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The phenomenon " to shareinformation” as modern communicative practice of social
media: social, psychological and rhetorical functions

Our research deals with a complete investigationes¥ a communicative practice of social
media, a practice of "share" or "exchange" of imfation within which 2 main logics of
manifestation are possible to allocate: emergeridadistinct objects which share or exchange,
expansion of this practice on those objects whidh'tlcontact earlier with a concept of "exchange”
or "share" and use of the word "share" without obj&he author also analyzes positive and
negative consequences of this phenomenon in smuiBpsychological contexts.

Keywords. communicative practices, social media, "share fofrimation”, social networks,
Web 2.0, Wayback Machine.

Social Media - this is ensemble of new forms ohjocommunication of
content producers with its customers, i.e. the rmmhpction of the final product by
the users themselves, when each reader / followeheo blog, for example, can
perform the following functions as a commentatoreporter, a photojournalist and
en editor of this service, and vice versa. Sociatliam as a set of online technology,
thus allow users to communicate with each othetha form of transmission of
views, experiences, knowledge, news, as well asophosideos and music, in
addition, they, in contrast to traditional medigpeal to belonging of a certain person
to some on-line or off-line community [1, p. 32]hi$ raises three important
properties of social media, which are simultaneoubkeir benefits. First, social
media are deinstitutionalized that enables usecsdate and modify content on your
own, and share it with other users [2, p. 27-34]t ke same time
deinstitutionalization is always partial, as the imanternet resources are
concentrated in the hands of a few big online p&y8]. Second, the consumer is
regarded as both a content producer and his digtribSo, Bruns [4] proposes to use

the term «produser», consisting of two English word«producer" and "user"”, to



emphasize the hybrid position of the user. Thiohmmunications in social media are
always interactive and networking ones, being tegpin both positive and negative
consequences. The firsts ones mean the ability remte numerous types of
communicative practices of "non-simultaneous compation of one-to-one", "
simultaneous communication of one-to-one", "nonuiameous communication of
one-to-many", "simultaneous communication of oneamy"”, “non-simultaneous
communication of many-to-many” and finally, "simatteous communication of
many-to-many"[1, p. 31]. The last ones are deteechiny user's inclusion in various
network resources, so Internet user becomes btittemial creator of products and
object of hidden or open commercial interests gflbternet companies.

On the one hand, considering the audience of laetarsers of social media in
terms of making them individually significant meags, values and goals of
communication, one should focus on some of possyplelogies. Thus, it is possible
to allocate [5; 6] the extremely active users: kiess», those who are in the learning
process and in the selection of their behaviohenretworks - «newbies», as well as
those who are certain "lurkers" of social medialog readers or social networks
visitors  without active participation or creatingur own content. Criteria for
differentiation of other well-known typologies, fexample, [7] are formed by the
axes of ‘"information versus information caution",instrumental versus
communicative orientation versus orientation taijog, to belonging".

On the other hand, researchers who consider Iritersers in terms of the
creation of economic values and costs, pay attentasuch commercial benefits of
social media as creating by users some speciaemband new technologies [8],
using of Internet-users to extend the mass audighfemarking out and examining
of the behavioral patterns of users for the purpmfsstudying the potential market
[10], and further study of the commercial sellifgersonal information contained in
the individual users' profiles [11].

Thereupon, an extremely interesting is to consiter phenomenon of
“information sharing”, that users and creators ofia media realize, we are

primarily talking about social networks, video sees, blog, in which we are



actively encouraged and motivated to "share inféiona in various ways:
innumerable sites have some sort of button or optim "share" that allows user to
drawing attention to his/her page, and this is joet for "status updating” or an
appeal "to tell what you're thinking," as it is &acebook, but also to share your
photos or video materials - on services like FlickouTube or Instagram.

The meaning of the word "share" significantly remdvn the context of the
contemporary Web 2.0 in comparison with the oripetgmology. So, English word
"share", ascending its origin to the 16th centamgant, first and foremost, "cut into
pieces" or "divide". In this sense, the action shdre" is one of the ways of
distribution and active practice, too. The secoreaning of the word is associated
with the concept of "making common" when, for exé&ngtudents share a room for
two people, living together in it, therefore thmom belongs to both of them, but
remains whole, despite being shared. The same loaicbe applied to abstract
concepts such as interests, fate, culture or lsediefthat the meaning of "separation”
Is substantially changed to its opposite - andisbarsomething, we actually join
ourselves with another or others in the common rstdeding and feeling. In the
today's computer language, this term, particul#dyEnglish version, also means
“joint possession and / or use of something" -ndbrmation, software, resources,
files, etc. The same 3 basic elements are preseémtdte French verb «partager»,
denoting the phenomenon of division, distributioexchange, reciprocity and
compatibility.

