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Open access policy

Our journal recognizes the Open Access Policy for published content and supports the principles of
free dissemination of scientific data for general sustainable social development (CC-BY). This means that
all articles published in the journal are published on the journal’s website indefinitely and free of charge
immediately after the next issue’s release. Printed paper copies of the journal are also distributed and stored
in national libraries. Full-text online access to the journal’s content can be accessed by visiting the “Ar-
chive” section.

This policy aligns with the Budapest Open Access Initiative (BOAI) definition of open access.

The journal “Current Issues of Mass Communication” is licensed by Creative Commons Attribution
4.0 International (CC BY 4.0). This license allows us to read, download, copy, distribute, print, cite,
provided that any use is made with the indication of the author (authors) and the journal, or refer to the full
text of the article in our journal.

Current Issues of Mass Communication does not tolerate plagiarism; the authors submitting articles
affirm that their manuscripts are original and have not been published previously. We check all submitted
manuscripts for plagiarism. Along with the manuscript, the authors send the cover letter which includes (1)
the consent to publish their article in our Journal and its electronic versions, as well as (2) the confirmation
that the article is not simultaneously submitted to other journals as well as its findings are not previously
published.

The Journal’s Editorial Board ensures that each manuscript is reviewed impartially, without regard to
gender, race, nationality, religion, citizenship, etc. of the author.

Peer review policy

All articles are “blindly” reviewed by independent experts appointed by the editorial board from
among experts in the relevant field of research. The editor-in-chief makes the final decision to publish or
reject the article, guided in his actions by the reviewers’ conclusions. When submitting an article, authors
may ask to exclude from the list of possible reviewers no more than two scholars or two higher education
institutions.

The peer review process can take up to 8 weeks, depending on reviewers’ workload and complexity of
the article topic. Finally, the editors inform the author about the experts’ remarks and about the decision to
accept the manuscript for publication or refuse to publish.

In case of a favorable decision of the editorial board, the author makes the appropriate corrections and
sends the editors the final version of the manuscript. When approving the content of the journal issue, the
editorial board is guided by the date of receiving the latest version of the article.

We expect potential reviewers to adhere to the principles of publishing ethics, understanding conflicts
of interest, confidentiality, and timeliness.

Publication ethics
We encourage each reviewer to look through the Ethical Guidelines for Reviewers, approved by the
Committee on Publication Ethics (COPE).

Conflict of interest
If the reviewer cannot be objective in evaluating the manuscript due to personal, financial,
professional, political, or religious issues concerning the author, he or she must refuse to review.

Confidentiality

A Reviewer that consented to a blind review of the material is not entitled to transfer this right to a
third party. If he cannot review for some reason, he must refuse to review and notify the editor.

The reviewer may receive advice from third parties, but he must notify the editor.

Manuscripts should not be shared or discussed with anyone outside the peer-review process.

It is forbidden for reviewers to contact the authors directly; only the editor can do this.

Timeliness

If the reviewer cannot complete the review on time, he must notify the editor within the allotted time.

The reviewer must agree to the review only if he can submit a review within an agreed period.

If the reviewer cannot complete the review for some reason, it will be ethical to suggest an alternative
reviewer to the editor.
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AKTyarbHi MUTaHHA MacoBol KOMYyHikauii, Bunyck 33, 2023 p.

