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The study examines the latest communication technologies of the digital age, which are changing 
the ways and effectiveness of conveying information to the media audience. Scientific literature 
shows fragmentation in defining the boundaries, terminology, and classification of means of con-
veying information in the digital age, which necessitates a unified approach to analyzing the latest 
communication practices. The purpose of this article is to review existing research on contempo-
rary technologies in mass communication, to classify the latest technologies for conveying infor-
mation in the digital environment and to identify the key vectors of their application in the context 
of mass communication. The authors consider social media, streaming services, and the latest tel-
evision, some advertising platforms, automatic translation tools, analytics, and crowdsourcing plat-
forms as part of the latest communication technologies. The methodology is based on theoretical 
analysis, content analysis, typological, and comparative methods. The study proposes a typological 
structure of the contemporary communication technologies based on the following criteria: com-
munication format, degree of automation, role of the audience, nature of personalization, and algo-
rithmic control. The results of the study can be applied in future detailed studies on the develop-
ment of media management, information policy, and digital security strategies. They also contrib-
ute to the formation of a scientific basis for further research in media communications in the context 
of the modern digital transformations. 
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Сучасні цифрові технології медіакомунікації в соціальних мережах:  
типологічна класифікація 
Юрій Бондар, Павло Штельмах 

Київський національний університет імені Тараса Шевченка, Україна 
 

У дослідженні розглядаються новітні технології комунікації цифрової епохи, що змінюють 
способи та ефективність донесення інформації до аудиторії ЗМК. У науковій літературі спо-
стерігається фрагментарність у визначенні меж, термінології та класифікації засобів доне-
сення інформації у цифрову добу, що зумовлює потребу в уніфікованому підході до аналізу 
новітніх комунікаційних практик. Мета статті – оглянути наукову літературу, що стосується 
теми сучасних технологій масової комунікації, здійснити класифікацію новітніх технологій 
донесення інформації в цифровому середовищі та визначити ключові вектори їх застосу-
вання в контексті масової комунікації. Автори розглядають соціальні медіа, стримінгові сер-
віси, деякі рекламні платформи, інструменти автоматичного перекладу, платформи аналі-
тики та краудсорсингу як частину сучасних комунікаційних технологій. Методологія базу-
ється на теоретичному аналізі, контент-аналізі, типологічному та порівняльному методах. У 
межах дослідження сформовано типологічну структуру новітніх технологій комунікування 
за критеріями: формат комунікації, ступінь автоматизації, роль аудиторії, характер персона-
лізації та алгоритмічного контролю. Результати дослідження можуть бути застосовані в ро-
зробці стратегій медіаменеджменту, інформаційної політики та цифрової безпеки. Вони та-
кож сприяють формуванню наукового базису для подальших досліджень у сфері медіако-
мунікацій в умовах цифрової трансформації соціальних комунікацій. 

Ключові слова: соціальні медіа, сучасні цифрові технології, новітні  інформаційні техно-
логії, соціальні мережі, стримінгові платформи 

 
The modern information space is characterized by the rapid development of technologies that 

deliver information and shape public opinion through ideological messaging, commercial commu-
nication, and political discourse. In the context of digital transformation, media actors increasingly 
rely on tools such as artificial intelligence, algorithmic recommendation systems, crowdsourcing 
platforms, streaming services, and augmented reality. While the academic literature has addressed 
many of these technologies individually, there is still no systematic classification of contemporary 
media communication technologies. This niche complicates both the theoretical understanding of 
new tools and their practical application in information policy, strategic communications, and jour-
nalism. 

To address this gap, the present study draws on McQuail’s theory of mass communication and 
develops a typology of emerging media influence technologies. The research is guided by the fol-
lowing questions: 

RQ1: How can contemporary media communication technologies be systematically classified 
in terms of McQuail’s mass communication concepts (power, integration, enlightenment, and com-
modification), and how do factors such as automation, algorithmic control, and personalization 
reshape the traditional sender-receiver relationship? 

