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Statement of research problem. Cities as spaces of communication are of 

interest to various disciplines. Among other things, the contemporary scientific 

landscape is characterized by the continuing convergence of media studies and urban 

studies. Today, media and geographical space are closely intertwined, constantly 

influencing each other.1 The former divide between the two fields is being 

overcome: urban studies now focus on the symbolic and media dimensions of cities, 

while media studies focus on the spatial aspects of communication. This two-way 

movement includes both the analysis of media representations of the city and the 

study of the role of media in the urban environment.2   

The construction of images of territory, as well as media communication, 

including in the development market, is the subject of much research. The content 

of such communication can represent the parameters of a specific territory with 

specific characteristics. Using Moscow as an example, it can be noted that locations 

have their own historical, cultural, socio-economic, and other characteristics, which 

entail different patterns of behavior, interaction between residents, and consumption. 

This also influences the meanings conveyed to target groups through media 

campaigns.  

Various subjects of communication participate in the process of media 

communication in urban areas. One of them is real estate development companies 

that create advertising and informational materials about a particular location and 

lay down certain meanings and characteristics of the territory in communication in 

order to attract attention to the development product. In conditions of high 

competition in the Moscow residential real estate market, companies carry out 

targeted media communication, constructing semantically ordered and value-

oriented images of building areas. On the other hand, in the media field, various 

materials about locations can be initiated by other subjects. For example, residents 

of these territories, as carriers of local identity, have their own ideas about the 

 
1 Vartanova, E. L. Media and the city: on current mutual influences //Media Almanac. – 2020. –  №1. – P. 8–19. 
2 Fornäs J. Introducing media cities. // Fornäs, J. (ed.) The ESF–LiU Conference Cities and Media: Cultural 

Perspectives on Urban Identities in a Mediatized World. – Linköping University Electronic Press, 2006. – P. 5–19. 
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location and its significant characteristics, which can be discussed on social 

networks. A contradiction arises: the images of territories constructed by real estate 

developers are aimed at achieving commercial goals by unifying the characteristics 

of the urban environment, whereas representations of locations reflecting the 

positions of various communication actors operating in the urban environment may 

include a wider range of connotations about areas, broadcast, for example, in local 

communities and the media. 

During the creation and distribution of advertising and information materials, 

it is unclear how the images of territories constructed by developers correlate with 

representations of urban areas in different communication channels. Is semantic 

uniformity achieved between them, which would indicate effective communication 

between development companies? And would it potentially act as a predictive sign 

of the attractiveness of projects for end customers? Or is there a steady 

heterogeneity, which indicates the existence of information gaps, different goals and, 

as a result, social distance in communication about locations between developers 

and citizens, which can potentially carry reputational risks for companies involved 

in building in locations? 

Thus, due to the continuing scientific interest on the issues of constructing 

images of urban areas in the media communication of the city, the problem of this 

study is the contradiction between the need for a comprehensive analysis of the 

representation of urban areas in the modern media space (including communications 

in the development market) and the lack of theoretical and empirical elaboration in 

sociological discourse of the nature of the relationship between images of areas 

constructed by developers and representations about them broadcast by various 

subjects in the media. 

Literature review. Urban space is an interdisciplinary object of research that 

is the focus of sociology, political science, architectural theory, geography, and other 

sciences. Scientific interest in it has grown as urbanization has progressed and cities 

have gained influence over social processes. Research on cities has been conducted 
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by M. Weber3 and G. Simmel, among others.4 The theoretical basis for researching 

cities as social organisms and analyzing the structure of their social space has been 

provided by the works of representatives of the Chicago School of Sociology, 

presented in the works of R. Park, E. Burgess, L. Wirth, and F. Znaniecki.5  

Various approaches to the construction of urban space are also presented in 

the works of A. Lefebvre, P. Geddes, K. Lynch, and C. Landry.6 Research on the 

urban environment and urban spaces has been systematized by E. G. Trubina.7 

In the context of the urban environment, the concept of the vernacular district, 

as discussed by K.Puzanov, A. Piskunova, E. Karlova, and S. Kharchenko, deserves 

special attention.8 An important related concept is territorial identity, which also 

plays a significant role in the analysis of urban areas. Being an interdisciplinary 

concept, it is interpreted differently depending on methodological approaches. 

Various classifications and aspects of this topic are considered in the works of S. 

Ahnolt, N. Fedotova, I. Okunev, D. Zamyatin, I. Samoshkina, O. Chernyavskaya, 

 
3 Weber M. The City. – Moscow: Strelka Press, 2017. – 252 p. 
4 Simmel G. Large Cities and Spiritual Life // Logos. – 2002. – Vol. 3. – № 34. – P. 1–12. 
5 Park R. The City as a Social Laboratory //Sociological Review. – 2002. – Vol. 2. – №. 3. – P. 3–12.; Park R. E. 

The concept of position in sociology //Papers and proceedings of the American Sociological Society. – 1926. – Vol. 
20. – № 1926. – P. 1–14; Burgess E. The growth of the city: an introduction to a research project //Personality. Culture. 
Society. – 2002. – Vol. 4. – № 1–2. – P. 168–181.; Virt L. Selected works on sociology. Collection of translations. – 
Moscow: INION, 2005. – 244 p.; Znanecki F. The City in the Mind of Its Citizens: From the Research of the Polish 
Sociological Institute in Poznan // Social and Human Sciences. Domestic and Foreign Literature. Ser. 11, Sociology: 
Abstract Journal. – 2003. – № 1. – P. 117–140. 
6Lefebvre H. et al. Writings on Cities. – Oxford: Blackwell, 1996. – 266 p.; Nikolaev V. G. Patrick Geddes: At the 

Origins of Urban Sociology and Urban Studies // Social and Human Sciences. Domestic and Foreign Literature. Series 
11, Sociology: Abstract Journal. – 2021. – № 4. – P. 164–180.; Lynch K. The Image of the City. – Moscow: Stroyizdat, 
1982. – 328 p.; Landry C. The Creative City. – Moscow: Klassika – XXI, 2006. – 399 p. 
7 Trubina E. G. The City in Theory: An Attempt to Understand Space. – Moscow: Novoye Literaturnoye Obozreniye, 

2011. – 520 p. 
8 Piskunova A. E. Urban Space as a Construct of Perception: The Anthropological Dimension of Novokuznetsk 

//Tomsk Journal of Linguistic and Anthropological Studies. – 2022. – Vol. 35. – № 1. – P. 146–156.; Puzanov K. A. 
Territorial boundaries of urban communities //Sociology of Power. – 2013. – № 3. – P. 27–38.; Karlova E. V., 
Kharchenko S. V. On the connection between the geographical boundaries of urban vernacular areas and natural 
boundaries (using the example of large cities in Central Russia) // Regional Studies. – 2014. – № 2. – P. 112–123. 
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N. Dyagileva, and L. Zhuravleva, A. Skalkin9 , as well as in the studies of M. Boisen, 

K. Terlu, B. van Gorp, A. Kalandides, S. Valera, and J. Gardia10 , among others. 

One of the main aspects considered in the work is the image of the territory. 