s8eb-calim xypHany: https://cimc.knu.ua/index

«AKTyalbHi MUTAHHA MacoBoi kKOMYHikauii» — ¢axoBe HaykoBe BHAaHHA HaBuambHO-HAyKOBOTO
IHCTUTYTy >XypHajicTukn KuiBCbKOro HamioHaJbHOTO yHiBepcuTeTy imeHi Tapaca IlleBuenxa. XXypnan
myOJIiKye OpHriHaNbHI, 3aKiH4eHi pPoOOTH 3a pe3yiabTaTaMM IOCTI/DKEHb i3 MacoBOi KOMYHIKAIii, IO
BimoOpakaroTh CydacHI TEHAEHHII PO3BHTKY Tamy3i B YKpaiHi Ta CBiTi, 3aKOHOMIpPHOCTi, IpOIECH,
CTPpYKTypd Ta (OPMH MACOBOKOMYHIKAMIHHUX BiMHOCHH. [IpiopHTeT HamaeThCs aKTyallbHUM IS
YKpalHCBKOI Ta CBITOBOI ayAWTOpil MOCHIIPKEHHSM MAacOBOKOMYHIKAIIHHUX TPEHIIB Yy PO3BUTKY
TEXHOJIOT1H, MeJlia, )KypHATICTUKH, BUJABHAYOI CIIPaBH, PEKIaMH, 3B’SI3KiB 3 TPOMAICHKICTIO, COMiadbHOT
iH(pOpPMATHKH, TOKyMEHTO3HABCTBA, 010110TEKO3HABCTBA TOIIO.

Hamr xxypHan Mae Taxi pyOpuKm:

Juckycii ma obeosopenns (Ipyk HayKOBO-IyONIIIUCTHIHUX BHUCTYIIB, MO3MLII peakiii, TOJIOBHOTO
penaxkTopa, WICHIB peIKoIerii, pe3yabTaTiB JOCTIIPKEHb, SIKi HE MPOUIIIN PELCH3yBAaHHS, ale CTAHOBIATH
inTepec. Lli myOmikamii He € HAYyKOBUMHE CTAaTTSIMH).

Oznadu (Ipyk OTIISAAIB HAyKOBOI JIITEpaTypu 3 TOTO 4M iHImIOro muTaHHA. OTIsau € BUIOM HayKOBOL
CTaTTi. Y HAIIOMY XXypHaJi APYKYIOTHCS OTJISAN, y SIKMX BUKOPHCTAHO METOJ] METa-aHaMi3y).

Hocnionuyvki cmammi (IpyK pe3ynbTaTiB HAyKOBUX JOCII[UKEHb, IO BIATOBIZAIOTH MPOGiIio
KypHaITy, IPOHIIUTH PeIieH3yBaHHS 1 CXBaJeH1 0 APYKy SK HAyKOBI CTAaTTi).

Miscoucyunninapni 0ocniodcenns (ApyK HAYKOBHUX CTaTeH, IO MPOWIDIN pEeleH3yBaHHS, MOJAIOTH
OpHTiHAIBHI Pe3yJIbTaTH JOCIIHKEHb, ajle BUXOAATH 32 MEXKi BY3bKOTO IPOGLIIO XXypHAITY, a IXHI aBTOPHU €
YYeHNMH 3 iHmmx ramyseil. [Iporte Taki HayKoBi cTaTTi MOBUHHI OyTH XOY YaCTKOBO IIOB’S3aHi 3 THTAHHIMHI
MacoBOi KOMyHiKanii).

Peyensii (apyx peleHsiii Ha pi3HI HAyKOBI BHIAHHSA Y Taly3li MacoBOoi KOMYyHIKamii, BKIIOYalO9H
penensii Ha HayKOBi CTATTi, BIATYKH OIIOHEHTIB Ha AHUCEPTAIIii).

AyauTopist )KypHaTy BKIIOYA€ HayKOBIIB, BUKJIAJadiB, CTyJCHTIB, MpodecioHaniB y ramysi menia Ta
KOMyHIKaliif, a TaKoX IIMPOKE KOJIO YHTAYiB, SIKi IIKABISTHCS CYYaCHUMH TEHJCHISIMH PO3BUTKY
KOMYHIKaIifHOTO TIPOCTOPY.

