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methods used in the article are a questionnaire and a description. In the process of work, the author had made up a
questionnaire and used it to survey and to analyze the results. The research has revealed that most people want to
get background information — 61.90 % of the answers, download software — 28,57 %, play online games — 18.60 %,
download textbooks — 16.28 %, and visit educational sites — 13.95 %. According to the data it was found out that the
most of active Internet users are young students. E-mail is on the 6th position in popularity among users. It is more
popular than instant messenger service such as ICQ. This suggests that older communication services do not disappear
when new ones emerge. The research results can be used for writing a science thesis.
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Crarbs MOCBSIIIEHA HCCIIECIOBAHHIO BIHSAHHS KyJIBTYPHO-CHMBOJIMYECKOTO M COLOTBOPYECKOIO TIOTEHIIMAIA OpeH/a
Ha Tporecchl GopMUPOBaHUS 1 TpAaHC(HOPMAIINK CTHIIS JKH3HH B YCIIOBHSIX COBPEMEHHON MacCOBOI KYIBTYpHI (M KaK ero
BaKHEHIIIAs COCTABISIONIA — CTHIIb MOTpeOieHns ). CTUITb )KU3HU MOJKHO ONPEICITUTE Kak ()OpMY, BEIPKEHHYIO COBOKYTI-
HOCTBIO TIPHPOTHOH, COIMATBHO-KYIIBTYPHOH, SKOHOMHYECKOH, TIOTUTHYECKOH U APYTUX OCHOBHBIX Cep JKH3HENeITelb-
HOCTH MHIMBHU/IA, COLMAILHON IPYIIIBI WK OOIIECTBa B LeJIoM. Takum 00pa3oM, epCoHn(UIMPOBaHHbIe OpEHIBI B yCIIO-
BUSIX MH(OPMAIIMOHHOTO 00IIECTBA CTAHOBATCS (P (HEKTHBHBIM CIIOCOOOM MH/IMBHUTyaT3AIUH 1 TO3UIIMOHUPOBAHUS CTHIIS
JKU3HH OTPEOUTEIS, CPEZICTBOM COLIMAIBHON cTpaTH(HKAIMK U (OPMUPOBAHHMS HOBBIX HIICHTHYHOCTEIA.
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The article investigates the influence of cultural and symbolic of all the potential and sotsiotvorcheskogo brand on
the formation and transformation of lifestyle in modern mass culture (and as its most important component — the style
of consumption). Lifestyle can be defined as a form expressed by a set of natural, socio-cultural, economic, political
and other major spheres of life of the individual, social group or society as a whole. Thus, personalized brands in the
information society are becoming an effective way to customize the positioning and consumer lifestyle, a means of
social stratification and the formation of new identities.
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Paccmotpeno BimsiHue Pycckoii mpaBociaBHON HEPKBH B MUPOBOM MOJMTHYECKOM TPOLECCE U B OOIIECTBEHHO-OH-
THYecKoit xu3HN Poccru. Pabora npencrasureneit PIILL B MeXrocynapCTBEHHBIX HHCTUTYTAX BIIACTH, SMOXH IIOOATM3AIINH,
aCCOLMHUPYETCs C OTCTAMBAHUEM IPHHIIMIIOB ryMaHu3Ma. [Jiobanm3anys co3aaia nepel YeloBeYeCTBOM HOBBIE MPOOIEMBI,
pelIeHneM KOTOPBIX 3aHAMAIOTCSI Pa3IIHbIE AaKTOPEI B MAPOBOI! TIONMTHKE, B TOM YHCIIE M PENTMTHO3HEIE KoHpeccun. Pyko-
BozcTBO PITL] aKkTHBHO 7T000MPYeET CBOIO MO3UIIMIO: IO 3alUTe MpaB 1 cBoOox rpaxkaaH. PIILL sBiseTcst onHUM U3 BO3BMOYKHBIX
aKTOPOB B OOIIECTBEHHO-TIONINTHIECKON XKU3HH PoccHy, crIOCOOHBIX OKa3hIBATh BIMSIHMSI Ha OOIIECTBEHHO-TIOMHUTHYECKOE
CO3HaHHUE ¥ Ha TPUHSITHE PEeLIeHHH HHCTHTYTOB TOCYAAPCTBEHHOW BJacTH. PelleHreM JaHHOH MpoOieMbl akTHBHO 3aHHMa-
I0TCS TAKOKE U JIPYTHEe PeIMIuo3Hble opraHusanuu. [lomirinaeckue amutsl PO u pykosonctso PIIL] coBMECTHO y4acTBYIOT
B MHUPOBOM HOJUTUYECKOM IPOLIECCe, B TOM YHCIIE U NP MPUHATHN PEIICHUH, CBA3aHHBIX C MOIEPKKOM MUPOTBOPYECKOH
JesirenbHOCTH. [T100anm3anys chIrpaia CBOIO poib B apTHKYILIK cuM(oHnn Biactel B Poccrm. O0mmecTBeHHO-TIOMATHYEC-
koe (yHkimonuposanue PIIL] momb3yercs nomymsipHOCTBIO CPEIH MOMUTHYECKHX HT Poccry, KOTOphle pacCUMTHIBAIOT Ha
BeJICHHE KOHCTPYKTHBHOTO auanora. PIIL] sBiseTcss caMOCTOATEBHEIM CyOBEKTOM B OOIIECTBCHHO-TIOUTHIESCKOH SKH3HM.
Periienvisi, IpUHAMAaeMbIe PETUTHO3HBIME JESITEISIMU, HAXOIAT MOAASPIKKY CPEIH OOIIECTBEHHOCTH.
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Russian Orthodox Church influence in world political process and in social-political life of Russia is considered. Work
of representatives of ROC at interstate institutes of the power, a globalization era, associates with upholding of the principles
of humanity. Globalization created the new problems which decision various actors in world politics including religious faiths
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