RQ2: What are the strengths and weaknesses of different media technologies in relation to 
McQuail’s functions of mass communication – i.e., their capacity to shape opinion (power), foster 
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or weaken social integration, provide reliable knowledge (enlightenment), or risk manipulation 
and disinformation – especially within journalism, strategic communication, and information pol-
icy? 

Accordingly, the purpose of this research is to develop a classification of contemporary media 
communication tools and to examine their role in the socialization of Internet users. By combining 
conceptual analysis with comparative assessment, the study contributes to the theoretical founda-
tions of media studies while offering practical insights for journalists, policymakers, and commu-
nication strategists. 

Literature review 
Classical mass communication theory emerged in the early 20th century from a threefold con-

cern: the power of new communication media, their role in social integration or disintegration, and 
their potential to promote or undermine public enlightenment. Early optimism about media as ed-
ucational and integrative forces sat alongside fears about their manipulative potential – worries 
reinforced by wartime propaganda and authoritarian uses of press and cinema. These foundational 
tensions continue to shape debates today, even as technologies and social contexts have changed. 
This is one of the key tenets in McQuail’s mass communication theory (McQuail, 2010). We ap-
prehend some statements from this theory: the power of media, communication and social integra-
tion, one-way communication from mass media to mass audience, and expanding the theory by 
comparing contemporary mass communication technologies and approaches that they imply in 
social media and social networks. 

McQuail’s overview highlights core theoretical features of mass communication: large-scale 
distribution, one-directional flow, asymmetry between sender and receiver, standardization and 
commodification of content. These elements still provide a useful analytic baseline, but their ap-
plicability must be reconsidered in contexts where interactivity, personalization and multi-direc-
tional flows occur (social platforms, streaming, user-generated content). The shift from purely 
“transmission” models towards interactional, networked, and algorithmically mediated models is 
a major theoretical evolution. 

The emergence of digital technologies has profoundly affected the media landscape, a trans-
formation widely documented in academic literature. While Jean Chalaby (2024) provides a de-
tailed economic analysis of streaming platforms, highlighting how their advertising models echo 
those of 19th-century newspapers, his focus remains largely on the business aspect. Similarly, Yurii 
Bondar (2018), Volodymyr Rizun and Yurii Havrylets (2024) discuss the broader socio-political 
implications and the growing influence of media on mass consciousness. 

However, a closer look at the existing body of research reveals a significant gap. While these 
scholars successfully identify the effects of digital media – be it new business models or stronger 
societal influence – they often lack a focus on the specific mechanisms by which these effects are 
achieved, especially in a local or regional context. The shift in paradigm from studying media 
effects to media effectiveness, as noted by Artem Zakharchenko (2023), underscores this transi-
tion, yet a detailed examination of how specific technologies, like social media algorithms or AI, 
shape communication goals in practice remains underdeveloped. 

This is where the findings of Jiao et al. (2025) and Koukaras et al. (2020) become particularly 
relevant, as they signal the rapid integration of AI and new technologies into daily life. This pro-
liferation of new tools creates a discrepancy: we have a growing number of new digital platforms 
and technologies, but a limited understanding of how these specific tools are being harnessed to 
manipulate or shape media narratives. Therefore, while prior research provides a strong theoretical 
foundation for understanding the evolution of media, they do not adequately address the nuanced, 
platform-specific inconsistencies in how these new technologies are changing user behavior and 
content consumption. 
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This study aims to bridge this gap by outlining most of the modern digital and AI-powered 
technologies in daily usage on social media and in communications. By focusing on specific tech-
nological solutions and providing clear definitions, this research will offer new insights into the 
discrepancies between the theoretical understanding of media’s influence and its practical appli-
cation in a digital-first environment. 

In-depth citations from the literature 
The issue of the emerging digital technologies and their impact on media is widely researched 

around the world and some of these studies will be relevant to understand the current level of 
understanding of the issue and the views held by fellow academics. Prof. Jean Chalaby looks at 
the economics of the media industry and the impact of new streaming platforms that are rapidly 
replacing traditional and cable TV on home screens:  

 
The business model of video-on-demand advertising platforms is based on bringing viewers and 
advertisers together. This principle is not new, and the Video-on-Demand advertising service was 
preceded by newspapers in the 19th century and radio stations in the 20th century. Newspapers have 
always relied on advertising revenue, but in the late 19th century, press magnates were the first to 
transform newspaper content to create a mass audience and establish a correlation between the 
price of advertising space and the number of readers (Chalaby, 2024).  

