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Today in the Russian society there is no formed and successfully reproduced from of a generation to
generation unifying national idea. Such an idea would help the young generation to lay the foundation of
values for both the individual and social groups, as well as to orient and give stability to the ever-changing
political and socio-economic conditions. One of the mechanisms for ideas into the mass’s penetration and
creation of appropriate values is cultivation of opinion leaders who are able to convey and spread this or
that idea in their social environment. To date, there is a high need in the Russian society in training and
selection of successful leaders. A special role is being given to the development of youthful leaders, since
it is the youth that shapes the future of the country, its social and economic development. Therefore, it
is extremely important to define systemic approaches to the training of conscious and progressive youth
leaders.

Young people are involved in all spheres of Russian society. However, young leaders do not initiate and
implement projects on a state level. The main purpose of this work is to study the characteristics and values
of contemporary Russian youth, as well as to understanding the possibilities of a systemic creation of youth
leaders in Russian society. The urgency of the problem is also due to the fact that young people today make
up 21.5% of the able-bodied population of Russia, who in the near future will be the driving force of the
country. Youth as a socially-economically active group in itself is a strategic advantage for the state.

Youth is a socio-demographic group, allocated on the basis of age characteristics, social status and
characterized by specific interests and values. [1] Due to the collapse of the country, in a short period of
time, the interests and values of the younger generation have changed dramatically. In the 90s, in a difficult
period of survival, the country’s leadership had priorities other than youth policies. Today the situation has
changed dramatically. There is a need for young leaders who have to be identified and educated. Modern
youth policies in the Russian Federation are formed and implemented at the federal, regional and municipal
levels. Within the framework of this policy, a number of principles are implemented [2]
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— the state is responsible for observing the interests of young people;

— young people, in turn, are responsible for the implementation of their constitutional rights and
duties in the spheres of state and public life;

—  support of youth associations is provided;

— there is a development of public-private partnership and interaction with social institutions of the
society;

—  state provides the basic volume of services with the help of which young people can develop in
various spheres of society.

The main goal of the youth policy of the Russian Federation is to create such conditions so that young
people have the opportunity to fulfil themselves, to discover their potential and further integration into
society. According to Rosstat, the share of youth in the total population of the Russian Federation for 2016
is 31.5 million people. (21.5%). [3] More than half of the youth, namely 55%, have a job. At the same time,
82% of people in the 25-29 age group work, and 52% of people in the 20-24 age group are employed. Of
the adolescents (14-19 years old), only 6% were able to find a job.

Age structure of Russian young people,
%

= 14-17 years
= 18-22 years
m 23-27 years
= 28-30 years

Graph 1. Age structure of Russian young people

Young men show to be more eager to work than young women: at the age of 20-24 years 65% of men
and 52% of women work or are looking for employment. And at the age of 25-29 years, 95% of men and
80% of women belonging to the labor force work or want to do so. 97% of youth work for hire, and only
3% of young people started their own business. Below is a rating of economic regions by the number of
young people employed in them (20-29 years). [4]

Youth in the sectors of economy of the Russian Federation ( % )

Production and distribution of electricity, gas and water e 5 1%
Health and social services 15,5%
Agriculture, hunting and forestry S 15,8%
Education e 16,0%
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Manufacturing EEEEEEEE——————— 20, 7%
Transport and communications S 21,5%
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Other community, social, personal and other services T 23 7%
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Public administration and military security; social insurance S ———————————— 76,2%
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Graph 2. Youth in the sectors of the Russian Federation (%)
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About 430 thousand foreigners aged 18-29 years have a permit for work in Russia. This is 41% of
all visitors working in Russia. 25% of Russians who leave the country for the earnings are young people
aged 15-29. On average, out of every 10 000 young people eight leave for another country in search of
employment. [5] From the data given above, it can be noted that only 3% of the working youth have
started their own business. This data indirectly indicates the unwillingness of the youth to take risks,
bear responsibility and take the initiative in their own entrepreneurship, i.e. to manifest as a leader. The
main distinguishing feature of a young leader from a mature one is the approach to making decisions.
Unlike experienced leaders who make decisions based on systematic analysis and rational justifications,
the youth leader often makes decisions based on his emotional state. Nevertheless, it is impossible to deny
the benefits of youth associated with energy, the desire for independence and creativity.