Kypran Bxmoueno mo «Ilepemixy HaykoBuX (axoBHX BHJaHb YKpaiHH, B SIKHX MOXYTh
MyOJIiKyBaThCS Pe3yNIbTaTH JUCEPTAIMHUX pOOIT Ha 3700yTTS HAYKOBHX CTYICHIB JOKTOpa Hayk,
KaHIuIaTa HayK 1 JokTopa ¢inocodii». Kareropis «b».
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CimouTBo 1po aepxkaBHy peectpariro: KB Ne 24027-13867 I1P Bix 14.06.2019

Anpeca pemakiii: «AKTyalbHI NHTAaHHS MacoBOi KOMyHikarii», HaBdanbHO-HaykoBWil IHCTHTYT
xypHamictukn KHY imeni Tapaca llleBuenka, Byin. IOpis Innenka, 36/1, m. Kuis, 04119, Ykpaina.

Temn.: +38044 481 45 48. daxc: +38044 483 09 81.

Web: https://cimc.knu.ua/index. Email: cimc@knu.ua.

Pexomendosano 0o Opyky euenor paoorw HaguanbHO-HAYKOB020 [HCIMUMYNY JHCYPHATICIUKU
Kuiscokozo nayionansnozo ymisepcumemy imeni Tapaca Illesuenxa (npomoxon Ne 12 6i0 12 uepsus
2023 p.).

Vci npasa sacmepesiceno. Ilocunanns na mamepianu suoanus nio wac ix yumyeanus 0606 A3Kosi.

AKTyaJbHi TUTaHHSI MacoOBOI KOMYHikaniil : HaykoBuii )xypHai / TonoB. pex. B. B. Pi3yn;
HapuansHo-HaykoBuii incTuUTyT XypHanictukn KHY imeni Tapaca [lleBuenka. Kuis, 2023. Bum.
33. 74 c.

Penakuiiina nomituka i myoaikaniiiHa etuka

Penaxmist )xypHaITy JOTPUMY€EThCS BH3HAHHX y CBITOBiMf HAyKOBiif CHUIBHOTI HPHHIMIIB OpTraHizarii
myOmikamiifHoi chmpaBM Ha 3acajax IIPO30POCTi, BIIKPUTOCTI Ta TEPefoBOi TMPAaKTHKH y cdepi
OTIPHITIONHEHHS Pe3yJIbTaTIB JOCIIKEHb, PO3pOOIeHNX MIDKHAPOAHMM KOMITETOM 3 €THKH HAayKOBHX
my6mikaniit (Committee on Publication Ethics (COPE) Principles of Transparency and Best Practice in

2023 Current Issues of Mass Communication



ISSN 2312-5160
online ISSN 2786-4502

Scholarly Publishing. Penmaxmifina momitika 3000B’s3y€ IpamiBHHUKIB XXypHalIy Ta aBTOPIB HAyKOBUX
myOmiKaniii JOTPHIMYBATHCS 3acaJHWYMX HPUHIMIIB MMyOmiKamiiHOl ASUIBHOCTI y cdepi HayKH, IO
CTOCYIOThCS MOJNITHKH BIAKPUTOTO JIOCTYITy, PaBHII [UISl PEIAKTOPIB TA PEIEH3EHTIB, MOJITHKN Ta MPOLECY
peneH3yBaHHs, KOH(IIKTY iHTEpeciB, HAYKOBOi HEOOPOUYECHOCTI, MOMITHKU IUIATiaTy, PeNaKIiitHOT eTHKH
Ta €THIHUX 3000B’S3aHb aBTOPIB, JOTPHMAHHS aBTOPCHKUX TIPAB.