If we talk about the practice of "share" in todagceial media, it is possible to
allocate two basic logic of this practice: the egesice of fuzzy objects to share or to
exchange, the deployment of this practice to obj#tat have not previously been
associated with the concept of "exchange" or "sttimi " and the use of the word
share "without object". Data about these logice@iv communicative practices has
been collected through using of computer storaggram and due accessing to
archive social networking Wayback machine (See tbwai validity of the tool in
[12]).



The emergence of fuzzy objects that can be shaeshsnthat if the original
social video services positioned themselves asbése way to store, search, sort and
share your photos", as Flickr did or "easy to shaur video with family, friends or
colleagues” - YouTube called like this some 15rgemo, i.e. in 2005, a few years
later, in 2007, LiveJournal announces that it t&o you to expressing yourselves
and to sharing your lives or communicating witluyériends online." Today, almost
all social networks offer us "to share your worlttid "to share your life", whether
these are your thoughts, your photos, your vidgosy events. This rhetoric of
representing of your world and your life to othersans that you will automatically
cease to be in loneliness and isolation. You sheh#te your life as the notion that
my life is much different from yours is axiomatindaimplicit one, and it is assumed
that you may not know about my life if | do not sl& with you. [13]. In addition to
"share your life with others" - it is also a waykeep in today's society "weak social
ties," i.e., "keeping in touch"” makes it throughyamformation technology
intermediaries - e-mails, chats, Skype and moestiorg, thus, features to exchange
not only life, but also any technological relatibips.

Second logic provides the ability to share andammunicate without explicit
exchange objects. The appearance of a button op&on to "share" automatically
widens the scope of this concept. Perhaps the stiking example can be the first
page of Facebook, which describes itself as "aatoesource that connects people
with friends and those who study, work or live e theighborhood." And as soon as
we are called to "come in and talk about what wethinking, where we are, what
we are feeling, and to share our photos and vidéosl all of this means to use only
one button "publish" or "share".

Thus, we can talk about the rhetorical power ofthenomenon of "share" and
"share information", which carries a positive cotation of equality, selflessness and
provides information as appropriate mode of commration between partners, when
you really care about your friends, telling themmsthing really serious and

important, which is associated with positive sooiétionships.



At the same time, we can not ignore the mystif@attomponent of "positive
exchange." Critical analysis of the practice ofigloigcetworks could cover, in the first
place, the use of the free labor of people to cauytasks for which the company
would have to pay the money. [14] For example, Baok has the ability to make
money without asking directly that its users perfed tasks for Facebook, as well as
by aggregating and selling data, producing throungéraction of participants with
each other within and through the button "I like" iAlso, the mechanism of
mystification includes a method in which the redaship of Facebook with its
advertisers are described in terms of informatetchange, when this network seeks
to convince people that "we do not share infornmatiave receive about you with
others, unless we have received your permissiomteality, we deal with the selling
to advertisers of certain data, masked as an egeh&towever, Facebook - is not the
only Internet Company that uses the informatiorch@nge for commercial purposes.
So, the new Google privacy policy by March 2012udes the statement: "We will
share personal information with companies, orgdioza or individuals outside of
Google, when we have your consent to do so." TWasshould realize that whenever
we "share" something online, we create the datardp@esent the "hard" currency
commercial organizations in Web 2.0.

In conclusion, | would like to highlight some ofetlsocial and psychological
reasons of the popularity of "information’ exchahghenomenon, the popularity of
the communicative practice "to share and go aloityy"wn social media. Thus,
according to recent foreign studies [15], Ipsos badcluded that people tend to
share information to: sharing interesting thing&d%®9, sharing important things
(43%), sharing funny things (43%), showing who ytheare really (37%),
recommending a product, a service, a movie, a betik, (30%), supporting the
business, organization or beliefs (29%) sharingutiigue things (26%), showing to
others what they are doing or were doing (22%)i@pating in conversation (20%),

showing that they are in the know (10%).



Telling about the reasons for "posting” or "repagtiinformation, the users of
social networks often referred to the following sne

1. To share valuable or entertaining content witiche other. 49% of
respondents believe that sharing of media allowegn to keep each other informed
about interesting products, ideas and thoughts thay care, or provide an

opportunity to change the view or to encourage @#cér to do certain actions.