The main functions of the youth leader include [6]:

1. Organizational function that allows the leader to form a circle of followers around him;

2. Planning function (strategic) expressed in the fact that it is the leader who sets goals and objectives
for his followers and determines the desired state of the youth group;

3. Information function (communication) which allows the youth leader to control the flow of
information and communications in the group, and also to direct them to achieve goals;

4. Motivational function that provides the youth leader with the tools to achieve goals;

5. Control function that ensures execution of the leader’s orders and also allows solving the emerging
conflicts in the youth group.

The question of creation of a leader and his values is most often studied in an adult and formed collective,
usually in a business environment, while youth leadership is equally important. Youth leadership in the
Russian Federation is still an acute, open and little studied issue.

An active study of the phenomenon of leadership began in the late XIX century. To date, models and
concepts have been formed that consider the mutual influence of the leader and his followers in a particular
situation. Many definitions of the concept of “leadership” were presented by Foreign and Russian scientists,
but a single formulation that could be adopted in the scientific world for this phenomenon is not established.
Nevertheless, it all boils down to a common understanding of leadership as “attempts to use non-coercive
forms of influence to motivate individuals to achieve a specific goal.” [ 7] In the rapidly changing economic,
political and social environments, two approaches are best applicable for Russian youth leadership: the
classical concept of imitation by G. Tard (1903) and the modern theory of transformational leadership
by B.M. Bass (1976). According to the concept of imitation of G. Tard, the source of the progress of
society are the discoveries made by enterprising and unique personalities (leaders), imitated by followers
not capable of creativity. The process of new idea into the masses penetration according to G.Tardu is as
follows: the leader-innovator struggles with the inertia of the crowd — the crowd is fond of innovation
— the crowd obediently follows the leader, imitating him. Social progress happens due to the leaders-
inventors overcoming the inertness of the crowd. [8] In accordance with the theory of transformational
leadership of BM Bass, the leader in some situations can change the views and behavior of followers, i.e.
the leader is a transforming agent.

—  Transformational leadership is universal. It is inherent in different cultures and does not differentiate
by the gender of the leader, the type of organization, organizational levels.

—  Transformational leaders inspire their followers, encouraging them to go beyond their own
interests, helping them realize the importance of the tasks set and achieving higher goals.

—  Transformational leaders demonstrate charisma, inspire, provide intellectual stimulation, offer a
personal approach. [9]

Considering the problem of youth leadership in Russia, it is impossible not to touch upon the system of
value orientations which determine the content side of the personality and serve as the basis for the creation
of a life strategy, including the line of professional development. These values act as the foundation of youth
leadership and leaders are the guides of values in society and contribute to the sustainable development
of the entire social system. In this paper, an attempt is made to study the value orientations of Russian
youth. Also within the framework of this work, the authors have studied metaprograms of Russian youth.
Metaprograms are the peculiarities of a person’s way of thinking, which are formed throughout his life
and determine his behavior. [10] These are unconscious settings that pre-select and sort the information
provided to the consciousness. The table below shows the main metaprograms with their characteristics.
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Table 1
Types of metaprograms

Metaprogram «proactive/reflective»
The way of responding to the situation is an The way of responding to the situation is a reflec-
activity (action). Proactive people initiate actions them- | tion. Reflective people are looking for guidance.
selves.

Metaprogram «internal/external reference»

The source of responsibility is internal. The The source of responsibility is external. The basis

basis for decision-making is own opinion. for decision-making is the opinions of others.
Metaprogram «striving/avoidancey

Such people keep the focus on the goal/ there In the first place, people see difficulties and prob-
is a striving to achieve. For such people, it is difficult|lem. It’s hard to see the goal. Motivation of result achieve-
to determine the problem. Motivation of result achieve- | ment is an orientation to avoidance of failure.
ment is an orientation for success.

Metaprogram «process/possibility»

Process-oriented people support perfectly if People of possibilities may well create, establish
they have the specified settings and regulations, the |rules and procedures. The priority is relations. Answer the
performance of the system. The priority is the content. | questions:» Why?».

They answer the questions: «How?».
Metaprogram «global/specific scale of perceptiony

The generalization level of information is The generalization level of information is specif-
global. People with a global scale of thinking use ab-|ic. People with a specific scale of thinking can clearly see
stract examples and large frame if we speak about the | the relationship between steps of the project, small com-
aims and objectives. They «paint a picturey. ponents.

