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Innovation activity being one of the objecives of the theory of economics is associated with the transformations taking place in the social environment as at a platform for the evolution of economic processes that affect the originality of the communication dynamics including the regional mass media communication. Regional print media are a regular source of socio-economic information diffusion, the recipient of which is mass audience represented principally by the inhabitants of the territory of the media distribution. Thus the regional media actively participate in constructing public opinion while spreading innovation-sensed socio-economic information. Content specification and functioning of the regional periodicals is based primarily on two markers: the mass audience demand (requests for information which are based on demographic, socio-cultural, natural, geographical features of the region, as well as economic, scientific, technical, regulatory elements of an administrative unit), a method of interaction between state authorities and the region as a political and economic form (performance of government policies and programs driving the economic activity of enterprises and organizations, building and supporting the social climate at the regional level). 

An important factor that influences on labor effectiveness is the process innovation activity implementation, which is carried by personnel of the enterprises – the citizens of the Republic of Belarus, urban residents, who are representatives of a certain region readership. K. Davis divides the obstacles that impede the innovation development in enterprises at economic, personal and social:

· economic –  the fear of unemployment, the loss of part of the earnings, declining social status, intensification of labor, the progressive reduction of payment;

· social – unwillingness to adapt to the new socio-psychological climate in the team after innovation implantation, discontent of personal weakness and insignificance of personal involvement during implementation of innovations; confidence that any innovations benefit the organization rather than the employees; 
· personal – the perception of modern methods of criticism as a personal grudge, fear that the acquired human’s skills will be unnecessary, infringed professional pride, decrease of self-importance, unwillingness to learn, fear of uncertainty due to lack of understanding of nature and effect of innovations [8]. 
Consequently, it is not enough to make the financial incentives to work, possess professional skills to develop, implement and maintain technical and technological know-how, high level of education. Innovation tasks implementers should have the motivation for such an activity, which is a part of the innovation thinking, that can be achieved by increasing the prestige of science and innovation [3]. The content  of Brest region media has a relatively low index of cultivation in the prestige of science and innovation, while funding of this sector in recent years has increased significantly, which is a reason for journalists to create news items as well as the basis for the search of related information events and numerous performances. According to the statistics, a lot is being done in the innovation field by state, what is an information stimulus for mass media communication: expenditures on research and development increased in Brest region from 2.824 m BLR to 10.998 m BLR (3.9 times) for the period from 2003 to 2008; and the volume of innovation products and services increased from 64.319 m BLR in 2003 to 553.426 m BLR in 2008 (almost 8.6 times), which is 6.72 % of the volume of products shipped (8,240,297 m BLR). The status of «technopark» was assigned (June 2008) to Brest Oblast Communal Unitary Enterprise «Implementation center of scientific and technical developments» in order to develop innovation infrastructure in the Brest region. By increasing the cost of innovation in 2002-2005 with 910.5 to 2.3621 tn BLR (almost 2.6 times) the volume of innovative products rose from 1733.1 to 7.0036 tn BLR (more than 4 times) . Having an arsenal of databases on innovation (statistical yearbooks, reports of local executive bodies, etc.), regional mass media need to develop a set of mechanisms for constructing innovation friendly thinking patterns among citizens; complex of measures for the timely flexible response to changes in government programs and preferences of the audience. The main purpose of mass media communication at the innovation field is concentrated on developing a strategy of penetration of understanding the need of including innovations in human life. The social side of innovation development begins to be actual in modern theoretical discussions in the field of economics. Nowadays while discussing the factors of production on the basic of the «resource» approach in determining factors of influence (fixed and working productive capital, labor, information, energy and technological resources) it is a clear trend to use the «strategic» approach also where a range of factors affecting the production capacity includes social forms. N. Glushkov and V. Matsukevich emphasis on the intellectual, information and innovation components as a reserve for increasing the efficiency of resource use [1, p. 66].

