphere of foreign economic activity,
means of communication in the sphere of foreign economic activity, effects of mass communication, as well
as types of communications in the system of mass communication in the sphere of foreign economic activity.
In the system of mass communication, the following subsystems are distinguished: creation (production) of
mass information product; its dissemination (fransmission); consumption (use) of this product; mass culture
inherent in the subjects of mass information relations, which determines the corresponding value paradigms,
behavioral models, technologies of working with mass information. The subjects of mass communication in
the sphere of foreign economic activity are identified, namely: government authorities, enterprises, public
organizations (associations), researchers (experts), related to the sphere of foreign economic activity, indi-
vidual citizens as consumers, employees of the sphere, participants of foreign economic activity, specialized
communicative institutions (international economic media, international advertising and PR agencies, etc.).
Such types of communications in the system of mass communication in the sphere of foreign economic
activity are distinguished as: media communication (informational and analytical content), advertising com-
munication (advertising content and advertising campaigns), and PR communication (PR content and PR
campaigns). Based on the defined structure of mass communication in the sphere of foreign economic ac-
tivity, a model of training specialists in mass communication, in particular in the sphere of foreign economic
activity, is offered.

Novelty. The content of mass communication in the sphere of foreign economic activity is elaborated
as a social activity of creating, disseminating and consuming mass information, the subject of which is
any aspect of foreign economic activity to a large, anonymous to the sender, heterogeneous and dis-
persed audience in Ukraine and abroad using specialized and institutionalized communicative means,
such as mass and corporate media, online platforms of foreign economic activity entities, as well as
advertising and PR communication entities.
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Practical significance. The developed approach to understanding the essence of mass communi-
cation in the sphere of foreign economic activity can be the basis for the development and implementa-
tion of educational programs for training specialists in mass communication in the sphere of foreign
economic activity, aimed at training specialists in this area of practical activity.

Key words: mass communication, mass information, foreign economic activity, communication ef-
fects, model of training specialists in mass communication in the sphere of foreign economic activity.

l. Introduction

The relevance of this study lies in the fact that, in addition to the ambiguous understanding of the
«mass communication» concept by scholars, the problem is still a too general idea of the mass commu-
nication content in specific areas of human activity, in particular in the economic sphere. For example,
I. Mykhailyn’s definition states that mass communication is «broad (involving the entire population) and
comprehensive (covering all socially important topics) communication» and refers to mass communica-
tion as «mass dialogue carried out through journalism» [1, p. 240]. At the same time, the implementation
of mass communication in various areas of professional activity, in particular in the economic sphere
and, more specifically, in the field of foreign economic activity, has its own specifics. Identification of this
specificity with a clear structuring of such communication’s elements is important not only from a re-
search point of view but also for the organization of mass communication in the field of foreign economic
activity and the training of specialists to work in this sphere.

V. Petila noted that mass communication regarding culture, economics, ideology, an individual or a
group, politics, and society, as well as information, communication, and media technologies, can act as
an autonomous discipline as well as an interdisciplinary field of research, a component of various dis-
courses with separate views on discussions, values, theories, meanings, and relations with other disci-
plines [14, p. 17].

The issues of the essence of mass communication were studied in the works of such Ukrainian and
foreign scholars as H. Lasswell, H. McLuhan, J.Habermas, U.Schramm, V. Rizun, O. Kholod,
H. Pocheptsov, N. Kostenko, O. Zernetska, S. Kvit, and others.

Mass communication in certain areas of activity was studied as a special type of social communica-
tion that takes place throughout society and is an essential condition for social development and organ-
ization. The peculiarity of mass communication determines its social conditionality, which gives grounds
to consider it in the system of social relations as a certain type of such relations [4, p. 36]. However, in
the context of foreign economic relations, there are actually no specific studies of mass communication
processes.

Consequently, the offered topic is actually unresearched and needs to be studied in various aspects
related to it, starting with the justification of the terminology and specification of the research subject.

Il. Problem statement and research methods

The purpose of this article is to elaborate on the content and analyze the structure of mass communication
in the field of foreign economic activity as a process of open transmission of messages, the subject of which
is any aspect of foreign economic activity, and to offer on this ground the basic directions for training mass
communication specialists, in particular, in the field of foreign economic activity.