Different approaches to defining this concept and the subject of representing 

territories were raised by D. Zamyatin, P. Rodkin, Yu. Gorelova, I. Mezhevikin, N. 

Martishina, E. Golovneva, T. Makogon 11, as well as in foreign studies by authors 

such as K. Lynch, M. Levinska, H. Proshansky, A. Fabian, and R. Kaminov.12 The 

concept of symbolic capital, presented and described in detail in the works of P. 

Bourdieu, is also significant for our work.13 

The perception of images of the city and local identity, using Moscow as an 

example, is presented in the studies of O. Vendina, A. Vankе, A. Strelnikova, A. 

 
9Fedotova N. Territorial identity as a symbolic resource of the region //Bulletin of Yaroslav–the–Wise Novgorod 

State University. – 2015. – Vol. 90. – № 7. – P. 105–108.; Okunev I. Territorial and spatial identity: conceptualization 
of basic concepts //Comparative Politics. – 2018. – Vol. 9. – № 1. – P. 18–25.; Zamyatin D. Geocultural branding of 
territories: conceptual foundations //Labyrinth. Journal of Social and Humanitarian Studies. – 2013. – № 5. – P. 11–
23.; Zamyatin D. Humanitarian Geography: Space, Imagination, and Interaction of Modern Humanities //Sociological 
Review. – 2010. – Vol. 9. – № 3. – P. 26–50.; Samoshkina I. Territorial identity as a subject of socio–psychological 
research //Bulletin of the Russian State University for the Humanities. Series «Psychology. Pedagogy. Education.»–  
2008. – № 3. – P. 43–53.; Chernyavskaya O. Understanding the Concept of Territorial Identity //Bulletin of Vyatka 
State University. –  2011. –  № 4. –  P. 70–76.; Dyagileva N., Zhuravleva L. Urban identity: concept, structure, 
foundations of formation //Sociology of the City. – 2012. – № 1. – p. 46–61.; Skalkin A. The concept of identity and 
factors of its formation //Architecture and Modern Information Technologies. – 2017. – Vol. 41. – № 4. – p. 57–67. 
10Anholt S. Competitive identity: The new brand management for nations, cities and regions. – London : Palgrave 

Macmillan UK, 2007. – 134 p; Boisen M., Terlouw K., Van Gorp B. The selective nature of place branding and the 
layering of spatial identities //Journal of place management and development. – 2011. – Vol. 4. – № 2. – P. 135–147.; 
Kalandides A. The problem with spatial identity: revisiting the «sense of place»//Journal of Place Management and 
Development. – 2011. – Vol. 4. – № 1. – P. 28–39.; Valera S., Guardia J. Urban social identity and sustainability: 
Barcelona’s Olympic Village //Environment and behavior. – 2002. – Vol. 34. – № 1. – P. 54–66. 
11 Zamyatin D. Geocultural branding of territories: conceptual foundations //Labyrinth. Journal of social and 

humanitarian research. – 2013. – № 5. – P. 11–23.; Rodkin P. Branding of territories: on the problem of representation 
and brand identification // Contemporary problems of service and tourism. – 2018. –  Vol. 12. – № 4. – P. 25–34; 
Gorelova Yu., Mezhvikin I. The image of a large city in the perception of its residents // Bulletin of Omsk State 
Pedagogical University. Humanities Research. – 2016. – Vol. 13. – № 4. – P. 15–18.; Martishina N. Constructivist 
research program in social and humanitarian knowledge // Bulletin of Omsk State Pedagogical University. Humanities 
Research. – 2015. – Vol. 6. – № 2. – P. 19–23.; Golovneva E. Mythologization as a Way of Constructing Urban 
Identity (Yekaterinburg on Internet Forums) //Ural Historical Bulletin. – 2016. – № 3. – P. 43–51.; Makogon T. Local 
and Global in Local Communities // News of Tomsk Polytechnic University. Engineering of Georesources. – 2013. – 
Vol. 323. – № 6. – P. 96–102. 
12 Lynch K. The Image of the City. – Moscow: Stroyizdat, 1982. – 328 p.; Lewicka M. Place attachment, place 

identity, and place memory: Restoring the forgotten city past //Journal of environmental psychology. – 2008. –Vol. 
28. – № 3. – P. 209–231.; Proshansky H. M., Fabian A. K., Kaminoff R. Place–identity: Physical world socialization 
of the self // Gieseking, J. J., Mangold W., Katz C., Low S., Saegert S. (eds.) The people, place, and space reader. – 
London: Routledge, 2014. – P. 77–81. 
13 Bourdieu P. The Practical Sense. – St. Petersburg: Aleteya, 2001. – 562 p.; Bourdieu P. Forms of Capital 

//Economic Sociology. – 2002. – Vol. 3. – № 5. – P. 60–74. 



 
 

6 

Balakina and T. Shkurko, A. Mikhailov, A. Fatehova and V. Molodtsova, S. 

Alarushkina, etc., D. Pereyaslavets, T. Kashkabas, E.Baburina, etc.14 

The significance and role of media in the urban environment is examined in 

the works of V.Abashev, I. Pechishchev, E. Vartanova, N. Fedotova, M. Zelenetsov, 

E. Zvereva, E. Lapina-Kratasyuk, O. Zaporozhets, A.Vozianov, M. Yanglyaeva, and 

T. Yakova15 , as well as in the research of V. Sampedro, A. Hepp, P. Simon, M. 

Sovinska, S. McQuire.16 

Social networks play a special role in reflecting the social, cultural, and 

economic life of locations, providing platforms for communication and information 

exchange, including within communities and cities, as noted in the studies by S. 