IoniTuka BinkpuTOro focTymy

Ham >xypHanm BW3Hae mONITHMKY HeraiHoro Bigkpuroro pgoctymy (Open Access Policy) mo
OITyOJIIKOBAaHOTO KOHTEHTY 1 MIATPUMY€ IPHHIWON BLUIFHOTO MOMMPEHHS HAYKOBUX MAHWUX 3aIyIst
3arajibHOTO CTaNoro cycniibHOTO po3BUTKY (CC-BY). Lle o3Hauae, o BCi CcTaTTi, OMyOIiKOBaHI B XKypHA,
po3MinIyIoThess Ha BeO-cTopiHI JKypHaimy 0e3cTpoKoBO i GE3KOIMTOBHO Bifpasy MicIs BHXOIY YEPTOBOTO
BUMycKy. TakoX HaApyKoOBaHI mamepoBi mnpuMmipHuKH JKypHamy HOIIMPIOIOTECS CEpel HAIiOHAIBHHX
6i6umioTek i 30epiraroTecst B HUX. IIOBHOTEKCTOBHI OHJIAMH-IOCTYII 10 HAyKOBHX crareil JKypHamy MoxHa
OTpHMaTH, 3aimoBmm B po3ain “Apxis”. Lle BiamoBigae BH3HAUEHHIO BiIKpUTOTO NOCTyIy Bim Budapest
Open Access Initiative (BOAI).

Kypran “AxTyanbHi NHTaHHS MacoBOi KOMyHIKamii” mpamioe 3a minensiero Creative Commons
Attribution 4.0 International (CC BY 4.0). Lle no3Bosie uuTaTH, 3aBaHTa)KyBaTH, KOIIIOBATH, IIONIINPIOBATH,
JpyKyBaTH, IUTYBaTH 3a YMOBH, IO OyJb-SIKE BHKOPHCTAHHA 3IMCHIOETHCS 13 3a3HAYCHHSIM
aBTOpa (aBTOPIB) Ta XKypHAITy, a00 MOCUIATUCS HA IIOBHUH TEKCT CTATTi B HAIIOMY HAyKOBOMY BHIAHHI.

ABTOpHM BINNOBiNaMBHI 332 OPHUTIHAIBHICTG MOAAHWX HUMH PYKONWCIB, fKi HE ITOBHHHI MICTHUTH
IUIariaty i He MOBHMHHI OyTH OIyONiKOBaHI paHille B HIINX BUAAHHAX. BCi pyKomucH micis HaaXOIKEHHS
JI0 SKypHaJIy TPOXOISTh TEpeBipKy Ha ImariaT. PasoMm i3 pykommcamu crateil aBTOpH HAACHIAIOTh
CYHNpOBITHUH JHCT, y AkoMy (1) WiTKO BKa3ylOTh CBOIO 3rofy Ha ITyOINiKamilo CBO€I CTAaTTi y HAIIOMy
XKypHaIi Ta HOT0 eJNICKTPOHHUX BepCisix 1 (2) miATBEpKYIOTh, IO CTATTS MapajenbHo He OyiIa HamiciaHa 1o
IHIINX XypHAJTIB, a BiIOMOCTI, BUKJIa/IeH] B Hil, He Oy/M paHimie omry0IikoBaHi.

Penaxmisi *KypHay rapanTye, IO KOXKEH PYKOIHC PO3IIISNAEThCS HEYNEpeHKEHO, HEe3aJIEKHO Bif
CTaTi aBTOpa, HOro pacy, Hal[lOHATBHOCTI, BIPOCTIOBITAHHS, TPOMAJSTHCTBA 1 T.II.

IoniTuka penensyBaHHs

VYci crarTi HDpoXOmATh MPOLEAYpY ‘CIIMOro” pemeH3yBaHHS HE3ISKHUMH EKCIEepPTaMHM, SKUX
npusHadae Penkoreris 3 umcna (axiBIiB y BIANOBIAHIM HaykoBii ramy3i. OcTaTodHe pIIMIEHHS OO
ImyOrTiKamii 99 BiIXWICHHS CTAaTTi MPHUIIMAE TOIOBHUM PEIAKTOD, SIKUH KEPYETHCS Y CBOIX HiX BUCHOBKAMH
penienseHTiB. [lofgaioun cTaTTIO, aBTOPH MOXKYTh ITOIIPOCUTH BHKITIOYHTH 31 CIIUCKY MOXIIMBHX PEIIEH3CHTIB
He OlLJIbIIIe JBOX BUCHHMX a00 ABOX 3aK/IaiB BHIIOI OCBITH.