The research uses the method of structural-functional analysis to determine the structure of mass
communication and study its functions; the method of modeling is used to develop areas for training
mass communication specialists.

lll. Results

Despite the large number of definitions for the «mass communication» concept, we will not focus on any
particular definition of this term but will point out only the most significant features of this phenomenon that
are important for discussing our topic. We are based on the understanding of mass communication as a
process of open transmission of messages to a large, anonymous to the sender, heterogeneous, and dis-
persed audience through specialized and institutionalized communication media.

According to the Economic Code of Ukraine (Art. 377), foreign economic activity is an economic
activity that, in the course of its implementation, requires crossing the customs border of Ukraine by
property and/or man power [2]. The Law of Ukraine «On Foreign Economic Activity» defines foreign
economic activity as activities of business entities of Ukraine and foreign business entities, as well as
the activities of state customers under the defense order in cases defined by the laws of Ukraine, based
on the relationship between them, taking place both in the territory of Ukraine and outside [10].

Taking into account these definitions, mass communication in the field of foreign economic activity
will be understood as the process of open transmission of messages, the subject of which is any aspect
of foreign economic activity, to a large, anonymous to the sender, heterogeneous, and dispersed audi-
ence in Ukraine and abroad through specialized and institutionalized communication means such as
mass and corporate media, online platforms of foreign economic activity entities, as well as advertising
and PR communication entities.

In a broad sense, mass communication is considered the process of disseminating social information
through various technical means to quantitatively large and dispersed audiences, while mass commu-
nication is carried out on a society-wide scale. S. Head argued that mass communication is the nearly
simultaneous delivery of identical messages through their reproduction and dissemination among a
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large and undifferentiated mass of people [5, p. 42]. According to N. Danylenko, mass communication
is an institutionalized, socially conditioned macro-process of production, dissemination, and exchange
of information that is realized with the help of special technologies and means (technically equipped
mass media) [14, p. 28].

N. Kostenko describes mass communication as a fundamental state of modern society, in which the
complex structure of social and cultural space with its numerous sectors, interconnected functionally
and on deterministic patterns, is realized in symbolic forms and images that can be perceived and un-
derstood by corporate, mass and individual consciousness [13, p. 371]. According to O. Zernetska, the
nature of mass communication is the production of information with the help of the latest technical
means, which is caused primarily by the environment of dissemination and functioning of values and
behavioral models for the public, embodied, in particular, in mass culture [4, p. 48].

Considering the sociological model of mass communication, the following main elements of this
model can be distinguished: social subjects interacting in the information process, specific social insti-
tutions of these subjects through which this interaction is mediated, and mass information itself as a set
of knowledge, values, and norms. In other words, mass communication is seen as the activity of a social
subject on the production and dissemination of social information aimed at shaping the direction of the
thoughts and actions of a social object, which is carried out through various means of communication
[5, p. 43]. It is also possible to distinguish three main groups of mass communication functions, which
include the following functions: satisfying the relevant range of needs of a person as an individual; sat-
isfying the relevant range of needs of social groups and a person as a member of the relevant group;
satisfying the relevant range of needs of society as a whole as an integral social system and a person
as a member of this society [9, p. 68].

As noted by V. Dreshpak, the system of mass communication includes such subsystems as: 1) the cre-
ation (production) of a mass information product; 2) its dissemination (broadcasting); 3) the consumption
(use) of this product; and 4) the mass culture inherent in the subjects of mass information relations, which
determines the relevant value paradigms, behavioral models, and technologies of working with mass infor-
mation. From this point of view, the mass communication system should be considered not only as a tech-
nical channel for the dissemination of mass information but also as a complex sociotechnical system with a
structured internal environment that is influenced by numerous external environment factors [3, p. 109]. That
is why a specialist in mass communication in the field of foreign economic activity should have the compe-
tencies to work within all these subsystems and perform relevant professional tasks.

Since the field of foreign economic activity is formed at the intersection of national spheres of eco-
nomic relations, the influences of the internal environment are multinational, and the factors of the ex-
ternal environment reach a global scale. Mass communication has institutional forms and implies the
existence of a certain organization (platform) to ensure information exchanges between large and spa-
tially dispersed audiences. Acts of mass communication can be systematic or occasional, depending on
the purpose.

The subjects of mass communication in the field of foreign economic activity can be: government
authorities, enterprises, public organizations (associations), researchers (experts) involved in the field
of foreign economic activity, individual citizens as consumers, employees of the field, participants in
foreign economic activity, specialized communication institutions (international economic media, inter-
national advertising and PR agencies, etc.). Each of them can perform different functions in the mass
communication system: creating, transmitting, and consuming messages. To do this, the subjects must
have the necessary information and skills to search for it, process it, and interpret it properly.