 
This study discusses the business models and revenue streams of streaming platforms. The 

defining feature of websites that sell movies and TV series is the fact that these websites do not 
own the product (movies), but rather rent them in order to sell the viewing of this work to the end 
consumer. So scientific research of communications and business interests walk hand in hand. 

Yurii Bondar writes about globalization and the active transformation of the media in his work 
“Information and Publishing in the Context of Socio-Political Transformations” as follows:  

 
With the development of information technology, social communication connections are also de-
veloping (and sometimes becoming more complicated), which directly affects the formation of 
mass, including political, culture and, accordingly, the socialization of society. The realities of all-
information give grounds to talk about new trends and phenomena emerging in the process of so-
cio-political transformations and the practice of the information society. Such trends and phenom-
ena certainly require attention and comprehension in both practical and scientific and theoretical 
aspects (Bondar, 2018).  

 
Volodymyr Rizun and Yurii Havrylets wrote the following about media influence:  
 

The media have always influenced the mass consciousness, using their own methods of influencing 
the audience. With the diversification of the media system and the emergence of new types of me-
dia, their influence is becoming stronger, more diverse, and has stronger consequences (Havrylets 
& Rizun, 2024).  

 
Their approach and recent examples of media influence are a useful example for researchers 

of social communications and mass media. 
The paradigm of media communication research has shifted from studying the means of com-

munication themselves to studying their effectiveness, the achievement of a certain communica-
tion goal. Artem Zakharchenko writes about this in his doctoral dissertation:  

 
The formation of the concept of mediatization has seen a paradigm shift from the study of effects 
to the study of communication effectiveness; from the study of media influence to the perception 
of communication as an organized action using various tools. As this action takes place in the 
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communication system, measurement has its own peculiarities in different countries, depending, in 
particular, on the level of control – state or otherwise – over goal-setting in communication 
(Zakharchenko, 2023). 

 
Chinese researchers from Beijing Normal University in their article “The Relationship be-

tween Digital Technologies and Innovation: Overview, Critique, and Research Agenda” record a 
significant increase in the number of scientific studies devoted to the latest technologies, which 
indicates the active introduction of new digital technologies, AI models and algorithms of social 
media, and media content consumption services into our daily lives (Jiao, Wang, Libaers, Yang, & 
Hu, 2025). 

Greek researchers from Thessaloniki categorize social media by type. They recognize that 
while there are many different social media platforms on the market, users often need a one-stop 
shop to meet all or almost all of their needs (Koukaras, Tjortjis, & Rousidis, 2020). 

All aforementioned investigations provide us with an opportunity to contemplate the basic 
concepts of media, media communication, evolution and development of social, communication 
and digital technologies, as well as to cover a small fraction of what has been lately happening in 
the field of artificial intelligence. Moreover, AI tools are already changing the way we use and 
understand social communications. 

While existing research has examined specific technologies or platforms separately (Chalaby, 
2024, etc.), little attention has been paid to how these technologies can be systematically classified 
within a unified framework. Moreover, most studies lack focus on the hybrid role of algorithms in 
reshaping sender-receiver relations. This article attempts to fill that gap. 

 
Method 

This study employed a combination of methods to achieve its goals and objectives: 

1. Literature analysis (theoretical analysis) 
Theoretical analysis was used to identify the evolution of the concept of “media communica-

tion” in the context of transition to a digital and algorithmic environment. Despite the existence of 
well-established classifications (R. Harris, D. McQuail), their adaptation to the social media envi-
ronment with its interactive nature and personalized feeds allows us to clarify the parameters of 
modern influence. 

2. Comparative analysis 
The article provides a comparison between different groups of technologies based on the na-

ture of their communication approaches, strengths, and weaknesses of media mechanisms. The 
method allowed us to compare each technology by several criteria: nature and means of media 
communication; strengths (e.g., high engagement, targeting accuracy, translation optimization); 
weaknesses (risk of manipulation, algorithmic distortion, data instability, distrust of sources). 