Davydov and O. Logunova, K. Zuykina and M. Anikina, K. Nigmatullina, A. Nenko 

 
14 Vendina O. Moscow Identity and the Identity of Muscovites // Proceedings of the Russian Academy of Sciences. 

Geography Series. – 2015. – № 5. – P. 27–39.; Strelnikova A., Vanke A. Field Research in an Industrial Area: 
Strategies for Collecting and Analyzing Visual Data // Interaction. Interview. Interpretation. – 2017. – № 13. – P. 51–
72.; Strelnikova A. Meanings of life rooted in space: the nostalgic identity of residents of «factory»districts // 
Meanings of life for the Russian intelligentsia / Ed. by Zh. Toshchenko. – Moscow: Russian State University for the 
Humanities, 2018. – p. 275–280.; Balakina, A. , Shkurko, T. The image of the city and the peculiarities of the attitude 
of residents of a metropolis and a large city towards the Other (using the example of Moscow and Rostov–on–Don) // 
North Caucasus Psychological Bulletin. – 2011. – Vol. 9. – № 3. – P. 5–9.; Mikhailov A. , Fatehova A., Molodtsova 
V. Perception and representation of the Moscow periphery (the example of the Yasenevo district) // Urban Research 
and Practices. – 2019. – Vol. 4. – № 2. – P. 59–72.; Alarushkina S. et al. Seeing the invisible: in search of the local 
identity of the Yasenevo district in Moscow // Interaction. Interview. Interpretation. – 2019. – № 20. – P. 133–163.; 
Pereyaslavtsev D. The role of local identity in resistance to renovation: the case of the Sviblovo district in Moscow // 
Urban Studies and Practices. –  2022. –  Vol. 7. – № 4. – p. 68–86.; Baburina E. et al. In search of local identity in 
Moscow's Basmanny district: from elusive to multiple //Urban Studies and Practices. – 2024. – Vol. 9. – № 1. – p. 
34–54. 
15 Abashev V. , Pechishchev I. Urban online publications as agents of urbanization // Znak: Problematic Field of 

Media Education. – 2018. – Vol. 30. – № 4. – P. 201–214.; Vartanova E. Media and the city: on current mutual 
influences //Media Almanac. –  2020. – № 1. – P. 8–19.; Fedotova, N. Constructing territorial identity: communicative 
aspects // Scientific Notes of Novgorod State University. – 2016. – Vol. 5. – № 1. – P. 1–4.; Fedotova N. Media 
Discourse as a Generator of the Urban Imaginary //Galactica Media: Journal of Media Studies. – 2023. – Vol. 5. –  № 
4. – P. 350–378.; Zelentsov M. Urban media: conditions of functioning //Questions of Theory and Practice of 
Journalism. – 2015. – Vol. 4. – № 3. – P. 262–272.; Zvereva E. Tools for socialization in new urban media // Social 
and Humanitarian Knowledge. – 2019. – № 8. – P. 76–83.; Zaporozhets O., Lapina–Kratasyuk E. 
Network/digital/smart city: facades and backyards // City Networks: People. Technologies. Authorities / Edited by E. 
Lapina–Kratasyuk, O. Zaporozhets, A. Vozianov – Moscow: New Literary Review, 2021. – p. 10–54.; Yanglyaeva 
M., Yakov, T. The role of mass media in constructing regional identity: media–geographical approaches // Issues of 
theory and practice of journalism. –  2019. –  Vol. 8. –  № 3. – p. 485–496. 
16 Sampedro V. Grounding the displaced: Local media reception in a transnational context //Journal of 

Communication. – 1998. – Vol. 48. – № 2. – P. 125–143.; Hepp A., Simon P., Sowinska M. Living together in the 
mediatized city: The figurations of young people’s urban communities // Hepp A., Breiter A., Hasebrink U. (eds.) 
Communicative figurations: Transforming communications in times of deep mediatization. – Houndmills: Palgrave 
Macmillan, 2018. – P. 51–80.; McQuire S. The Media City: Media, Architecture, and Urban Space. – Moscow: Strelka 
Press, 2014. – 392 p. 
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and E. Nedoseka, E. Reutov, and M. Reutova17 , as well as in the materials of M. 

Castells, E. Ketter, and E. Avraham, L. Manovich, and A. Indako, among others.18 

The role of advertising and informational materials, which serve both to draw 

attention to a product and to create and convey meaning in an urban environment, is 

noted in the works of E. Grigoryants, S. Malykh, O. Tevlyukova19 , in the research 

of K. Iveson, Yu. Li, A. Seikhos, and M. Kadarso20 , and other authors. 

Various aspects of marketing and communication campaigns  

in the real estate market are examined in studies by D. Sknarev, E. Muzykant, N. 

Trubnikova, O. Vorobyova, E. Drugova, L. Tikhomirova, and A. Chernousova21 , 

M. Likos, M. Nakip, A. Gorkmen, K. Zhang, Y. Zhang, and Z. Lin, M. Ozturk and 

 
17Davydov S., Logunova O. Communities of Moscow districts in social media: content and its moderation // 

Monitoring public opinion: economic and social changes. – 2018. – Vol. 143. – № 1. – P. 204–221.; Zuykina K., 
Anikina M. District Telegram channels in Moscow: experience of content analysis research // Bulletin of Moscow 
University. Ser. 10: Journalism. – 2023. – № 6. – P. 87–117.; Nigmatullina K. The hybrid agenda of new urban media: 
between local and federal (based on the example of the media space of St. Petersburg) //Znak: problem field of media 
education. – 2018. – Vol. 30. – № 4. – P. 224–235.; Nigmatullina K. The place of social networks in the development 
of regional journalism in Russia // Bulletin of Moscow University. Series 10. Journalism. – 2021. – № 1. – P. 30–50.; 
Nenko A., Nedoseka E.The values of the urban environment in the discourse of neighborhood online communities 
//Journal of Sociology and Social Anthropology. – 2022. – Vol. 25. – № 1. – P. 217–251.; Reutov E. , Reutova M. 
Social Networks in the Real and Virtual Space of Local Communities: Boundaries of Intersection // Power. –  2017. 
– Vol. 25. – № 5. – P. 68–73. 
18 Castells M. The Information Age: Economy, Society, and Culture. Moscow: Higher School of Economics. – 2000. 

– 608 p.; Ketter E., Avraham E. The social revolution of place marketing: The growing power of users in social media 
campaigns //Place Branding and Public Diplomacy. – 2012. – Vol. 8. – № 4. – P. 285–294.; Manovich L., Indaco A. 
The Image of a Data City: Studying the Hyperlocal with Social Media // Architectural Design. – 2017. – Vol. 87. – 
№ 1. – P. 110–117. 
19Grigoryants E. The Dialogue Between Outdoor Advertising and the Space of the Modern Russian City // Bulletin 

of St. Petersburg State University of Technology and Design. –  2009. – № 1. – P. 111–113.; Malykh S. The role of 
outdoor advertising in shaping the image of a city // Urbanistics. – 2017. – № 4. – P. 40–47.; Tevlyukova O. Outdoor 
advertising as an element of the visual environment of the city //Bulletin of Economics, Law and Sociology. –  2021. 
–  № 2. –  P. 136–138. 
20 Iveson K. Branded cities: outdoor advertising, urban governance, and the outdoor media landscape //Antipode. – 