We define communicators as people who initiate, conduct, support, or complete the communication
process. The role of mass communication communicators is played by professional communicators who
act according to the rules of professional communication. Professional communicators include those
who use language or sign systems created on the basis of language, apply paralanguage visual means,
artistic images, and objects created after fictional images to communicate [12, p. 114]. Communicators
in the field of foreign economic activity include specialists in mass media, advertising, and public rela-
tions, representatives of the authorities, press services of enterprises, and organizations involved in the
process of open transmission of messages covering any aspect of foreign economic activity. The the-
matic of such messages should relate to a wide range of socially significant issues in the foreign eco-
nomic sphere. At the same time, such thematic specificity requires varying degrees of audience readi-
ness, so popular economic information adapted for understanding by non-professionals, as well as spe-
cialized information aimed at large audiences of experts, should be addressed. In other words, in order
to fulfill its social functions of serving the relevant public interests in general and social groups in partic-
ular, mass communication in the field of foreign economic activity should take into account the needs
and psychological characteristics of certain elements of society. We define communicants, or recipients,
as the end users of the information contained in the communicator's message. At the same time, the
communicative orientation to the communicant is the most important aspect of communication since it
is the basis of information exchange. Moreover, we consider the communicant as a person who per-
ceives the message and, in accordance with his or her cognitive strategies and situational conditions,
interprets the communicator's message, correcting or fully implementing its goals.
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Means of communication in the field of foreign economic activity can be mass media, corporate me-
dia of all kinds, as well as various international forums, exhibitions, and conferences, which are charac-
terized by regularity in their appeal to the mass audience. At the same time, they should also play the
role of a communicative means in modern society and be a certain link between the subjects of mass
communication in the field of foreign economic activity and civil society as a whole [9, p. 68].

We consider mass communication effects to be any result of mass influence. Communication effects
are a necessary result of the influences generated by communicators, and these mass effects are de-
termined exactly through the study of the masses’ reactions to these influences. The effects of commu-
nication in the field of foreign economic activity can be knowledge and ideas about this area, for exam-
ple, about the system of institutions and means for regulating foreign economic activity, protecting the
rights and interests of foreign economic activity entities; attitudes toward phenomena, processes, and
foreign economic activity entities; and maintaining, adjusting, or changing the economic behavior of the
communicants.

In the system of mass communication in the field of foreign economic activity, it is reasonable to distin-
guish the following types of communication: media communication (information and analytical content), ad-
vertising communication (advertising content and promotional campaigns), and PR communication (PR con-
tent and PR campaigns) [15, p. 36]. We define media communication as communication in which various
media are used to transform content into information; these are print, audiovisual, and online media, i.e.,
those that are designed to receive communication by a significant number of participants in the mass com-
munication system. Advertising communication can be defined as a social technology of targeted information
action aimed at giving a certain direction to mass or group activity. In other words, advertising is a form of
communication between an advertiser and a consumer that disseminates information about goods and ser-
vices through both traditional media and specialized advertising channels. PR communication can be con-
sidered a process of influencing public opinion based on proper coverage of information under the condition
of mutually satisfactory two-way communication. Also, public relations can be defined as a special manage-
ment function that helps to establish and maintain mutual channels of communication, understanding, ac-
ceptance, and cooperation between the organization and the public and involves managing problems or
crisis situations [14, p. 112].

Based on the defined structure of mass communication in the field of foreign economic activity, we
offer a model of training specialists in mass communication, in particular in the field of foreign economic
activity. The basic directions of this model include the acquisition of general and professional compe-
tencies. The general cycle of training consists of educational components for shaping the worldview of
specialists, providing the acquisition of knowledge in history, cultural studies, philosophy, information
law, Ukrainian and foreign languages in the professional field, etc. The professional cycle of training
consists of educational components that are of great theoretical and practical importance for prospective
specialists in the fields of journalism, advertising, and public relations. In particular, the «Mass Commu-
nication in the Field of Foreign Economic Activity» discipline reflects the main focus of the «Journalism,
Advertising, and Public Relations» educational program developed by us and is aimed at the compre-
hensive formation of a higher education student as a universal specialist in mass communication, in
particular, in the field of foreign economic activity. It includes such modules as the basics of foreign
economic activity, mass communication systems in the field of foreign economic activity, and technolo-
gies of mass communication for foreign economic activity entities. The professional cycle of specialists’
training also consists of educational components of journalism specialization, namely: «Theory and
Methodology of Mass Communication», «Content and Products of Print Media», «Content and Products
of Audiovisual Media», «Content and Products of Online Media», etc. Moreover, the Advertising and
Public Relations course includes such mandatory educational components as «Advertising, Content,
and Products of Advertising Communication», «Public Relations, Content, and Products of PR Commu-
nication», «Organization of Advertising and PR Communication» and others, which ensure the acquisi-
tion of relevant competencies.