3. Typological (classification) analysis 
The classification of the latest media communication technologies has been formulated in ac-

cordance with their functional features, communication channels, level of interaction with the au-
dience, and intensity of audience reach. 

The comprehensive application of these methods allowed to thoroughly analyze the research 
object and to define reasonable supported conclusions. 
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Results 
As examples of the latest technologies of media communication, we consider the latest tech-

nologies that are crucial in defining modern media field and actively contribute to the formation 
of the information society, actively involving individuals in their vast network of content that is 
constantly expanding.  

Streaming Platforms 
Streaming services such as YouTube, Netflix, and Twitch have transformed the model of con-

tent consumption from the once linear television to personalized viewing (Haydak, 2024). These 
services make the possibility of a detailed choice of content possible for consumers (Baker, 2024).  

Streaming platforms are online services that deliver media content (video, audio, live events, 
etc.) over the Internet to users on demand and in real time. Instead of downloading content, this 
technology allows for immediate display and consumption of media content on various devices. 
These services feature: 

● personalization algorithms; 
● recommendation systems; 
● interactive and serial content; 
● possibility of instant response and community formation. 
Streaming platforms have fundamentally changed how news is produced and consumed. Dig-

ital journalism leverages these platforms to: 
- Break news in real time: journalists can use live-streaming features on platforms like 

Twitch and Facebook Live to broadcast from the scene of a breaking news event, provid-
ing immediate, unedited coverage. This creates a sense of “liveness” and urgency that 
traditional media can’t always match (Foxman et al., 2024). 

- Engagement with the audience: platforms with interactive features, such as live chat and 
Q&A functions, allow journalists to directly engage with their audience. This builds a 
stronger connection and can help establish trust and credibility. 

- Delivering long-form content: services like YouTube and podcasts on Spotify allow news 
organizations to produce and distribute in-depth, long-form content that might not fit the 
format of a traditional news broadcast or article. This includes documentaries, interviews, 
and deep dives into complex topics via experts discussing the topic over hours-long re-
cordings. 

- Monetize content: news outlets can use streaming platforms to create new revenue 
streams through ad revenue, subscriptions, and even direct donations from viewers, which 
brings the community-building feature to a whole new level. At first aimed to support 
independent creators, now big news outlets can profit from streaming platforms ads rev-
enue as well, and build a community of so-called patrons, who donate money for exclu-
sive content or simply to support their preferred news outlet regularly. 

Social Media (Social Networks) 
Social media platforms such as Facebook, Instagram, TikTok, and X (formerly Twitter) have 

evolved into powerful instruments for shaping public opinion. Their influence depends signifi-
cantly on who controls the narrative and which audiences are drawn into specific informational 
systems. In post-industrial societies, social media have become synonymous with modern infor-
mation behavior, functioning as primary communication channels, news sources, and even mar-
ketplace, creating an entire e-commerce section of the retail market. In this regard, they can be 
considered universal infrastructures for information exchange and interaction (Goulart). 

At the core of their mediation power lie technological mechanisms that drive the creation, 
spread, and impact of information, including: 

● Algorithmic curation of news feeds, which dictates content visibility and engagement; 
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● Content virality and distribution dynamics, enabling rapid amplification of narratives; 
● Emergence of digital opinion leaders and influencers, who shape discourse within niche 

communities; 
● Paid, targeted advertising, which personalizes influence and reinforces message reach to-

wards target audience. 
Together, these mechanisms construct a dynamic ecosystem of influence, in which social me-

dia users are not only consumers but also active participants in the reproduction and transformation 
of public discourse. 

Machine translators for journalism  
Tools such as Google Translate, DeepL, expand the possibilities of international communica-

tion by making it extremely easy for professional translators and creative personnel of media out-
lets to translate large amounts of text into different languages, which reduces the workload of 
translators in newsrooms and allows people with sufficient language skills to quickly translate and 
publish materials in different languages. The impact of globalization and technological develop-
ment on the field of translation, particularly in the context of journalism, has been profound:  

 
the term globalization has affected the translation field more than anything else… The burden in 
question occurred due to the circulation and speed of the upcoming tasks and the lengthiness of 
the documents demanded to be translated. This observation directly relates to modern journalistic 
practices, where the speed of news production and the global demand for accessible content place 
increased pressure on newsrooms to localize information efficiently and accurately (Mercan, Akgün, 
& Odacıoğlu, 2024).  