2. To show themselves to others. 68% of respondsated that they shared
content, to give others a better understandinglaf they were and what they cared
about in the first place.

3. To establish and to maintain relationships. @%espondents stated that
they shared information on the Internet, becausélatved them to being keeping in

touch with people with whom they could not commaitécotherwise.

4. In order to self-realization. 69% said that thexchanged information,

because it made them feel themselves more invatvdde world around them.

5. In order to obtain advice or assistance to wesekciting problem. 84% of
respondents do repost, to get help in any situatioto inform of problems to be

solved.

So, this short study is a certain introductiont fv@cedes more large study of
new communicative practices of social media thaulcohelp expand the
understanding of new communicative users' pragticedifferent linguistic and
socio-cultural context and would allow to make sesi conclusions about the
formation of new social relations in media-centlei@ object-centered society.
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DeHOMEH «MOALTUTHCS iHpopMaNi€l0» K Cy4aCHA KOMYHIKATUBHA MPAKTHKA COLIAJIbHUX
Mejia: comiajibHi, MCUXOJIOTIYHI i puTOpuYHi QyHKILiT
Pesrome

lonoBHa imes, sIKWW TMPUCBAYCHE HAIIE JOCHI[DKCHHS — 1€ BCEOIYHMI aHami3 HOBOI
KOMYHIKaTHBHOI TMPAKTUKHA COINIAJIbHUX MeJia, MPAaKTHUKUA «PO3IMOBCIOKCHHSI» ab0 «oOMIHy»
iHpopMalli€ro, y paMkKax SKOi MOXKJIMBO BHJIUIATA 2 OCHOBHI JIOTIKM TPOSBY. TMOSBA HEUITKUX
00'€KTIB, IKUMH JUIATHCS 00 OOMIHIOIOTHCS, PO3TOPTAHHS II€1 MPAKTHKHU HA Ti 00'€KTH, 5K paHiIie
HE 3B'I3yBaJUCS 3 TOHATTAM <«OOMiHY» a00 <PO3MOBCIO/DKEHHS» 1 BHUKOPHCTaHHS CJIOBa
«IOMITUTUCA» 0e3 00'ekTa. ABTOpP TaKOXX aHaII3ye€ TMO3WTHMBHI W HETaTWBHI HACTIIKH JaHOTO
(dbeHoMeHa B COIlialbHOMY 1 TICUXOJIOTTYHOMY KOHTEKCTaX.

Kiro4oBi ci10Ba: KOMyHIKaTHBHI MPAKTUKH, COLIANbHI Meia, «IUTMTHCS 1H(OpMAIi€e»,
couianbHi Mepexi, Web 2.0, Wayback machine.
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DeHOMEH «IOAeJUTHCS MH(pOpMaNUei» KaK COBpeMEHHAasi KOMMYHMKATHBHAA NMPAKTUKA
COLAJIbHBIX MeHA. COUMAJIbHBIE, ICUX0J0TNYeCKe U PUTOPUYeCcKHe (PYHKIHHT
Pesrome

I'maBHast uaesi, KOTOPOW MOCBSIIEHO HAallle UCCIEA0BAaHIE —3TO BCECTOPOHHEE PACMOTPEHUE
HOBOW KOMMYHUKATHBHOM TMPAKTUKH COLIMATIBHBIX MEIua, MPAKTHUKU <«IENEHUsS» WIH «OOMeHa»
uH(popMalvel, B paMkKax KOTOpPOW BO3MOKHO BBIACIUTH 2 OCHOBHBIE JIOTUKH IPOSBIICHUS:
MOSIBJICHHE HEYETKUX OOBEKTOB, KOTOPBIMU MACINATCS WM OOMEHUBAIOTCS, Pa3BEPThIBAHHE ITOU
MPAKTUKU HA T€ 00BEKTHI, KOTOPBIC paHEe HE CBSA3BIBAINCH C MOHATHEM «OOMEHA» WIIH «IEICHUSI»
U HCIOJIb30BaHUE CJIOBA <TIOJENUTHCA» 0e3 00bekTa. ABTOp TaKkKe aHAIM3UPYET MO3UTUBHBIE U
HEraTHUBHBIE MOCIE/ICTBUS JAaHHOTO (JeHOMEHA B COIIMAIbHOM M IICUXO0JOTHYECKOM KOHTEKCTaX.

KiroueBble ¢Jji0Ba: KOMMYHHKATHUBHBIE TPAKTUKH, COIMAIBHBIE MeEIHa, <ICJICHHE

uHpopManuein», COLIMAJIbHBIE cerw, Web 2.0, Wayback machine.