IV. Conclusions

The complexity of the mass communication structure in the field of foreign economic activity neces-
sitates the training of specialists with a focus on acquiring a wide range of competencies in media com-
munication (journalism, actually), advertising, and public relations.

The article elaborates on the content of mass communication in the field of foreign economic activity
as a process of open transmission of messages, the subject of which is any aspect of foreign economic
activity, and on this ground, it offers the basic directions for training specialists in mass communication,
in particular in the field of foreign economic activity. The study analyzes the structure of mass commu-
nication and characterizes its components, such as subjects of mass communication in the field of for-
eign economic activity, means of communication in the field of foreign economic activity, effects of mass
communication, and types of communication in the system of mass communication in the field of foreign
economic activity. Moreover, the essence of foreign economic activity and its regulatory and legal defi-
nition are considered. It is also determined that in order to implement its social functions of serving the
relevant public interests in general and social groups in particular, mass communication in the field of
foreign economic activity should take into account the needs and psychological characteristics of certain
elements of society.
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To summarize, we developed the model of training mass communication specialists, in particular in
the field of foreign economic activity, and its basic directions include the acquisition of general and pro-
fessional competencies that are of great theoretical and practical importance for prospective specialists
in the fields of journalism, advertising, and public relations.
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Kopaubka H. O., O6nacoga O. |, LiBetaeBa O. B. MacoBi komyHikauii y ccpepi 30BHilUHbOEKO-
HOMIYHOI OiANbHOCTI: 3MICT i CTPYKTYypa

Mema docnidxeHHs1 — aHali3 3micmy ma cmpyKkmypu Macoeoi KOMyHiKauii y cgbepi 308HilIHLOEKO-
HOMIYHOI BisinbHOCMI K rpouecy 8idkpumozo nepedagaHHs MogidomreHb, npedMmemom sKux € 6yob-
KUl 3 acriekmie 308HiWHbOEKOHOMIYHOI QisinbHOCMI, PO3p0obKa Ha yili OCHo8i ba3osux HarpsMie rnid20-
moseku ¢haxieuig 3 Macog8oi KOMyHikauii, 30Kpema, y cqbepi 308HIULIHEOEKOHOMIYHOI disiribHOCMI.

Memodonoezisi docnidxeHHs1. Y x00i 00CriOxeHHs aUKOpUCMaHO Memod cmpyKmypHO-yHKUO-
HarnbHo20 aHarni3y 075l 8U3Ha4YeHHs CMPYKmMypu Maco8oi KOMyHikauii ma eue4yeHHs ii pyHKUil; mode-
J1r08aHHs — Onsi nobydosu HarnpsiMie nid2aomoeku ghaxiguie 3 Macogoi KOMyHikaujil.