 
Machine translation tools contribute to this process by enabling: 
● Automation of content translation across multiple languages; 
● Simultaneous multilingual publication, expanding audience reach; 
● Cultural adaptation of messages, allowing for nuanced international communication; 
● Acceleration of editorial workflows, supporting real-time journalism in a global context. 
These capabilities make machine translators not just auxiliary tools, but integral components 

of the digital media infrastructure in the age of globalized news. 

Advertising technologies (AdTech) 
Digital advertising systems (Meta Ads, Google Ads, Programmatic platforms) allow to fine-

tune the impact on the target audience. The most significant technological advancement in this 
area has been the use of so-called Machine Learning in the analysis, processing, and interpretation 
of advertising data, which allows for a significant increase in the amount of processed data, thus 
making it possible to more accurately predict the effectiveness of an ad for each individual user 
account (Chandrasekaran, 2025). 

These tools include: 
● geolocation and behavioral targeting; 
● retargeting; 
● native advertising in the content; 
● creatives for each separate account based on big data. 
Programmatic Advertising is the most common application of AdTech in journalism. Program-

matic advertising automates the buying and selling of ad space (also known as ad inventory) using 
software and algorithms. 

Real-Time Bidding (RTB): When a user visits a news website, an automated, real-time auction 
occurs in milliseconds. Advertisers bid on the available ad space, and the highest bidder wins the 
right to display their ad. This process is managed by a Supply-Side Platform (SSP), which helps 
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the publisher (the news outlet) sell its inventory, and a Demand-Side Platform (DSP), which helps 
the advertiser buy it (Pippit.ai, 2025).  

Benefits for Journalism: RTB allows publishers to maximize the revenue from every single 
page view by ensuring that ad space is sold to the highest bidder. It also makes it easier for smaller 
news outlets to compete with larger ones by giving them access to a global pool of advertisers. 

Crowdsourcing and user engagement platforms 
Platforms like Reddit, Change.org, and Wikipedia use the energy of a mass audience to create 

and distribute content. Types and applications of crowdsourcing: this technology is widely used to 
collect data in consumer research, replacing traditional sampling with online participants, e.g., on 
Amazon Mechanical Turk. According to the platform’s website:  

 
Amazon Mechanical Turk (MTurk) is a crowdsourcing platform that makes it easy for individuals and 
companies to outsource their processes and tasks to a distributed workforce that can perform these 
tasks virtually. This can include anything from conducting simple data validation and research to 
more subjective tasks such as participating in surveys, moderating content, and more. (Amazon Me-
chanical Turk).  

 
It also supports idea generation, open innovation, and customer-centric product development 

by involving customers, stakeholders, and investors in business processes (Goodman & Paolacci, 
2017; Hammon & Hippner, 2012). 

Contests and problem solving: Crowdsourcing contests involve posting tasks (e.g., design, 
programming) with monetary rewards, attracting a variety of solutions from a wide range of par-
ticipants. Such contests are common on online platforms and have been studied in terms of their 
incentive structure and participant behavior (Segev, 2020; Afuah & Tucci, 2012). 

Such technologies provide for: 
● involving users in the media process; 
● creating public awareness campaigns; 
● strengthening the effect of trust in content through “social proof”. 
In the context of social media, social proof functions as a psychological mechanism that in-

fluences users through visible indicators of popularity, such as likes, comments, shares, or upvotes. 
Crowdsourcing platforms and comment-driven networks (e.g., Reddit, Wikipedia, Change.org) 
use social proof to build collective credibility and drive civic or informational engagement. Just as 
product reviews in the SaaS (Software as a Service) sector, these dynamics are leveraged to shape 
opinion and legitimize content choices. 