[ponenypa perieH3yBaHHS MOXE TPHBATH O 8 THKHIB, 3aJI€KHO BiJl 3aBaHTAKCHOCTI EKCIIEPTIB Ta
CKJIQIHOCTI TeMaTuku crarTi. Pemakmisi iHdopmye aBTOpa mpo 3ayBakeHHS €KCHEpTIiB Ta PILIEHHS PO
MIPUHHATTS MaTepiaty 10 ApyKy abo BiAMOBY B ITyOurikarii.

VY pa3i NmO3UTHBHOTO pilieHHs Pemkonerii, aBTOp BHOCHTH BIATIOBIMHI TpaBKH Ta HAJCHIAE O
penmakmii ocTaTOYHMH BapiaHT Matepiamy. [Ipm 3aTBepmKeHHI 3MICTY HOMEpPY JKypHAIy pPEIKOJIeTis
Kepy€eThCs JaTOI0 HAAXOKEHHSI OCTAaHHBOTO BapiaHTy CTATTi.

Big mNOTeHIIMHUX pEeNeH3eHTIB MH OYiKyeMO NOTPHMAaHHS IPHWHIUIIB IyOJiKamiifHoi eTnkw,
pO3yMiHHS KOH(ITIKTY iHTepeciB, JOTpUMaHH KOH(IACHIIITHOCTI Ta CBOEYACHOCTI.

y6aikaniiina eTuka
PexomeHIyeMO KOXKHOMY PEIICH3CHTOBI O3HAHOMUTHCS 3 ETHUHNM KepiBHUIITBOM JUTS PEICH3CHTIB,
cXBaJIeHUM MIXHApOIHUM KOMITETOM 3 €THUKH HAyKOBHX ITyOTiKaIlii.

Konduaikr inTepecis

SIKmio peneH3eHT He MOXKe OyTH 00’€KTHBHHM B OIUHINI MaTepiasy depe3 ocoOHcTi, (hiHAHCOBI,
npodeciiiHi, MOMITUYHI UM pEJNITifHI MUTAHHSA y CTABJICHHI OO aBTOpa, BiH MOBHHCH BIJMOBHTHCS Bif
PpeLeH3yBaHHS.

JloTpumanns koHpineHuiHocTi

Penensent, sikuii AaB 3rofy Ha CIIIe peleH3yBaHHS MaTepialy, He Mae IpaBa IepefaBaTH Iie IIPaBo
TpeTii 0co0i. SIKIo 3 SKMXOCh MPHYIMH BiH HE MOXKE 3pOOHTH PELEH3iI0, BiH IMOBHHEH BiMOBUTHUCS Bif
peneH3yBaHHA 1 MoBioMuTH 1po ne Pemakropa.
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PeneH3eHT MOXe OTpHMyBaTH KOHCYJbTamii Bif TPeTiX oci0, aje mpo Ie BiH MAa€ MOCTaBUTU IO
Bimoma Pemakropa.

He moxxHa minuTHcs pykonucaMmu abo 00TOBOPIOBATH iX 3 OyAb-KHM I103a IIPOIECOM PEICH3yBaHHSI.

3a00poHEeHO HANPsIMy KOHTaKTYBaTH 3 aBTOpaMH, 16 MO>KHa POOHUTH TiTbKH depe3 PemxakTopa.

CBoeyacHicTh

SIKIo pemeH3eHT He MOXKe BHKOHATH PEIEH3YBAaHHS CBOEYACHO, BiH IIOBHHEH Yy BiIBEAEHI TEpMiHI
noBizomuty Pemakropa.

PeneH3eHT MOBHHEH MOTO/DKYBATHCS HA PEIICH3YBAHHS, JIMIIIE SKIIO BiH MOXE B Y3TODKCHUI TepMiH
MIOJATH PEIIEH3II0.