2012. – Vol. 44. – № 1. – P. 151–174.; Lee Y. W., Huh J. H. Evaluation of urban landscape outdoor advertisement 
signboards using virtual reality //Land. – 2020. – Vol. 9. – № 5. – P. 1–23.; Seixosa A., Cadarso M. Analyzing Local 
Identity Through Outdoor Advertising in the Cities of Kyoto, Osaka and Tokyo //International Conference on Design 
and Digital Communication. – Cham: Springer International Publishing, 2021. – P. 617–630. 
21 Sknarev D., Muzykant E. Creating an image in advertising texts in the real estate market //Bulletin of the Russian 

University of Friendship of Peoples. Series: Literary Studies, Journalism. – 2020. – Vol. 25. – № 2. – P. 367–373.; 
Sknarev D., Trubnikova N. The nature of the advertising image using the example of residential real estate advertising 
//Revista Inclusiones. – 2020. – Vol.7 – P. 550–566.; Vorobyeva O. Specific features of communicative advertising 
of construction goods //IOP Conference Series: Materials Science and Engineering. IOP Publishing. – 2019. – Vol. 
687. – № 5. – P. 55008.; Drugova E. et al. Specifics of advertising communication in the construction sector: features, 
ways to attract attention and directions of functioning //IOP Conference Series: Earth and Environmental Science. – 
IOP Publishing, 2021. – Vol. 751. – № 1. – P. 012142.; Tikhomirova L., Chernousova A. Types of communication 
strategies and tactics in real estate advertising (based on the material of Perm websites) // Media Linguistics. – 2024. 
– Vol. 11. – № 3. – P. 325–340. 
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T. Batum, H. Perkins, J. Peterman, A. Choon, H. Hamzah, A. Sarip, K. R. Taylor, 

G. R. Franke, H. K. Bang, and others.22 Communication channels in the real estate 

market are described in the textbook «Marketing Communications in 

Construction.»23 Among the dissertations thematically related to this topic, the only 

work found is that of S. Sukharev, devoted to the study of consumer perception and 

the effectiveness of advertising activities in the regional real estate market.24 The 

work identifies the characteristics of advertising perception in the construction 

market and the characteristics of choosing real estate agencies using the example of 

the city of Tyumen. Thus, the study focuses on aspects of buyer behavior and the 

characteristics of the regional real estate agency market, but the researcher does not 

focus on the characteristics of their communication, the nature of the representation 

of real estate objects in advertising texts, etc. 

Thus, various aspects of the topic have been studied in academic research both 

in Russia and abroad. However, as a rule, modern empirical studies devoted to urban 

areas, local identity, and other related topics focus on individual cities, and in the 

case of Moscow, on individual districts. In addition, studies often do not take into 

account the specifics of locations, including their location, socio-economic 

development characteristics, and other parameters. 

It should also be noted that current scientific research pays relatively little 

attention to media communications in development, despite the key role this industry 

plays in urbanization and the formation of the urban environment. Development 

 
22 Likos M., Nakip M., Gökmen A. Real estate marketing and factors impacting real estate purchasing: An 

application on Turkey //International Journal of Applied Management Sciences and Engineering (IJAMSE). – 2019. 
– Vol. 6. – № 2. – P. 15–35.; Zhang X., Zhang Y., Lin Z. Online advertising and real estate sales: Evidence from the 
housing market //Electronic Commerce Research. – 2023. – Vol. 23. – № 1. – P. 605–622.; Öztürk M., Batum T. P. 
How housing brands use social media in their marketing communications?: A content analysis //Journal of 
Administrative Sciences. – 2019. – Vol. 17. – № 33. – P. 111–135.; Perkins, H. C. The country in the town: The role 
of real estate developers in the construction of the meaning of place // Journal of Rural Studies. – 1989. – Vol. 5. – № 
1. – P. 61–74.; Petermann J. et al. Development of real estate marketing–trends for the future //Marketing Science & 
Inspirations. – 2021. – Vol. 16. – № 4. – P. 10–19.; Chuon A., Hamzah H., Sarip A. G. Conceptualising luxury 
residential property for marketing //Geografia. – 2017. – Vol. 13. – № 2. – P. 33–43.; Taylor C. R., Franke G. R., 
Bang H. K. Use and effectiveness of billboards: Perspectives from selective–perception theory and retail–gravity 
models //Journal of advertising. – 2006. – Vol. 35. – № 4. – P. 21–34. 
23 Reznik G., Akifiev I. Marketing communications in construction. – Penza: PSUAS, 2015. – 108 p. 
24 Sukharev S. Advertising in the regional real estate market: dissertation ... candidate of social sciences. 22.00.03 / 

Sukharev Sergey Yakovlevich. – Tyumen, 2006. – 186 p. 
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companies actively use the media to promote projects, shape the image of territories, 

construct local identity, etc., and certain aspects of this activity are reflected in 

various works, but at the same time, the analysis of media communications in 

development remains fragmentary and requires an interdisciplinary approach. 

Research question: How does the content of media messages about Moscow 

districts broadcast on the development market correlate with their representations in 

various media channels? 

The object of the research is media communication in the Moscow 

development market. 

The subject is the representation of urban districts in media communication 

by participants in the development market. 

The aim of the research is to determine the nature of the correlation of the key 

parameters of the representation of Moscow districts in the media communication 

of real estate development companies with the images of these districts constructed 

in the media environment of the city, in order to identify semantic uniformity or 

heterogeneity of representations, as well as the social distance between the subjects 

of communication. 

Objectives: 

1. Determine the aspects and parameters of the representation of urban 

areas.  

2. Identify the main features of the representation of urban areas in the 

media environment. 

3. Characterize the media communications system of the development 

market. 

4. Identify the predominant verbal and visual elements  

of the image of the territory, broadcast by professional participants in the real estate 

market in communications about real estate objects on websites  

and in outdoor advertising. 

5. Identify the dominant semantic components of the representation of 

metropolitan areas in local communities. 
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6. Identify the key parameters of the representation of the territory that 

shape the perception of Moscow districts in the media. 

7. Identify the characteristics of the perception of Moscow districts and 

advertising images of locations in the development market by residents of these 

districts. 

8. Compare the dominant parameters of the representation of the territory 

presented in advertising and information materials with the dominant parameters in 

social networks and mass media to determine the semantic identity or discrepancy 

of representations of the areas in different media communication channels. 

Methods. A mixed research design was used in the study. The first stage was 

a quantitative content analysis of sections of real estate websites describing areas 

located in six districts of Moscow to determine the dominant characteristics of the 

territory as defined by advertisers and advertising producers. The areas for the study 

were selected as follows: Khamovniki – central area, Sokolniki – area in the middle 

zone, Lyublino – peripheral area; Nizhegorodsky – industrial area; Solntsevo – 

residential area; Kommunarka – area that is part of the newly formed New Moscow. 

