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of foreigners about Russia. The results of the research among the surveyed participants 

are given. 
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ГЕТЕРОСТЕРЕОТИПЫ О РОССИИ 

 

Аннотация: Статья посвящена исследованию природы образования 

стереотипов как форме социального познания. Особое внимание уделено 

стереотипам иностранцев о России. Приведены результаты исследования 

среди опрощенных участников. 
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Everyone has a set of sustainable visions of other individuals, peoples, nations 

that have evolved through the long process of cross-cultural communication based on 

extensive information. As a rule, such notions are formed at the level of domestic 

consciousness. The system of social stereotypes of the bearers of a culture reflects the 

peculiarities of national character. 

Stereotype is an image of perception based on background experience of social 

communication which is adopted in a historical community. It is a filtration and 

interpretation of information when recognizing the world. [1] 

«Ethnic identification and ethnic stereotypes have always been in the scope of 

interest of social scientists. Stored beliefs about characteristics associated with social 

category membership are typically referred to as stereotypes. People have a rich variety 

of beliefs about typical members of groups including beliefs about traits od character 

and behaviour, and beliefs about values of a typical group member». [2] 

«If an individual activates representations of a group to which he/she belongs, 

there is an instance of autostereotype. Heterostereotype refers to the representation of 

a group by non-members». [3] 

In this article heterostereotypes of other cultural carriers concerning Russia, its 

citizens, related events and objects were considered. 

For this study, 25 people aged 16 to 55 years from 15 countries were interviewed. 

Approximately 40 per cent of those who were interviewed had visited Russia, and 100 

per cent of them had Russian friends or acquaintances. Opinions were collected from 

social media dialogues in the time interval between November 28 and November 30, 

2019. During this time period, as well as in the course of the survey, there were no 

politically engaged events on the world stage that could influence the opinions of 

participants. 

Judging by results of the conducted research, it is possible to make a conclusion 

that as a whole people have very negative attitude to Russia and its inhabitants. 

However, it is possible to deduce a pattern that inhabitants of the western countries 
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spoke about Russia much more negatively, than inhabitants of the CIS and the countries 

of the Near abroad. For example, the most negative were stereotypes expressed by the 

residents of USA, and the most positive - by the residents of Kazakhstan, which is 

conditioned by historical, geographical and political aspects. 

Perhaps the most frequently mentioned stereotype among respondents aged 16 

to 55 is that in Russia they have extremely positive attitude towards alcoholic and 

alcoholic beverages, particularly vodka. It was also mentioned that culture of alcohol 

consumption is widely developed in Russia. 

The second most popular among those who have been polled is the stereotype of 

rudeness and unfriendliness of people living in Russia. Many also mentioned the 

complexity and roughness of the sound of the Russian language, and that because of 

this phenomenon Russians sound unfriendly. 

Among the positive stereotypes, the beauty of Russian girls takes first place. 

Many note that Russian girls look after themselves, know how to make up and choose 

clothes of famous brands. 

The second most frequently mentioned stereotype is that of hard work. The third 

is about patriotism. 

From this we can conclude that about 60% of the stereotypes mentioned are not 

true, but only imposed on the residents of certain countries through the prism of 

political perception. 

In the course of the research it was found out that Russia is seen as a strong, 

militaristic power with strict laws, while the residents themselves are seen as patriots 

who love their President. 

As a result, it can be stated that people who have experience of close 

communication with the people of Russia, as well as people who have visited or lived 

in its territory, bring much more truthful and positive stereotypes than people who have 

not had such experience. 

The phenomenon of stereotypes and ethnosetereotypes, in particular, remain 

extremely ambiguous despite the fact that domestic and foreign scientists are 

conducting a large number of studies on this topic. 
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In general, it is impossible to conclude that stereotypes have an extremely 

negative impact on international communication: simplifications and well-known data 

give us an idea of a different culture, initiate the process of intercultural exchange, 

mitigate the cultural shock and allow us to navigate faster in a multicultural 

environment. 

Despite this, most researchers point to the qualities of stereotypes that make 

communication between people from different cultures more difficult. However, 

regardless of an expert's attitude towards stereotypes, they remain part of the cognitive 

process, which means that it is almost impossible to get rid of them or significantly 

influence the processes associated with them. 

In general, it can be concluded from the work done that foreigners who have had 

personal experience of communicating with Russians generally have more positive 

associations and stereotypes about Russia. Thus, no matter how vivid and entrenched 

the stereotypes are, no matter what influence they have on the communication process, 

they do not determine the result of this communication and can be overcome.  
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