SIKImo 3 SKUXOCh NPHYMH PELEH3EHT HE MOXKE 3aBEpIINTH POOOTY Hal PELeH3i€lo, eTHIHO Oyne
3aIpONOHYBATH PEAAKTOPOBI AIFTEPHATHBHOTO PEIICH3EHTA.

HayxoBii, sxi 6a)karoTh JOIYYUTHCS IO YHCIIA PEIEH3CHTIB XKypHAITY «AKTyaldbHi MHUTAHHSI MacoBOi
KOMyHIKamii», TOBHHHI MaTH HAyKOBHI CTYMiHb Yy BIIIOBIIHHUX TaTy3saX HAyK, HAISKHUN TOCBiX poOOTH Ta
BHCOKY peITyTamilo B akaJieMiTHOMYy cBiTi. CBOi pe3ioMe MOKHA HaACWIATH [0 peJaKiii KypHalIy Ha e-mail:
office.cimc@knu.ua.

binemr  pmerampHy  iHQoOpMAamilo mpo  JKypHAI BH  MOXET€ OTPHMATH 3a  aJpecoro
https://cimc.knu.ua/about.

Cnucok peneH3eHTiB BUIIYCKY

AneBTuHa JleMyInbKa, KaHOuOam Hayx i3 coyianvHux Komynikayii, ooyenm Haguanvno-naykoeoeo incmumymy
orcypranicmuku, Kuigcokuil Hayionanbruil ynieepcumem imeni Tapaca Illesuenka, Yxpaina

Amnkenika JIOCEHKO, KAHOUOAM HAYK i3 COYianbHUX KOMYHIKayiil, doyenm, Kuiscokuil ynisepcumem imeni Bopuca
I'pinuenka, Yrpaina

Baunepiii IBanoB, doxmop ¢hinonociunux Hayx, npoghecop, 3asidysay kagheopu pexiamu ma 368 3Kié 3 2DOMAICHKICHIIO
Hasuanvno-naykogozo incmumymy sxcypuanicmuxu, Kuiecoxuii nayionanvnuil ynieepcumem imeni Tapaca Illeguenxa,
Yxpaina

IO0piii ®inkaep, Jdoxmop pinonoeiunux nayk, npoghecop rxaghedpu srcypuanicmuru, Yopromopcokuii HayionarbHuil
yrieepcumem imeni Ilempa Mozunu, Ykpaina

Csitiana Ilanuenko, xanouoam Kynemyponoeii, doyenm, Ykpaina

Eanina IluxoBcbka, 0okmop ¢hinonociunux nayx, npogecop Haguanvho-nayko6ozo incmumyniy JcypHanicmuku,
Kuiscokuil nayionanenuti ynisepcumem imeni Tapaca Illesuenxa, Ykpaina
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ABSTRACT
ARTICLE INFO This article presents research results into waves of disinformation —
Received: 29 December 2022 massive torrents of false information directed at various audiences during
Accepted: 31 January 2023 the Russian-Ukrainian war in May — July 2022, intending to elicit specific

Published: 30 June 2023 communication  effects  (manipulation, misleading, intimidation,

demoralization, etc.). It was found that waves of disinformation are
KEYWORDS characterized by narrative and intensity. Based on the Telegram statistics of
hybrid war, the “Perevirka” bot (“Check”) developed by the Gwara Media organization,
political discourse, we formed a sample of the most resonant messages (298 units), which were
waves of disinformation, subject to informal (traditional) document analysis, as well as classification,
fake narratives narrative, and comparative analysis. We identified 24 primary waves of

disinformation, among which the most powerful were the following: 1)
“The Armed Forces of Ukraine and those who back them are criminals”; 2)
“Ukraine will lose the war”; 3) “The West does not need Ukraine as a
state”; 4) “Ukraine is a country of chaos and extremists.” The recorded
waves testify to the aggressiveness and multi-directionality of Russian
rhetoric, which encourages the development of a productive system of
information countermeasures in Ukraine and the world and the development
of media literacy among the population. Based on the analysis of waves of
Russian disinformation, we provided recommendations for the audience on
dealing with actual and potential propaganda messages.

