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The article deals with the importance of the phenomenon of trust in the labor relations in times of the
information society, and its correlation with the content of corporate newspapers, targeting the internal
audience. Challenges that are typical for the functioning of this kind of media in the atmosphere of mistrust
are described. Outcomes of the investigation of the content model of the affiliated companies of «Gazprom»
corporate press are reported.

Key words: trust, corporate mass-media, corporate culture, labor relations, manipulation, economic
culture.
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Brand is a formed predisposition to react in a particular way to certain goods, having emerged as a
result of reflection in one’s consciousness, in return to various marketing and social influences.
Transformation from trade mark to brand in the consumer’s consciousness takes place through the process
of forming a social attitude, and there also comes to light the resemblance of brand in its structure and
functional belonging to the concept of attitude.

Key words: brand, attitude.
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