Metaprogram «tradition/innovationy

It is difficult to accept any changes. Attitudes Such people enthusiastically accept the change

towards change are often negative. and innovation. Attitudes towards change is positive.

It is important to note that there are no good or bad metaprograms. Understanding and taking into account the
characteristics and values of a person can more accurately motivate him to one or another type of activity. Speaking
of youth leadership, a portrait of the individual with the necessary meta-programs (they are highlighted in the table
with color) is definitely formed for his successful functioning as a youth leader. Thus, the cultivation of youth leaders
with certain metaprograms, capable of broadcasting value orientations to the entire youth audience, will contribute to
the sustainability of Russian society in the future.

In spring of 2018, a large-scale study was conducted on the basis of the marketing department of the Russian
Peoples’ Friendship University, covering about 4000 respondents aged 13 to 30 years. The main purpose of the
study was to identify the personal characteristics and topical values of contemporary Russian youth, as well as the
willingness to take on leader roles and bring real benefits to Russia. The perception of the young generation of Russians
by their peers from other countries was also assessed. Within the framework of the research, two questionnaires were
developed — for Russian and for foreign youth audiences. In this part of the study 3367 respondents from the Russian
Federation (40.4% young men, 59.6% young women) took part, among them 13-18 (24.8%), 19-24 (66.6%), 30
(8.6%) years old. The majority of respondents were from Moscow and Moscow region (72.6%), the rest from other
territorial subjects of the Russian Federation (27.4%). The key direction in the questionnaire was the identification of
personal and behavioral characteristics of Russian youth. [11]

For the question “Do you consider yourself a leader?” the majority of the respondents answered, “Most likely yes”
(46.6%). The answer “Definitely yes” was chosen by only 18.2% of the respondents.

Do you consider yourself a leader?

difficult to answer DT 12,1%
definitely Not D 3,4%
probably Not S 19, 7%
probably Yes D 16,696

definitely Yes eeessssssseseee————————— 18,2%
0,0% 5,0% 10,0%  15,0%  20,0%  25,0%  30,0% 350% 40,0%  450%  50,0%

Graph 3. “Do you consider yourself a leader?”
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This suggests that only a fifth of the youth audience engages in any kind of leadership activity. An
encouraging factor is the potential readiness for situational leadership of the majority of respondents.
The main qualities that young respondents were proud of benevolence (74%), responsiveness (61%),
dedication (49%), taking responsibility (33%). Among the characteristics that young respondents would
like to get rid of, laziness takes the leading position (87%), followed by coarseness (69%), uncertainty
(53%), short temper (56%) and fear (32%). At the same time, young respondents believe that the ability to
take responsibility and self-confidence are among the most important features of a leader. The distribution
of key personal characteristics of a leader through the eyes of modern Russian youth is presented below.

Important characteristics of a leader ( % responses)

aldosterone
creativity o 3
initiative e 5
charisma I 9
punctuality = 3
self-motivation I 2
trust oo
moral principles D 3
flexibility ——— 2
intelligence EEETEEEEEEE————————
will S 3
ability towork in team T 12
stress SEEEEE————————— 7
confidence EETTETETEEEEEEEEEEEESEEE——————— 15
responsibility 20

6

Graph 4. Important characteristics of a leader (% responses)

Investigating the metaprogram “proactivity - reflection” revealed that 72.3% of the young people
surveyed at first carefully think before acting. Only 27.7% consider themselves to be proactive individuals.
The results of analysis of the meta-program of the “internal-external” locus of control are presented below.
Only 10% of respondents state with certainty that the spheres of life are under their control.

All areas of Your life are under control?

difficul to answer  — ——— £ %
definitely Mot m——— 7 1%
robabohy TN O — 5, 1%
[ oy Y 1 B3
definitely Yes s 10,0%

0,0% 5,0% 10,00 15,0% 20,00 25,00 30,0% 35,0% 40, 0% 45,0% 50,0%

oe S 100 15000  A0e 500 o005

Graph 5. “Are all areas of your life under control?”