Innovation activity is dependent much from advertisement. Innovation-sensed advertising at mass media communication is, on the one hand, a manifestation of social and economic processes in modern society, but, on the other hand continues to be a financial and strategic necessity of editions. Advertising is an active component of the Brest regional mass media content including innovation-oriented articles (advertising of innovation products, services, companies). In essence, a promotional article has the same feature set as the standard journalistic work: adapted for the target audience content, traditional for the edition layout and design, presence of basic structural elements of journalistic work (title, subtitle, pictures, signed by the author). According to the Belarusian law, such an article must distinguish graphically with a special sign warning the reader that this text is being published as an advertisement [4]. In general, advertising items about innovations placed in periodicals in the Brest region keep professional trends inherent not only to journalism, but also to related fields – branches of advertising and public relations. Professor L. Fedotova, while exploring climate in the Russian advertising market, notes that changes are inevitable in this environment, the trend manifests itself in different countries for a long time and it is associated primarily with the substantive change of advertising as a message. The process started in the global advertising community because the share of technologically sophisticated products was increased. L. Fedotova points to the need of finding new ways to demonstrate innovation information to the news consumer since «the world is tired of advertising as avalanches suggestive promises», although these messages are appreciated by people mostly for the informative component of updates to market their goods and consumer properties [6, pp. 6-7]. Hence the relationship between the media and advertising are interdependent. Advertising messages are a part of information and emotional content of the contemporary media, and budgets that advertisers spend on media, constitute their revenue. However, «advertising is so incorporated into the media, dependent on media that talk about mediatization as a factor in the transformation of advertising can be carried out in a key of transformation of media themselves under the influence of mediatization, which is subordinated by its own logic» [2, p. 9]. Active influence on institutional changes in the media and advertising has the changing nature at mass media communication perceptions of the recipient and information product, where a relatively passive consumer of media content turns into an active player of communication. An interactive function of mas media and the Internet possibilities give the reader of a regional edition to sift information, generate content-list of priority topics, if necessary to distribute their own information product. A new social role of the mass audience which was developed in response to trends in the field of media and advertising refutes the thesis of media power at the reader in the selection of information sources and articles to read that is wholly owned by the consumer of information at present. As a reaction, and a way to hold the position of the attractiveness and relevance of promotional product, in the mass media communication in relation to such materials is being formed «branding content that is based on what people think of themselves, and that is «woven» into the daily life of man» [2, p. 15]. A typical example of a successful «people's» advertising campaign in the media is an intensive advertising campaign «Tell Sid » in the UK in 1986, the aim of which was to involve in the process of «British Gas» privatization shares as many people as possible. The company has become one of the most successful marketing campaigns over the last 20 years: its result gave «British Gas» about 4.5 million customers [9]. The competition of media product with the information product made by the consumer of mass media communication, raises the question of the development of new methods of representation of information as a unique vocational benefit of centralized media [5]. New methods of promoting innovation underlie change in the image of public thinking [7].

Focus on innovation content information flows in a regional media affects the geopolitical features of the region. So, the villagers have traditionally favor of newspapers, radio, television, when urban residents use a computer or a phone connected to the Internet as a source of information. Priorities of different social groups within the readership of one edition may vary and possibly be considered when developing strategies of filling regional newspaper innovation content. According to the expert interview with the editor-in-chief of the regional social-political newspaper «Narodnaya Trybuna» Galina Masina, their edition has the greatest popularity of subscribers in Kobrin and Drogichin areas (at the end of the subscription company, 2012). Hence, the «regional» factor can be considered when developing a list of businesses, technical and technological, marketing and other topics: it is logical to include as many innovatively active «heroes» from these areas as possible in order to implement national innovation strategies (JSC «Kobrin Butter and Cheese Factory», JSC  «Drogychin Feed Mill»). 
Ideologues have to consider that the lack of a clear regulatory system through innovation mass media communication makes the probability of spontaneous diffusion of strategic importance to the construction of an innovation-oriented economy of media content in regional periodicals. Diffusion of innovation theory and practice in the media contributes to the integration of the communication process in the national innovation process. Local media are fixing stages of planning, implementing and regulating innovation development at the regional level, they are a consequent unique method of formation of innovative behaviors of citizens through the creation of an appropriate image of the region. This means a high level of education, technological preparation of production, a new intellectual level of general culture of personality. In this context, the communication process acts as an innovation; as a fundamentally new component of implementation of the regional strategy of innovation development since it is in close relationship with the state strategy.
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