Let us clarify the concept of “social proof” for a better understanding of the peculiarities of its 
application and the role of cloud and crowdsourcing technologies in this phenomenon.  

 
Social proof is a popular psychological tactic where people take into account user reviews and im-
pressions to make different purchasing decisions. SaaS companies use social proof to demonstrate 
that their products provide a positive experience and meet user requirements. Building trust is key 
for SaaS businesses as customers look for long-term solutions rather than one-time purchases (Pay-
Pro Global, 2024). 

Monitoring and analytics platforms 
Tools such as CrowdTangle, Brand24, Meltwater, Google Trends are used to track the infor-

mation field. Monitoring and analytics platforms are essential tools for collecting, processing, and 
analyzing large arrays of data in a variety of industries, including healthcare, manufacturing, social 
media, and software. These platforms allow organizations to gain insights, optimize operations, 
and proactively respond to emerging issues. Monitoring platforms in manufacturing analyze pro-
duction data at multiple levels (planning, part program, program line) to optimize processing by 
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tracking both high-frequency and low-frequency variables (Beudaert et al., 2019). AI platforms 
analyze social media data for marketing, reputation management, and competitor analysis, provid-
ing intelligent insights and personalized advice (Perakakis et al., 2019). Other systems focus on 
monitoring public sentiment and social attitudes, using sentiment analysis and machine learning 
to assess attitudes toward public policy and societal issues (Karyukin et al., 2021). 

Specifically, in the field of international communication and media influence, these platforms 
enable: 

● Prompt response to information threats and disinformation campaigns; 
● Detection of “points of influence” – individuals, topics, or platforms driving engagement; 
● Evaluation of content strategies, including the reach, engagement, and perception of me-

dia campaigns. 
By combining data-driven intelligence with predictive analytics, such platforms empower or-

ganizations – including newsrooms, public institutions, and state media – to navigate the complex 
dynamics of digital public space and maintain resilience against information warfare and manipu-
lative narratives. 

As the answer to RQ1, our analysis shows that contemporary media communication technol-
ogies can be classified according to five criteria: communication format, degree of automation, 
role of the audience, personalization, and algorithmic control. When placed into McQuail’s mass 
communication framework: 

● Power is concentrated in technologies such as social media platforms and streaming ser-
vices, where algorithms prioritize visibility and agenda-setting, often shaping what con-
tent audiences consume. 

● Integration is supported by crowdsourcing platforms and interactive streaming tools that 
involve audiences as co-creators of content, fostering social cohesion or collective mobi-
lization. 

● Enlightenment is facilitated through machine translation tools and monitoring/analytics 
platforms, which expand access to multilingual information and provide data for in-
formed decision-making. 

● Commodification is most evident in advertising technologies (AdTech) and streaming 
monetization, where user data and attention are turned into market value. 

In all these cases, automation, personalization, and algorithmic curation have reshaped the 
sender–receiver relationship. Audiences are no longer passive but actively influence message cir-
culation (through shares, likes, and participation), while algorithms mediate what content is visi-
ble. This creates a hybrid communication model that combines elements of one-way mass com-
munication with interactive, personalized, and data-driven exchanges. 

The latest technologies of influence have significantly expanded the tools of mass communi-
cations, increasing their accuracy, flexibility, and efficiency. The amount of data that people and 
machines use to achieve their goals and increase the effectiveness of media influences has in-
creased immeasurably. However, it has also raised a number of challenges: ethical, technical, and 
political. In the future, it is advisable not only to classify these technologies, but also to assess their 
impact in different contexts: national, international, commercial, and political. Here, it would be 
appropriate to analyze the “classical” and newest technologies of media influence in the public 
broadcasting systems of different countries of the world and Ukraine. Some research on the origin 
and evolution of broadcasting systems in the world has already been conducted (Horodenko & 
Shtelmakh, 2024). 

These technologies imply a number of weak points that can strongly impact the ethics of how 
we use news and communication in our digital age, they include: 

● Algorithmic Distortion and Dependence: Many of these technologies, especially stream-
ing and social media, rely on algorithms that can lead to creating “information bubbles” 
for end users and a dependency on how these algorithms shape what content a user sees. 
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● Risk of Manipulation and Disinformation: The speed and reach of these tools, particularly 
social media, make them susceptible to manipulation and the rapid spread of disinfor-
mation and misinformation. This can erode public trust in news sources and media con-
tent at all, which brings up unpredicted and possible dire consequences for media and 
communications business. 