The results of the research of the metaprogram “innovations-traditions” can be considered as optimistic.
64.3% gladly accept and try to immediately introduce new products into their lives; 30.2% accept
innovations unless the introduction brings about cardinal changes; and 5.5% do not like the new things,
prefer to keep to traditions. This indicator is typical for the youth socio-demographic audience as a whole.
Exploring the value guidelines by M.Rokich [12] the following results were obtained for the question
“Choose the 3 most desired states that you would like to receive in life”. The psychological well-being
of one’s own and one’s family seem to the Russian youth audience as the most valuable desired features.
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The desired state in life (% responses)

wisdom eeeeeeeeee—————————
true friendship T G
social recognition S 7
self-esteem Eo———— 3
pleasure EEEE———— 2
national security o 1
mature love e g
inner harmony EEEEEEEEEEESSS—————————— 7
happiness 13
freedom Ee————————-—————
family safety - 2
equality m—— ]
life in beauty D——— 2
lifa in the peace — s 4
success IS
fascinating life . 11

comfortable [ife D — 11

0 2 4 5] 8 10 12 14

Graph 6. The desired state in life (%)

Only 1% of respondents connect their values with national security. This low indicator is fixed by the
answer to the question “Do you consider it important to be of benefit the Russian Federation?””: 23,2% say
that they could definitely be of benefit to the country, this is one of the meanings of life; 63.3% are ready if
the circumstances develop; 13.5% believe that nothing depends on their efforts. Also, 47.0% of respondents
say that the principles on which they rely in life are of high value for them; for 17.2%, the status and image
that is formed when interacting with others are valuable; and 35.8% consider the activities carried out to be
extremely important. Success and recognition at a young age (under 35 years old) would be achieved by
62.9% of respondents; 11.8% see themselves held after 35 years; For 25.3% of young people, this social
parameter is of no value. Arguing about the ideal image of Russian youth, young respondents themselves

distinguish the following characteristics (see below).

The main features of the ideal image of the Russian vouth:
the opinion of Russian youth
(% of answers)

freedom o 2
communication skills o 3
style, beauty, charisma S 3
optimism  eeee—————
creativity Eee————— 7
professionalism H
strength, willpower, leadership s 5
respect for elders EETEEEEE———————— g
self-development 9
responsibility 10
hard work I ]2
honesty, reliability 12
patriatism 132

activity, initiative 16
a healthy lifestyle 17
education DT 7
intelligence, advanced thinking I | 20
dedication a2
kindness, compassion 22
moral values e

Graph 7. The main features of the ideal image of the Russian youth:
the opinion of Russian youth (% of answers)
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Most respondents consider it important to raise the cultural and moral image of Russians and the level
of interpersonal interaction. Development of the leadership potential and leadership skills in the youth
environment is represented by the following methods: teamwork (72%), self-education (52%), leadership
training (39%), initiative projects (21%).

465 foreign respondents aged 13 to 30 also participated in this study (50.5% men, 49.5% women).
Geographic coverage is represented practically by all regions of the world, but the majority of respondents
were from the Asian region (47%) and Eastern Europe (30%). The main emphasis in the survey is the
identification of personal and behavioral characteristics of Russian youth. [13]

Regions of the research Age of the foreign respondents

\

u Asia
u 13-18 years
u 19-24 years
u25-30 years

= The Middle East
= Africa

= Eastern Europe

u Western Europe

u Latin America

Graph 8. Age of the foreign respondents Graph 9. Regions of the research

It should be noted that the representation of Russian youth by the foreign youth community is rather
negative (57%). Most of the foreign respondents highlight rudeness and hostility toward foreigners, an
unhealthy lifestyle typical for young Russians, as well as the unpopular behavior of the “golden youth.”
Among the positive characteristics (24%) foreigners singled out freedom and positivity, erudition and
education (information-technologically advanced youth contingent as a separate segment) and creativity.
The main neutral characteristics (19%) include style and external attributes, subcultures and students as a
social stratum.

Picture of Russian youth according to
foreigners (%)

Graph 10. Picture of Russian youth according to foreigners

As well as Russian respondents’ young people from foreign countries were asked about the ideal image
of Russian youth. Most of the characteristics coincided, but for the foreign audience the interpersonal
aspect (kindness, responsiveness to foreign representatives) deserves more attention, as well as an increase
in the general level of education and intelligence (the cultural and intellectual aspects).
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The main features of the ideal image of the Russian
youth:
the opinion of foreign youth
(% of answers)
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Graph 11. The main features of the ideal image of the Russian youth:
the opinion of foreign youth (% of answers)

The results showed differences in the perception of the current state of Russian youth: the attitude of
foreigners is rather negative while Russians look at themselves more optimistically. Not the last role in
this issue is played by the established stereotypes and the image of Russians formed through the media. A
conscious approach to developing leadership potential is shown by only 18% of young Russians, which
is a low indicator. Leadership for Russian youth is not considered a valuable orientation or a significant
direction of self-fulfillment. The metaprograms of a leader are demonstrated by only 10% of the respondents
among young Russians. Regarding the ideal image of Russian youth, both groups of respondents showed
similar results. Enhancing the cultural and moral image and intellectual qualities of Russian youth is the
main vector of the transformation of the youth image.