The second stage involved analyzing outdoor advertising banners for the same 

development projects to identify the key parameters of the territory presented by the 

real estate developers. This stage used E. Panofsky's approach, which involves 

iconographic analysis and iconological interpretation. 

The next stage was a corpus analysis of media texts related to development in 

the areas under study to determine the prevailing characteristics of the territory in 

this type of media. 

The fourth stage was a corpus analysis of a set of posts and comments on the 

walls of public pages and groups on the VK social network to identify how the 

content of online communities can represent certain characteristics of the territory. 

To detail the information on the areas where public pages were selected, a corpus 

analysis of the content of Telegram channels was conducted.  

At the final stage, as an additional research procedure to refine the data 

obtained in the previous stages, in-depth interviews with residents of the areas were 
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conducted. This stage made it possible to understand how residents identify 

themselves with the location, what parameters of the territory they consider most 

significant, and how they perceive advertising for facilities being built in the areas. 

Thematic deductive analysis was used to analyze the interview data.  

To compare the results of all stages of the study, a comparative analysis 

method was used to identify common and specific characteristics of the territory, 

noted both in advertising and informational materials, social media, and the media, 

as well as during in-depth interviews. 

The theoretical framework of the study is based on a constructivist 

approach (P. Berger, T. Luckmann25 , N. Luhmann26 ), which assumes that images 

of territory are constructed in the process of life as a result of the development of 

certain practices (communicative, professional, leisure) under the influence of the 

media and other factors.  

In considering the concept of «representation» we use the approach of S. Hall, 

who defined it as «the production of meaning through language».27 As applied to 

our field of research, the representation of a location consists of constructed images, 

ideas, and sometimes fragments of narratives that incorporate socially determined 

meanings shaped by the market, consumer behavior, the local context, and other 

factors. Since real estate developers work in the primary real estate market, their 

media messages can represent both existing properties and projects that have not yet 

been built.  

The analysis of the media system is based on N. Luhmann's concept, which 

presents the media as an autopoietic system, i.e., an autonomous, closed, and self-

reproducing structure that creates its own version of reality.28 In the context of the 

city and development, this means that perceptions of neighborhoods are largely 

 
25 Berger P., Luckmann T. The Social Construction of Reality: A Treatise in the Sociology of Knowledge. – 

Moscow: Medium, 1995. – 323 p. 
26 Luhmann N. Society as a Social System. – Moscow: Logos, 2004. – 200 p. 
27 Hall S. Representation: Cultural Representations and Signifying Practices. – London, 1997. –400 p. 
28 Luhmann N. The Reality of the Mass Media. –Moscow: Praxis, 2005. –256 p. 
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constructed by a continuous flow of media messages, including those from real 

estate market participants. 

The analysis of local communities and their perceptions of the city draws on 

S. Moscovici's theory of social representations, which allows us to interpret local 

media not only as intermediaries of information, but as active participants in the 

creation and transmission of ideas, values, and opinions about the city. In this 

paradigm, media communication is viewed as a system that includes institutional, 

technological, and content elements that jointly participate in the production of 

collective representations of territories.29  

In addition, in considering images of territory and perceptions of 

neighborhoods, we have used the provisions of K. Lynch's concept, set forth in his 

work «The Image of the City», which notes that each resident has associations 

related to some part of the city. The image of the city is a collection of individual 

representations (public image). At the same time, there may be several public 

(collective) images characteristic of different groups of city dwellers. An important 

aspect of the concept is the contextuality of perception, expressed in the fact that 

objects are perceived and understood not in isolation, but in connection with the 

environment, events, and personal experience of the resident.30 

At the final stage, a comparison of two types of discourse was carried out. 

Institutional discourse is represented in the professional communications of 

development companies; its definition and description are based on A.V. Olyanich's 

concept of presentation discourse.31 In the context of our work, we understand 

institutional discourse to be strategic discourse prepared in accordance with 

professional norms and conventions, the purpose of which is to influence the 

audience, promote specific projects, and shape their value through specially created 

 
29 Moscovici S. Methodological and Theoretical Problems of Psychology // Psychological Journal. – 1995. – Vol. 

16. – № 2. – P. 3–14.; Moscovici S. On Social Representations // Forgas J.P. (eds.) Social Cognition Perspectives on 
Everyday Understanding. – London: Academic Press, 1981. – P. 181–209.; Moscovici S. The Phenomenon of Social 
Representations // / Farr В.R., Moscovici S. (eds). Social Representations. – Cambridge: Cambridge University Press, 
1984. – P. 3–69. 
30 Lynch K. The Image of the City. – Moscow: Stroyizdat, 1982. – 328 p. 
31 Olyanich A.V. Presentation Discourse // Discourse–Pi. – 2015. – Vol. 12. – № 3–4. – P. 148–150. 
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images and narratives. Everyday discourse is the spontaneous, unorganized speech 

activity of city dwellers that conveys meaning and arises in the process of everyday 

interaction with the city. Its key function is to shape collective meanings and identity 

through the exchange of experiences and narratives. We examine this type of 

discourse through the lens of M. de Certeau's approach, who saw such everyday 

stories and practices as a significant tool for «appropriating» urban space.32 

Empirical base. As part of the analysis of advertising and information 

materials, 20 websites of residential real estate developers (COLDY, Level Group, 

Seven Suns Development, Sminex, Absolut Real Estate, Aquilon, A101, Donstroy, 

KROST, LSR, PIK and Stroytex) were used: both those already built with available 

lots and those under construction in the areas under consideration. In addition, 32 

outdoor advertising layouts of the same objects were used. It should be noted that 

during the media campaign, identical layouts are placed on a variety of urban 

surfaces, but their exact count at physical points was impossible due to the scale and 

constant rotation. 

As part of the corpus analysis, a continuous collection of posts and comments 

on the walls of public pages and open groups on the VK social network for the period 

from the creation of the groups to January 15, 2024. A total of 138,203 posts and 

1,263,279 comments were collected. Communities were selected by searching for 

district names. The following parameters were taken into account: thematic focus, 

access to publications, open discussions, and activity on the date of the study.  

In each case, preference was given to the community with the largest number 

of subscribers. For the analysis of the Khamovniki district, the community «My 

district: Khamovniki» was selected for the Khamovniki district, «Sokolniki VAO» 

for the Sokolniki district, «Overheard in Lyublino» for the Lyublino district, 

«Solntsevo» for the Solntsevo district, «Nizhegorodsky District of Moscow» for the 

Nizhegorodsky district, and for the analysis of the Kommunarka district, the 

community «KOMMUNARKA» was selected.   

