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Inner and external Mass Media communication in the framework of the implementation of the State program of innovation development of the Republic of Belarus (hereinafter – SPID) transforms into socio-economic environment, and is the source of the changes in the structuring of the creative departments of the regional press. A. Grebnev determined that the structure of the editorial staff of a newspaper was not the same and depended on the type of a newspaper, its economy, other features [1, P. 52]. Belarusian researcher T. Orlova confirmed later this axiom in her «Introduction to journalism. Organization of the work of the editorial office of the newspaper». However, the study of peculiarities of the system of coordination in a newspaper office in the face of partisanship has more theoretical than practical interest for modern researchers. Relevant principles of functioning and organization of the work of the editorial office on the 21st century are described in the textbook for high schools written by S. Gurevich «Newspaper: yesterday, today, tomorrow». The author notes that there was the typical pyramid structure in the vast majority of periodicals and that many newspapers’ editorial offices are structured in this way even now [2, P. 62]. However, the re-orientation of the subject-object relationship in administrative, financial, artistic, organizational spheres, restructuring  of Mass Media owing to reduced of the staff, consolidation (enlargement) of creative units – all these lead to the formation of structures of mixed type. The desire to reduce the number of levels in the structure in order to simplify the governance leads to the adoption of new practices, when every reporter is obliged to maintain in the newspaper a few thematic rubrics. The posts of the heads of divisions are abolished, it leads to a reduction of the size of the editorial team. S. Gurevich calls this structure as flat [2, P. 71].
Let’s put attention on trends in the structuring of the creative departments of the regional editions of the print media market in the Brest region of Belarus.  Creative editorial staff of print media we consider to be an editor-in-chief, a deputy executive secretary, editors, creative directors, reporters, columnists, photographers and artists.

Brest media market is represented by 7 socio-political newspapers (go 1 or more times per week): «Brestskaja gazeta», «Brestskiy vestnik», «Brestskiy kurier», «Vecherniy Brest», «Zarya», «Zarya nad Bugom», «Narodnaja trybuna». The newspapers with the highest circulation is «Zarya» (is published 3 times a week, more than 40.000 copies per week). There work an editor-in-chief, an executive secretary, 2 deputies of the editor-in-chief, 11 journalists, 2 photographers, 4 correspondents have remote job location. There are 8 creative divisions: youth, science, culture and education; economy; news; social affairs and health; policy and public organizations; mass work on public relations; investigative journalism and law; photo department – in each creative unit are 2 officers at least. The results of the expert interviews with the governing managers of the newspapers suggest that the structural and thematic division is impractical in the newspapers with a number of creative employees less than 10. The distribution of themes between correspondents in such team comes under a verbal agreement, is conditional, movable, all that suggests the absence of a strict personal responsibility for coverage of concrete topics at the official level. The content-conceptions of these print media do not have a clear consistency. The newspapers that function within the pyramidal structure and have more than 10 employees, are characterized by the more rhythmic variety of thematic cycles. The teams with the largest weekly circulation («Zarya» and «Vechernij Brest») are also referred by alignment or replacement of the thematic areas within the creative team on a verbal agreement, while preserving the thematic balance in the pages of the publications.
Modifying of creative departments’ operation of the regional periodic media and institutions that interact with Mass Media, puts forward the hypothesis that all socio-economic, political, ideological and other processes require parallel quality new professional communication that is transforming  in the frames of socio-economic trends. The need of popularization of scientific knowledge in the regions of Belarus, innovations, as well as awareness of the importance of the chosen by government the innovative way of development as a pan-European, global socio-economic development strategy, makes provision for the understanding of journalistic works as a special, innovative services both by understanding and content. The aim of this process is the formation of the innovation model of thinking by a specific audience, that covers the regional Mass Media. It is needed to formulate strategies for the implementation of the consumer interest in the context of the realization of the ambitious Belarusian SPID. An essential element of the communication process of innovative product/service in this case is the media. Thus, an evaluation of the activities of journalism of the late 20 's and 30 's XX cent. in the historical and journalistic literature point to the objective conditions of media activities during the period of realization of industrial development plans through serious structural concentration of Soviet periodicals. For example, the industry newspaper «Technika» (previously it was a topical leaflet in the central newspaper «Chernaja metallurgija») has made a notable contribution to the dissemination of scientific and technical information and upgrade of work skills of workers: it promoted everything advanced, led the discussions, had criticism of the shortcomings [3, P. 54].

Current Brest regional print media are gradually saturated with innovative content [4, P. 136]. However, the modern Brest newspapers do not have individual offices, where creative staff would deal with the highlighting the topic of science only. Unit, the staff of which would have the duties to make articles about scientific events is created in the structure of the regional newspaper «Zarya» only (the department of youth, science, culture and education). Expert interviews revealed that thematic areas are not clearly distributed and not systematized in other newspapers in general, it includes science and innovation. The exception is «Vecherniy Brest», where the leadership practices so-called content-grid in 2012-2013: every journalist and editor have personal responsibility for news coverage of specific companies, organizations, areas of activity, including developments in the field of science, the work of local technology transfer centres, science institutes, innovation in the region, investment in innovation. Distribution was based on the wishes of the journalists, the list of duties has 6-12 structures and social areas. Personnel should provide a report about publications of that focus monthly.

The formation of innovative content in the regional print media in the implementation of the SPID is a vital element of the emergence of knowledge economy in Belarus. The quantity and quality of innovation information in Mass Media depend on the quantity and essential characteristics of the creative departments in the editorial offices. Institutionalization of creative departments is the fact of likelihood of regular production of reports of specific issues in the regional media and the popularization of the concept of global development in the context of innovation.
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