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Sibiriakova O. Contemporary Sociological Research in the Context of the Modeling of
Multiplicative Processes in the Information Space

The relevance of the work due to the fact that lately the media is characterized by a steady and
indisputable interest of researchers that is measured not only in quantity-the huge number of
publications but also qualitatively. This is reflected in the works of different research schools and
directions. Theoretical investigations of the role of mass media in shaping public opinion increasingly
reflected the growing diversification of research paradigms, the focus of which are the various aspects
of communication processes in society. The study of the topic is arming humanity broader and deeper
understanding of society. The author deals with modern social studies modeling of multiplicative
processes in the information space. Sessoli described approach to modeling of multimedia processes.
The article considers economic model of interaction between media and audience. Illuminated the
interaction of media and audience in the multivariate model. Based on the analysis of works on the
theory of communication, to the conclusion that the interaction between the audience and the media is
that the needs of the audience transformirovalsya under the influence of the media. Cultural and social
importance of the covered issues is reduced due to the fact that channels of communication are
limiting in the essential times of the experts, reduce the number of persons who are admitted to the
discussion. The result of this communication is that many programs and articles based on immediate
podajte analysis of events outside the historical context. They ignore previous events and do not
consider it necessary to trace their development. It is predetermined that the material to return, no one
will. On the other hand, analysts invited by the media, make predictions: political, economic and others
- for which they bear no responsibility. The author came to the conclusion that the modern approach to
the interaction between media and the audience involves the interaction of the following participants of
the communicative process: the state, political parties and associations, businesses in the face of
advertisers, media and expert community. The media constantly transformirovalsya under the
influence of all participants in the communication process and acquire a form and content that will
interest potential audience, since it is the interests of the audience, ultimately depends on the
economic efficiency of the media.

Key words: case study, design, media, audience.