 
32  Serto M. Ghosts in the City // The Untouchable Reserve. – 2010. – №. 2. – P. 108–121. 
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The criteria for selecting Telegram channels also included thematic focus, the 

ability to publish or suggest posts, open comments, and activity during the study 

period. The channel for the study by district was determined by the largest number 

of subscribers. The selected channels were for the Khamovniki district («Our 

Khamovniki»), Sokolniki («Sokolniki»), Lyublino («Lyublino»), and 

Nizhegorodsky («Nizhegorodsky»).  The selected channels were used to collect 

publications and comments were collected from the moment the channel was created 

until May 7, 2025. A total of 21,035 posts and 75,098 comments were collected. The 

texts were collected using a resource for automated collection and systematization 

of data (parser). The material was processed and systematized using the AntConc 

corpus manager. 

As part of the analysis of media texts, data was collected using the Medialogia 

media analytics system. The query for each district was composed as follows: 

((district name) AND (development OR developer OR builder OR construction 

company OR new building OR residential complex OR residential building OR 

residential quarter OR residential complex OR residential project)). The search 

terms were selected with the aim of covering relevant publications in the field of 

development. A total of 2,748 texts from federal and regional media, including 

internet resources indexed in the system, were selected, excluding reprints, for the 

period from September 1, 2024, to September 1, 2025. 

Empirical data was also obtained during semi-structured interviews with 

residents of Moscow districts conducted from January to March 2025. The criteria 

for selecting informants were age (18 years and older) and residence in one of the 

districts under study: Khamovniki, Sokolniki, Solntsevo, Lyublino, Nizhegorodsky, 

and Kommunarka. A total of 33 interviews were conducted, including six with 

residents of Khamovniki, Nizhegorodsky, and Solntsevo, and five each with 

residents of Sokolniki, Lyublino, and Kommunarka. 

 

Scope and limitations of research: 
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1. The study covers six districts of Moscow, each of which has specific 

characteristics. This makes it possible to extend the conclusions to most districts of 

Moscow with similar characteristics, but it does not allow us to directly transfer the 

conclusions to districts of other large cities with parameters that differ from the 

parameters of the six studied typical districts of the capital. 

2. The emphasis on the frequency of elements during the content analysis of 

websites could lead to the fact that some qualitative semantic aspects related to the 

territory remained undetected. 

3. The qualitative stage (iconographic and iconological analysis of advertising 

materials) is not devoid of the subjectivity characteristic of this approach in 

interpreting the meanings embedded in advertising materials. 

4. The media analysis was based on data from the Medialogia system, which 

does not index all media resources. In addition, only the agenda related to the 

development market was studied. Consequently, the results obtained reflect the logic 

of the real estate market, which is determined by the objectives of the study, rather 

than the entire range of possible media images of areas. 

5. The study of communities was conducted only in two social media (VK and 

Telegram) and was limited to one community per district for each platform. This 

approach allows us to identify key trends and patterns in the representation of 

districts, but it does not cover the entire possible variety of communication practices 

and ways of representing districts in social networks. 

Contribution to the discussion of the problem: 

– An approach has been developed that allows for a comprehensive 

comparative analysis of representations of the territory characteristics in the media 

space, including outdoor advertising, websites, mass media, social media and other 

communication channels; 

– For the first time, it has been established that in the advertising and 

information materials of residential real estate objects, images of different districts 

of Moscow are mainly constructed using markers symbolizing comfortable living in 
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a location and (or) social status, and the dominant parameters of the representation 

of territories are territorial and behavioral; 

– The dominance of the territorial parameter of Moscow districts 

representation in local Internet communities of various types (public pages and open 

VK groups, as well as Telegram channels) has been determined; 

– The predominance of the territorial parameter of the representation of 

Moscow districts in the texts of the mass media about the real estate market has been 

revealed; 

– The peculiarities of perception of different Moscow districts are determined 

(the representations of residents are formed mainly under the influence of objective 

characteristics of the territory and personal experience of living, while the perception 

of the area is fragmentary) and the importance of the territorial parameter in the 

perception of residents is revealed;  

– The typology of patterns of representation of districts in the real estate 

market is proposed, reflecting the semantic uniformity and heterogeneity of ideas 

about Moscow districts among different subjects of media communication in the 

urban environment (convergence, divergence, «silence»). 

This work has a scientific and practical focus, setting the task of identifying 

stable patterns of representation of urban areas in the media in the context of the 

development market and analyzing the nature of their communicative effectiveness. 

The theoretical significance lies in expanding scientific understanding of the 

relationship between media communication in the real estate market and the urban 

environment, as exemplified by Moscow. Of particular value is the introduction of 

new data into scientific discourse, revealing how advertising and informational 

materials about real estate construct images of urban space. A key conclusion is the 

identification of the significance of the territorial characteristics of districts: they not 

only dominate the content of advertising messages and social networks, but also play 

an important role in shaping the identity and preferences of residents when choosing 

locations to live. This allows for a deeper understanding of the mechanisms of 
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constructing images of the urban environment through the media, as well as their 

influence on the social practices and consumer strategies of city dwellers. 

Practical significance of the research. The research has interdisciplinary 

potential, combining approaches from sociology, media communications, and urban 

studies. This synthesis allows for a comprehensive analysis of the perception of 

urban spaces and the identification of the characteristics of different areas. The 

analysis of the image of territories allows for the creation of targeted marketing 

solutions that are as relevant as possible to the demands of target audiences in 

different areas of the city. The study is particularly significant in the context of 

shaping the territorial image and promoting local brands. The data obtained helps 

construct images of locations, emphasizing their uniqueness and attractiveness to 

tourists, investors, and new residents. In addition to development projects, the results 

of the research can be useful for urban structures, businesses, and cultural institutions 

interested in the sustainable development of territories. Furthermore, the materials 

can be used to interact with local communities. Understanding the values, needs, and 

identity of residents allows for the development of more effective programs to 

engage them in the life of their neighborhoods, which is especially important in the 

context of growing competition between territories. 

Sociological aspect of the work. The sociological component of the 

dissertation research is based on fundamental concepts of urban sociology and 

includes the application of sociological methods to the analysis of urban processes 

and media communications. The theoretical and methodological basis is based on 

key provisions of urban sociology theories, studies of social space and territorial 

identity, and concepts of the mediatization of the urban environment.  

Representations of Moscow districts are considered in the work as social 

constructs and elements of media communication between participants in the 

development market and residents of urban areas. 

Correspondence of the topic to the Passport of the field of science 

«Communications and Media». The work corresponds to points 6 «Regional and 

local communication and media systems. The role of communication and media in 
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the formation of regional/local communities and their identities» and 12 «Theory 

and practice of advertising communications and public relations». 