● Loss of User Trust: The use of AdTech and personalized targeting can lead to an “adver-
tising overload,” which may cause users to lose trust in the content or the platform itself 
as well as “advertising fatigue” when the ads themselves will cease to stimulate emotion 
and desire of the end user because of various processes that make human body and mind 
build resistance to such kind of stimuli. 

● Ethical Challenges: The extensive use of data and automation raises a few ethical, tech-
nical, and political challenges that need to be addressed in further research with imple-
mentation of multidisciplinary approaches to the research process. 

Here is a comparative table that highlights specific weaknesses for each mentioned technology 
group: 

● Streaming Platforms: The main weaknesses are the risk of information bubbles and the 
audience’s dependence on algorithms. 

● Social Media: Their primary weaknesses are the poor quality of content and the high risk 
of manipulation and disinformation. 

● Machine Translators: These tools may produce translation errors and result in an unstable 
quality of translated content. 

● Advertising Technologies (AdTech): Weaknesses include advertising overload for users 
and a potential loss of user trust. 

● Crowdsourcing Platforms: While they offer collective support, there is low control over 
accuracy of information, and they are at risk of manipulations. 

● Monitoring and Analytics Platforms: Their effectiveness is highly dependent on the qual-
ity of the data, which can lead to a risk of false conclusions. 

For RQ2, after classifying and analyzing the data on platforms, tools and technologies men-
tioned and described above, we were able to create a comparative table with a detailed and concise 
description of each item, strengths and weaknesses, advantages and risks of using each of the listed 
technologies. 

 
Table 1. 
Comparison of media influence technologies 

 Technology Ways of media 
impact 

Strengths Weaknesses 

1 Streaming 
platforms 
(YouTube, Netflix, 
Twitch) 

Personalization, 
recommendations, 
interactivity, and the 
formation of subcul-
tures 

High engage-
ment, emotional at-
tachment of the au-
dience 

Risk of infor-
mation bubbles, de-
pendence on algo-
rithms 

2 Social media 
(Facebook, Insta-
gram, TikTok, X) 

News feeds, vi-
rality, influencers, 
ads targeting 

Speed of infor-
mation dissemina-
tion, ability to form 
opinions 

Poor quality of 
content, manipula-
tion, disinformation 
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The contemporary information society is characterized by the integration of digital technolo-

gies into mass communication, which fundamentally changes the ways of influencing the audi-
ence. The latest digital technologies expand the possibilities of personalization, emotional engage-
ment, international communication and manipulation of information flows, especially in the field 
of social media (social networks, streaming platforms, crowdsourcing). Our inquiry has provided 
a typology of these technologies that allows them to be clearly divided by their mechanisms of 
influence: viewing interactive content, personalized advertising, crowdsourced support, automated 
content translation. The strong points of technologies (efficiency, scalability, personalization) are 
accompanied by weaknesses (risks of misinformation, dependence on algorithms, power supply, 
availability of fast  broadband Internet connection, ethical challenges).  

The comparative analysis of six groups of technologies reveals both strengths and weaknesses 
in their activity: 

● Streaming platforms (YouTube, Netflix, Twitch): Strengths include high engagement, 
emotional attachment, and real-time news broadcasting. Weaknesses lie in audience de-
pendence on algorithms and risk of information bubbles, which can limit enlightenment 
and skew public opinion. 

● Social networks (Facebook, Instagram, TikTok, X): Strengths include speed of dissemi-
nation and opinion formation via influencers. Weaknesses are poor content quality, sus-
ceptibility to manipulation, and amplification of disinformation, which can undermine 
integration and enlightenment. 

● Machine translators (Google Translate, DeepL): Strengths include multilingual commu-
nication, cultural adaptation, and newsroom productivity. Weaknesses are translation er-
rors and unstable quality, which may distort reliable knowledge. 