The authors deem the main problem that was identified by the study is the low rate of young Russians
with leadership metaprograms. The majority of respondents (both Russian and foreign) stated they would
like to improve the cultural and moral component of the image of Russian youth, but this direction of
development will not lead to an increase in the percentage of youth leaders. The key socio-psychological
indicator determining the development of youth leadership is proactivity. This metaprogram is formed in
only 28% of young Russians. At the same time, laziness (87%) is a barrier to self-development, including
leadership skills. Thus it is necessary to work on reducing the rate of laziness and increasing proactivity
among young people. The development of a motivational program on a state level will contribute to the
solution of this task. To date in the state level there are programs for the selection and development of
youth leaders as part of the development of youth policy, but this work can’t be considered systematic and
thorough. Experts highlight the difficulties in training young leaders who are able to form and implement
innovative projects on a state level [14]:

- Differences in the conceptual apparatus of stakeholders, which is the reason for professional
and functional differences in the innovation sphere.

- Lack of infrastructure for training young innovative leaders as a unified training system.

- Different levels of training in the school system of the city and village, which is the reason for
the gap between the preparation levels of applicants in educational institutions.

- Lack of competent teachers and business coaches who can qualitatively train young innovative
leaders.

The problems will remain unresolved if youth leadership as a phenomenon does not become a key value
among the younger generation. It is necessary to popularize youth leadership in the Russian Federation.
For this, the authors of the article propose an approach based on branding. Branding of goods, companies,
personalities and territories is becoming increasingly popular due to direct dependence on the created
competitive advantages. Everything that is a brand stands out in the mind as of greater value, loyalty
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is increased and additional value is created. From the marketing point of view, the brand is defined as a
set of emotional links between the brand and the consumer, assuming a certain set of knowledge about
the product, influencing the consumer’s decision to use or refuse this product [15]. With regard to the
development of a youth leadership brand with a set of value orientations and leadership metaprograms,
branding technologies are also applicable.

To build a brand of youth leadership, it is necessary to:

—  Find values, characteristics and attributes associated with the brand of youth leadership;

—  Identify the brand identity of youth leadership;

—  Transform identity into a materialized proposal for youth target audience in form of services,
products, etc.

Much is being said about the problems of youth in the Russian media. However, very little attention is
paid to the strengths of youth policy and achievements in this area. Highlights and popularization of young
heroes, their success stories and achievements can become the basis for the youth leadership brand. As for
the external stimuli that will form the values of a youth leader in Russian society on state level, heroization
of the youth representatives and creation in the minds of the younger generation of an image of a proactive,
tradition-respecting and capable of introducing innovations can be done. To express and position the youth
leadership brand it is necessary to use visual-audial-kinesthetic means, and the characteristics have to be
broadcast through information and communication channels. The choice of channels for promoting the
brand of youth leadership needs to be assessed through the willingness of target groups to make decisions,
the specifics of their behavior and the degree of impact of these channels. Creation of a strong sustainable
youth leadership brand in the minds of the Russian and foreign communities will allow to successfully
solve complex tasks on state level and ensure stability in the long term.

At present the state, business and other social groups are interested in youth leaders who can promote
innovative ideas and are able to implement large-scale projects. However, studies conducted in the field of
youth leadership have shown that around 20% of respondents are potentially ready to fulfil their leadership
potential, which is extremely inadequate for solving the problems of modern Russian society development.
To develop personal and behavioral leadership characteristics young Russians need to put in place proper
value orientations and metaprograms that can in the future reveal the leadership potential from within. At
the same time, systemic work to popularize youth leadership in Russian society is extremely important. The
basis for this work should lie in branding technologies. The external trend of youth leadership popularity
will motivate the creation of personality-behavioral characteristics of Russian youth, which in turn will
support the brand of youth leadership. Thus, a mutually directed action to form youth leaders will ensure a
steady influx of innovative ideas and create an attractive image in the world community.
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2 Peceil xanvixmap 0ocmulebl yHueepcumeni, Mackey, Peceii @edepayusicol

