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Llens naHHOW CTaTbu — aHAJIM3 HOBOCTHBIX BO3MOKHOCTEH HEKOTOPBIX COLMATBHBIX ceTed (Brow-
makme, Facebook, Twitter) u cnenuduku NpUCyTCTBHS B HHUX BEAyLIMX OTCYCCTBEHHBIX M 3apYOCIHHBIX
CMU. Takoro poja aHaTU3 WHTEPECEH MPEXKIIE BCETO C TOYKH 3PEHHUs MOHMCKa Hanboee 3QPpeKTuBHON MO-
JIeNT paclpoCTPaHEHUsI HOBOCTEH B COLMAIBHBIX CETSIX C oOecreueHreM MNOBbIIEeHUs 3 (HeKTUBHOCTH 00-
patHO# cBs3u aymutopunn co CMU. C »Toif menpro m3ydaercss crenupuka KPYMHEUIIUX COLCeTer
(Facebook, Twitter, Bxonmaxme). C onopoii Ha 00bEKTHBHbBIE CTATHCTHYSCKHE JaHHBIC HCCIIEAYIOTCS MMO3H-
MU B OTHX CETSAX Hambollee YCIEIMHBIX 0TeueCTBeHHBIX (PHK, Bedomocmu, H3zeecmus) u 3apyOeKHBIX OH-
naitnoBerx CMHU (USA Today, The Wall Street Journal, New York Times).
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The aim of the research is to analyse the social networks (Vkontakte, Facebook and Twitter) in the
aspect of news dissemination and the specificity of presence of leading national and foreign media. This
analysis is interesting above all as a possibility of exploration of the most effective model for news dissemi-
nation in the social networks together with growing effectiveness of the media audience feedback. For this
purpose the article observes the specificity of the biggest social networks (Facebook, Twitter, and Vkon-
takte). Based on statistics the positions of the most successful Russian (RBK, Vedomosti, Izvestia) and for-
eign (USA Today, The Wall Street Journal, New York Times) news media at these networks are investigated.
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