● Advertising technologies (Meta Ads, Google Ads, programmatic tools): Strengths are pre-
cise targeting and efficient budget use, which can reinforce communication power. 

3 Machine 
translators 
(Google Translate, 
DeepL) 

Translation, 
multilingual content 
creation, cultural ad-
aptation 

Reducing the 
language barrier, op-
timizing newsroom 
productivity 

Possible trans-
lation errors, unsta-
ble quality of trans-
lated content 

4 Advertising 
technologies 
(Meta Ads, 
Google Ads) 

Location-based 
targeting, behavioral 
targeting, native ad-
vertising 

High accuracy 
of audience cover-
age, budget effi-
ciency 

Advertising 
overload, loss of 
user trust 

5 Crowdsourc-
ing platforms 
(Reddit, 
Change.org, Wik-
ipedia) 

Mass involve-
ment of users, public 
campaigns, social 
proof 

Mass participa-
tion, public cam-
paigns, social proof. 
Collective support 
for ideas, high trust 
in content 

Low control 
over accuracy, risk 
of manipulations 

6 Monitoring 
and analytics plat-
forms (CrowdTan-
gle, Brand24, 
Google Trends) 

Tracking trends, 
identifying points of 
influence 

Rapid response 
to information 
threats, strategic 
planning 

Dependence on 
data quality, risk of 
false conclusions 
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Weaknesses include advertising overload and erosion of user trust, threatening the credi-
bility of journalism. 

● Crowdsourcing platforms (Reddit, Change.org, Wikipedia): Strengths include mass par-
ticipation, social proof, and public mobilization, enhancing integration. Weaknesses are 
low control over accuracy and high risk of manipulation. 

● Monitoring and analytics platforms (CrowdTangle, Brand24, Google Trends): Strengths 
include rapid detection of information threats and strategic communication planning. 
Weaknesses are dependence on data quality and risk of false conclusions, which can dis-
tort enlightenment. 

Overall, the analysis demonstrates that while modern technologies broaden the tools of influ-
ence and personalization, they simultaneously increase ethical, technical, and political risks. Their 
effectiveness in shaping opinion and supporting integration depends heavily on the transparency 
of algorithmic control and the capacity of media actors to mitigate manipulation and disinfor-
mation. 

Conclusion 
This study has demonstrated that modern technologies of media communication – ranging 

from streaming platforms and social networks to machine translation, AdTech, crowdsourcing, and 
analytics tools, have fundamentally transformed the dynamics of mass communication. By classi-
fying these technologies according to their mechanisms of influence, the research provides a struc-
tured framework for understanding both their potential and their limitations. 

The study addressed two research questions. In response to RQ1, we developed a typology of 
modern media communication technologies structured by format, automation, personalization, al-
gorithmic control, and the role of the audience. When applied to McQuail’s framework, this clas-
sification demonstrates how digital platforms redistribute communicative power, enhance or 
weaken social integration, broaden access to knowledge, and commodify user attention in ways 
that transform the sender–receiver relationship into an algorithmically mediated, interactive ex-
change. 

In response to RQ2, our comparative analysis revealed that each technology group carries 
both opportunities and risks: streaming and social networks expand engagement but foster depend-
ency on algorithms; machine translators enable multilingual communication but risk errors; 
AdTech strengthens targeting but erodes trust; crowdsourcing builds participation but lacks accu-
racy control; and analytics platforms support strategic planning but depend on data quality. Col-
lectively, these findings highlight that while emerging technologies extend the scope of media 
influence, they also intensify ethical and political challenges, requiring balanced application in 
journalism, strategic communication, and information policy. 

By offering a systematic typology, this study contributes to the theoretical foundations of me-
dia communication research while providing practical insights for policymakers, journalists, and 
communication strategists. The results can inform the development of information policy, digital 
security strategies, and innovations in international broadcasting, where the balance between tech-
nological opportunity and ethical responsibility remains a defining challenge of the digital age. We 
can also draw a conclusion that the use of new technologies, such as social media, has significantly 
expanded the possibilities of media influence and at the same time made it accessible to a wide 
range of communicators.  
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