Peceii sxacTapbIHbIH KOII0ACIIBLIBIK dJIeyeTi:
IIIKi 7K9He CBIPTKBI KO3Kapac

Annoranusi. Makanana Peceit ®enepannsicblHga jkactap KemOacHIBUIBIFBIH JaMBITY/ABIH HETi3ri Tociinepi
KapacThIpbuIabl. KemoacuibuIbIKTEIH TEOPHSUIBIK HETi3epiHiH TYKBIPHIMAAMAIBIK Yiriiepi 3eprreneni. Peceit
JKacTapbhlHBIH Ka3ipri oJeyMeTTIK-dKOHOMHKAJBIK JKarJaibl TangaHanbl. Pecell KacTapbIHBIH KeIIOACIIBIIBIK
QJICYeTIH 3epTTEY/iH HOTMKeNepi YCHIHBULABL. KemoaclbuiblK oJIeyeTTiH JaMyblHa BIKNAI €TETiH TYJIFalbIK
cHUraTTamalap/blH, KYHIBUIBIKTapAbIH KoHE MeTa-0araapiaManap/ipH TajljayblHa epeKiie Ha3ap aynapbliaasl. [oki
(>kac pecelmiKkTep/IiH ©37epiH Oaraiaybl) )K9HE ChIPTKBI (IIETEJIIKTep peceiniK KacTap/bl Kajail Kkepe/i) Ke3Kkapac
Oepineni. ABropiap OpeHauHT Herizinae PO skacTapbIHBIH KOIIOACHIBIIBIK 9JICyETIH JaMBITYFa KO3Kapac YCHIHIBI.

Tyiiin ce3nep. Kembacmbuiblk, jxacrtap KeIIOACIIBICHI, JKac YpIaK, KYHIBUIBIKTAp, KeIIOACIIbIHBIH
cunarramanapsl, Peceii dexepanusicel, aieyer, 3epTreyliep, OpeHIuHT.

O.A.Bacuabesa', 1.0.SImnoasckasn’, .M. Typycun®
'Tocyoapcmeennvlii ynueepcumem ynpasnenus, Mockea, Poccuiickas ®edepayus
% Poccutickuil ynusepcumem opyscowl Hapooos, Mockea, Poccutickas @edepayus

JInpepckuii NOTEHIUA POCCHIICKOI MOJIOIEKU: B3I U3HYTPH H CHAPY:KH

AHHoOTanusa. B craThe paccMaTpUBarOTCAd OCHOBHBIE HMOJXOJbl K Pa3BUTUIO MOJIOAEKHOIO JuiaepcTsa B PO.
M3ydeHbl KOHIENTyalbHbIE MOJEIN TEOPETUUECKUX OCHOB IHAepcTBa. IIpoaHanu3upoBaHO TEKyIEe COLUAIbHO-
SKOHOMHUYECKOE MOJIOXKEHHE POCCUNCKOM Mononexu. [IpencTaBieHsl pe3ylbTaThl UCCIEAOBAaHUS JHUAEPCKOIO
MOTEHIMaJa poccHiickoi Mosoexu. Oco0oe BHUMaHHE Y/IEIEeHO aHAN3Y JIMYHOCTHBIX XapaKTePHCTHK, IIEHHOCTEH
W METanporpamMmm, 00ycIaBIMBaIOIINX PAa3BUTHE JIMJEPCKOT0 MOTeHIMaa. JJaH B3y M3HYTpH (OLIEHKa MOJIOIBIMHU
poccusiHaMu caMux ce0s) M B3IV CHApyKH (Kak BHAAT POCCHIICKYIO MOJIOJICKb HHOCTPAHIbI). ABTOpaMu
MPEeATI0KEH ITOX0/] K Pa3BUTHIO JMJEPCKOT0 MOTeHIIMaa Mojoaexxu PD Ha ocHoBe OpeHuHTa.

KiroueBnie cnoBa. JIungepcTBo, MOJIOJEKHBIN TUAEP, MOJIOAOE NOKOIEHUE, IIEHHOCTH, XapaKTEpUCTUKHU JIUAEPa,
MeTtanporpammsl, Poccuiickas ®enepariuist, HOTEHIMAN, HCCIICI0BAHMs, OPSHANHT.
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