Statements to be defended: 

1. The development market is a multi-actor communication space in which 

the media constructs representations not only of real estate objects, but also of urban 

areas. Development companies use a system of media communications to form and 

support the symbolic capital of districts. Outdoor advertising and websites play a 

special role in this, becoming one of the key channels for constructing territorial 

images.  

2. Urban areas can be represented in a system of interrelated parameters: 

territorial, psychosocial, social, temporal, cultural-ideological, and behavioral. The 

dominant parameter of district representations, regardless of the communication 

channel, is territorial, including references to geographical location, landmarks, 

infrastructure, and transport accessibility. The perception of the territory is 

fragmentary, but at the same time based on objective characteristics of the territory: 

residents evaluate the area through the prism of their immediate material 

environment, which is due to the heterogeneity of the urban environment within a 

single area. 

3. The content of local urban communities on social media reflects various 

aspects of life in different neighborhoods, which can be formalized through a system 

of parameters and linguistic markers. The nature of these representations depends 

on many factors: the history of the area, the length of time its residents have lived 

there, etc. At the same time, the type of community (public page, open group, open 

channel) plays an important role, as it determines the communicative features of the 

platform and content management mechanisms. Despite their differences, all 

communities tend to emphasize the territorial parameters of the location. The key 

influence on such representation is exerted by the objective characteristics of the 

area: socio-economic, infrastructural, cultural, and other factors. 

4. Although communication participants focus on the territorial characteristics 

of the area in the process of its representation, there is a dissonance between the 
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media (institutionalized) image of the area, transmitted through advertising and 

information materials and the media, and its perception by residents. Residents of 

urban areas, while acknowledging the formal accuracy of real estate developers' 

communications, assess them as uninformative and irrelevant for forming a deep 

understanding of the territory. This points to communication discrepancies between 

the representations of the territory broadcast by the market and the emotional and 

evaluative images formed in the everyday communications of residents. Media 

representations, generally focusing on the practical advantages of the area, do not 

always reflect the real life practices and social contexts of local communities. 

5. Based on data from Moscow, three key patterns of interaction between 

institutional (real estate developer) and everyday images of urban areas have been 

identified and theoretically substantiated: convergence (coincidence of images), 

divergence (discrepancy of images), and «silencing» (standardized simplified 

image). This typology serves as a diagnostic tool that reveals the degree of 

consistency between representations of locations in the real estate market and the 

everyday social practices of residents. Revealed semantic and substantive gaps 

(divergence and «silencing») act as indicators of the social distances that exist 

between different groups of actors. In other words, the transmission of a simplified 

or alien image of a location by real estate developers and the media marks a gap 

between institutional and everyday representations of urban space. 

Main research findings. Urban research is an interdisciplinary field that 

combines a variety of methodological approaches to analyze the versatility of urban 

life. The research examines the city through the prism of geographical, economic, 

political and socio-cultural aspects. A city is not only a physical infrastructure, but 

also a system of continuously created meanings. 

The consideration of local identity also plays an important role in our study, 

since it is closely related to material and symbolic elements of urban space. Because 

it is the citizens who are the bearers of local identity, their daily practices, 

assessments and perceptions allow us to reveal the features of the territory. Of 

particular importance for our research was also the concept of a vernacular area, 
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defined as a part of an urban area that citizens subjectively perceive as a place of life 

for a particular community, associating with it special meanings and a sense of local 

identity. 

Based on the analysis, key parameters (territorial, temporal, behavioral, 

psychosocial, social, and cultural-ideological) and indicators for the subsequent 

empirical study of the representation of Moscow districts were identified. 

In addition, the features of the representation of urban areas in the media 

environment are revealed. The modern metropolis is a dynamic media space and has 

a large network of media institutes. In this paper, under media communications in 

an urban environment, technologically mediated communication is understood, 

which has a mass, group or interpersonal character and is implemented through 

various technological channels.  

The concept of social representations by S. Moscovici is used as a theoretical 

framework, according to which the media structure information flows and reproduce 

collective meanings. The special role of local media, including traditional media, 

social networks and outdoor advertising in shaping the image of the territory and 

broadcasting local meanings and values is emphasized. 

The paper considers the system of media communications of the development 

market as one of the key participants in the development of urban areas. Developers 

not only create a physical environment, but also actively participate in constructing 

the symbolic meaning of urban spaces, adapting their images to the specific needs 

of target audiences. Among the media communication channels used by 

development companies, outdoor advertising can be noted, which remains effective 

due to the high frequency of contacts and visual impact. Effective media channels 

are also digital tools that provide interactivity and personalization, including 

websites as one of the main sources of appeals from potential buyers. Media 

communications in development perform several functions: on the one hand, they 

convey to the consumer the rational characteristics of the object (location, financial 

conditions, infrastructure, etc.) and on the other hand, they create emotional images 

that correspond to the values and expectations of the target audience. The visual and 
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verbal components of advertising and information materials are becoming important 

elements of the territory's communication, contributing to its increased recognition 

and differentiation in the metropolis. 

Using the example of six districts of Moscow (Khamovniki, Sokolniki, 

Lyublino, Solntsevo, Nizhegorodsky and Kommunarka) selected according to 

various criteria, the key verbal and visual elements of the territory representation in 

the communications of developers on websites and in outdoor advertising were 

analyzed. The conducted research, which includes content analysis, iconographic 

analysis and iconological interpretation, revealed stable patterns in the 

representation of territories in materials. The main parameters of the representation 

are territorial and behavioral aspects, through which the comfort of living in both 

residential complexes and locations is emphasized. In advertising communications, 

the territory is mainly represented through material markers symbolizing comfort 

and social status. At the same time, there is a differentiation of positioning strategies: 

in one case, the emphasis is on the prestige of the location, in others – on the 

advantages of residential complexes, including their convenient location and 

developed infrastructure environment (transport, social, economic). 

Based on the results of the next stage of the study, performed using the corpus 

analysis method, the dominant semantic components of the representation of six 

metropolitan areas in the media were identified. The media image of the districts is 

constructed primarily through the territorial parameter. The emphasis on location 

and availability of infrastructure, typical for developers and government authorities, 

reduces representation to broadcasting practical benefits to potential buyers. The 

remaining parameters are of secondary importance, forming a simplified image of 

districts as spaces with comfortable living conditions. 

The next stage was the study of publications in local communities of districts 

on social networks, which was also carried out using the corpus analysis method. 

Public pages and open groups of VK, as well as Telegram chats, were selected for 

the study. The study revealed the dominance of the territorial parameter in the 

representation of districts, which is manifested through the active use of 
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geographical markers (names of districts, metro stations, iconic recreational areas, 

etc.). These markers not only provide spatial reference, but also emphasize the 

integration of the location in a citywide context. The content reflects the objective 

characteristics of the territories: socio-economic, infrastructural, cultural, and other 

factors. Despite the differences in the style of publications in different types of 

communities, the content on both platforms is similar and covers the discussion of 

local news, changes in infrastructure, as well as the representation of cultural and 

recreational spaces. 