Pe3synbmamu. Po3serisHymo cymHicmb 308HiUHEO0EKOHOMIYHOI QisribHOCMI ma if HopMamugHo-rpasose
BU3Ha4YeHHS. Po3kpumo 3micm mMacoeoi KoMyHikauii' y cgbepi 308HILIHLOEKOHOMIYHOI QisiTbHOCMI SIK coyja-
JIbHOI BisinbHOCMIi 3 MBOPEHHS, MOWUPEHHS ma CrioXugaHHs1 Macosoi iHghopmauil, npedmemom sikoi e 6y0b-
SKUU 3 acrekmie 308HilHbOEKOHOMIYHOI disirieHoCcmi. [TposedeH0o aHarlia CmpyKmypu Macogoi KOMyHikaujii
U oxapakmepu3osaHo maki i ckriadosi, sik cy6’ekmu macoegoi KomyHikauii y cebepi S3EL], 3acobu komyHikauir
y copepi SBEL], ecbekmu macosoi KoMyHikauii, a makox eudu KoMyHikauill y cucmemi Macogoi KOMyHikaujii y
cpepi BEL]. Y cucmemi Macogoi KOMyHikauii UOKpeMIeHo maki nidcucmemu, siK: meopeHHs1 (8UpobHUU-
mea) mMacoeoiHgopmauitiHo2zo npodyKkmy; U020 MOWUPEHHST (MpaHCsil);, CrIOXUBaHHS (8UKOPUCMaHHSI)
Ub020 rpodyKmy; Macosa Kynbmypa, npumamaHHa cyb’ekmam MacogoiHghopmayitiHux 8i0HOCUH, W0 3yMo-
8/1t0€ 8i0roeiOHiI UiHHICHI HacmaHosu, Moderti nogediHKuU, mexHosoeii pobomu 3 Macosoro iHghopmauiero. Bu-
3HayeHo cyb’ekmig mMacoeoi KomyHikauii y cebepi SEL, a came: opzaHu nybniyHoi enadu, nidnpuemcmaa,
2pomadckKi opeaHizauii (crinku), docnioHuKU (ekcriepmu), domuyHi 0o cghepu 3EL], okpemi epomadsiHu K
crioxxusadi, npauisHUKuU cebepu, ydacHuku 3E[], crieuianizosaHi KOMyHikamusHi iHecmumyuii (MXKHapoOHi
€KOHOMIYHI media, MixXHapoOHi peknamHi ma PR-azeHmcmea mouwio). BudineHo maki sudu KoMyHikauit y
cucmemi mMacoeoi KoMyHikauii y cepepi 3EL, ak: mediliHa koMyHikayisi (iHgbopmauitiHut ma aHanimuyHul
KOHMeHM), peknamHa KOMyHikauis (peknaMHUl KOHMEeHmM ma peknamHi akui), ma PR-komyHikayis
(PR-koHmeHm ma PR-akuji). [pyHmyrouuch Ha 8U3Ha4eHitl cmpyKmypi Macoeoi KoMyHikauii y cghepi 308Hi-
WHBbOEKOHOMIHYHOI QisirTbHOCMI, 3arporoHO8aHO Moderb Mid20mosKU ¢haxisuie 3 Macoeoi KoMyHikauii, 30K-
pema, y cebepi 308HILLIHBOEKOHOMIYHOI DisibHOCMI.

Hoeu3Ha. Po3kpumo 3micm macoeoi KoMyHikauii' y cgbepi 308HILUIHEOEKOHOMIYHOI QisiibHOCMI 51K CO-
ujianbHoI JisilbHOCMIi 3 MBOPEHHS, MOWUPEHHST Ma CroXU8aHHSI Macogoi iHghopmauii, npedmemom sKoi
€ byOb-sKuli 3 acrnekmig 308HIUWHLOEKOHOMIYHOI OisinbHOCMI 8eUKil, aHOHIMHIU O 8idnpasHuka, ae-
mepoeeHHili ma po3ocepedxeHil ayoumopii 8 YkpaiHi i 3a KopOOHOM 3a OOMOMO20k0 crieyianizogaHux
ma iHcmumyarizoeaHux KOMyHiKamugHUX 3acobie — macosux i KopriopamusHux media, oHnalHo8ux
nnamagopm cyb’ekmie 308HIiUHbOEKOHOMIYHOI disiribHOCMI, cyb’ekmig peknamHoi ma PR-komyHikauii.

lpakmuy4yHe 3Ha4YeHHs1. Po3pobrieHuli ridxid wodo po3yMiHHS CymHOCMIi Macos8oi KoOMyHiKauii y
cghbepi 308HIWIHLOEKOHOMIYHOI disrIbHOCMI MOXe 6ymu OCHO80K Orisi PO3POBKU ma 8rpo8adXXeHHs Ha-
guarnbHUX rnpoepam 0515 nideomoeKu ¢haxisuie i3 macoeoi komyHikauii y cgpepi SE/[], cnpsmosaHux Ha
nid2omosky ¢haxiguie 3a Uum HarpsIMoM rpPakmu4YHoi GisribHocmi.

Knro4oei cnoea: Mmacoea KoMyHikauisi, Macoga iHghopMauisi, 308HIlUHLOEKOHOMIYHa OisifIbHICMb, KO-
MyHIKauitHi ecbekmu, modesib nid2omoeKku ghaxisuie 3 Macosoi KomyHikauil y cepepi SEL.
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