To clarify the results of the earlier stages of the study, the peculiarities of the 

perception of Moscow districts and advertising images of real estate objects by 

residents of these districts were revealed. The key conclusion is the dominance of 

territorial characteristics (geographical location, transport accessibility, 

infrastructure availability) in the estimates of all the locations studied. The residents' 

image formation takes place under the complex influence of the objective parameters 

of the territory and the subjective aspects of living. A characteristic feature is the 

fragmented perception of the territory: residents evaluate first of all the immediate 

environment of the place of residence, which corresponds to the vernacular 

perception of the urban environment. According to the informants, the advertising 

and information materials of development companies are mostly reliable in terms of 

the information reflected on them, however, they contain a limited set of objective 

characteristics of locations, including a lack of detailed information about some 

areas that could be reflected in the materials to increase their informativeness. 

At the final stage, the dominant parameters of the representation of the 

territory presented in the media, social networks, and advertising and informational 

materials were compared. The analysis made it possible to identify three patterns of 

representation of territories: 

1. Convergence – the correspondence between images in all media channels. 

Significant facilities and infrastructure are represented in the materials of 

developers, mass media, and social media and play a significant role for residents. 
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2. Divergence is a contradiction between the communications of developers 

(institutional discourse) and the communications of residents (everyday discourse). 

The materials of construction companies focus on the advantages of the location of 

a real estate object in a location (transport accessibility, infrastructure), but at the 

same time there is a shift of emphasis to neighboring areas and ignoring local 

problems, while residents note these disadvantages during communication. 

3. «Silencing» is the creation of a generalized image of the territory in 

promotional and informational materials with a focus only on the immediate 

environment of residential projects. At the same time, local residents demonstrate in 

their discussions a more detailed understanding of the district's features and 

knowledge of the facilities located on its territory. This standardization ignores the 

unique characteristics of locations in favor of typed messages. 

General conclusions. The typology of representation of urban areas 

determined by the results of the study serves as a tool for identifying the degree of 

correspondence between the ideas of locations in the real estate market and the daily 

practices of residents of each district.  

The convergence pattern is strategically more stable and effective. The 

consistency of images in different media channels and opinions of residents builds 

trust, strengthens the reputation of the developer and, possibly, subsequently 

increases customer satisfaction. This, in turn, creates the basis for positive 

recommendations and sustained demand. The divergence pattern is tactically 

justified for use in project promotion, especially in highly competitive environments 

and when working in locations with objective disadvantages (problems). Such 

communication allows the developer to emphasize the strengths of the location and 

neighboring territories in advertising, glossing over local problems, which can 

attract buyers at the initial sales stage. However, this pattern captures direct 

contradictions between representations, which entails high reputational risks, 

distrust of the company and potential conflicts in the future. The pattern of 

«silencing» is also justified, especially for mass or typical construction. Since its 

essence is to create a unified, impersonal image that focuses on the residential 
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complex itself and its immediate surroundings, this provides significant savings on 

placement in media communication channels through the use of uniform templates 

and reduces communication risks potentially associated with representations of 

unique, but not controlled by developers, characteristics of the territory. However, 

this approach misses the opportunity to represent the true advantages of the location, 

which can also entail reputational risks. 

Thus, the semantic correspondence of the images of the area represented in 

communication of developers, local communities and the media helps to increase 

trust in the developer, strengthen his reputation capital and can serve as a predictive 

sign of end-user satisfaction. On the contrary, the revealed semantic discrepancies 

and the concealment of location characteristics act as indicators of social distances 

between different groups of actors. Consequently, the translation by developers of a 

unified or alien image of the territory reproduces the gap between institutional and 

everyday concepts of urban space. 

The analysis showed that in the communications of developers, the area where 

the project is being built often plays a secondary role compared to other 

characteristics reflected in the materials. In most of the projects considered, the 

image of the territory was created with a limited set of characteristics, which creates 

differences between the idealized advertising narrative and the real everyday 

experience of living, which is formed in the process of direct interaction of residents 

with the urban environment. 

Evaluation of the results. The main content of the work is presented in 5 

publications including in 3 publications included in the lists of journals C and D of 

the HSE University: 

1. Tikhonova I. Construction of Local Identity: Research Approaches // 

Communications. Media. Design. 2024. Vol. 9. № 2. P. 132–144; 

2. Tikhonova I., Kozhemyakin E. Representation of the Moscow districts in 

local internet communities on the VK social network // Vestnik of Moscow 

University. Series 10: Journalism. 2025. Vol. 50. № 2. P. 33–56; 
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3. Tikhonova I. Advertising and information materials about residential real 

estate as a tool of local identity representation // Information Society. 2025. № 5. P. 

74–80. 

Other publications: 

1. Tikhonova I. The role of stakeholders in the construction of territorial brand 

// Culture of the open city: territory branding: Materials of IX All-Russian (with 

international participation) scientific-practical conference, Yekaterinburg, 7–10 

November 2023. Ekaterinburg: Ekaterinburg Academy of Modern Art, 2024. P. 

285–290; 

2. Tikhonova I. Self-identification of district residents in local communities 

(on the example of groups of Moscow districts in social media) // Medialinguistics: 

Proceedings of the VIII International Scientific Conference, St. Petersburg, 26–29 

June 2024. St. Petersburg: Mediapapyr, 2024. P. 340–344. 

The main provisions of the thesis have been presented and discussed at 4 

scientific and scientific-practical conferences: 

1. All-Russian scientific conference «Cultural studies of the city: image, 

concept, text» (Arkhangelsk, 2023). Report: «Involvement of stakeholders in the 

promotion of the territory brand»; 

2. IX All-Russian (with international participation) scientific–practical 

conference «Culture of the Open City: Territory Branding» (Ekaterinburg, 2023). 

Report: «The Role of Stakeholders in the construction of territorial brand»; 

3. All-Russian (with international participation) scientific–practical 

conference of young researchers, postgraduates and students «Journalism, Mass 

Communications and Media: the view of young researchers» (Belgorod, 2024). 

Panel discussion: «Place branding: how to talk about the territory in its language»; 

4. VIII International Scientific Conference «Language in Mass Media 

Coordinates» (St. Petersburg, 2024). Report: «Self-identification of neighborhood 

residents in local communities (on the example of Moscow neighborhood groups in 

social media)»; 
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5.    Youth Scientific Conference «Metropolises III: Development and the 

New Crisis of Cities» (Tyumen, 2025). Presentation: Representation of Moscow 

districts in advertising and informational materials of development companies and 

residents' perception of locations: a comparative analysis. 

 

 