Citation: Krainikova, T., & Prokopenko, S. (2023). Waves of disinformation in the hybrid Russian-
Ukrainian war. Current Issues of Mass Communication, 33, 12-25.
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PE3IOME

V crarTi BUKJIAJEHO pe3yIbTaTH JOCTIKeHHS XBWIb Jie3iH(popManii — MacOBaHUX ITOTOKIB HENPaBIUBOL
iHdopmarii, o crpsMoByBasIacsl Ha pi3Hi ayAUTOPII i 9ac pocificbko-yKpaiHCHKOI BIHHH B IIepio]] TPaBHS
— munHsg 2022 p. 3 METOI0 OTPUMAHHS IIEBHUX KOMYHIKamiHMX e(eKTiB (MaHIITyJIIOBaHHS, BBEJCHHS B
OMaHy, 3aJIIKyBaHHs, IEeMOpPai3allis TOIo). 3’sSCOBaHO, 0 XBUII Jie3iH(popManii XapaKTepru3yIoThesl Hapa-
TUBHICTIO Ta iHTeHCHBHIcTIO. Ha 0cHOBI Tenerpam-craructuku 60ty «Ilepesipka» opranizanii Gwara Media
copmoBaHO BUOIpKY HaWOIIbII PE30HAHCHUX TOBimOMIIeHD (298 OAMHUIG), SKI MiAIAramn HehopMmaizo-
BaHOMY (TpamuLiifHOMy) aHami3y AOKYMEHTIB, a TakoX Kiacuikaiii, HApaTUBHOMY Ta MOPiBHSUIBHOMY
aHami3y. BusBneHo 24 ocHOBHI XBWIi Ae3iH(popMaltii, 3-MTOMIX SKUX HaUmoTyxHimmi Taki: 1) «3CY i i, XTO
Ha IXHpOMY Oo1li,— 3JI0YMHLI»; 2) « YKpaiHa mporpae BiiiHy»; 3) «YkpaiHa He moTpiOHa 3axomy sK Aepxa-
Ba»; 4) «YKkpaiHa — KpaiHa Xaocy 1 pagukainiBy. 3adikcoBaHi XBHIII 3aCBiJUYIOTh arpeCUBHICTh Ta Pi3HOCII-
PSIMOBAHICTh POCIHCHKOT PUTOPHKH, IO CHOHYKae JO PO3BHTKY HPOIYKTHBHOI cucteMu iHpopmaniiiHol
npotuaii B YKpaiHi Ta CBITI, a TAKOXX PO3BUTKY MeIiarpaMoTHOCTI HaceneHHs. Ha mijcrasi aHaiizy XBHIIb
PpOcCiiichKOl Ie3iH(popMaIil HalaHO PEKOMEHIAIIT JJIsl ay TUTOPIi MO0 TOTO, SIK B3aEMOJIISITH 3 PEabHUMHU
200 MOTEHIIHHUMH NOBIJOMJICHHSMH MIPONAaraH/y.

KJIIOYOBI CJIOBA: ribpuana BiifHa, TOJITHYHUNA TUCKYpC, XBUIIL Je3iHpopMmanii, (peikoBi HApaTHBU.

Introduction

The full-scale Russian invasion of Ukraine began on 24 February 2022 and became the
greatest threat to humanity since World War II. Many world leaders gave this assessment to the
events: “The war in Ukraine is the most dangerous period for Europe since the Second World
War” (NATO Secretary General Jens Stoltenberg); “This crisis is the closest to a nuclear disaster
in the last sixty years” (US President Joe Biden); “this war shows the state of the world we are
in... a dangerous time when the old stability is being called into question, and the new one has not
yet arrived” (French President Emmanuel Macron).

At the same time, politicians, political experts, and communication experts emphasize that it
is a hybrid war in which disinformation is used as a weapon. As a result, the boundaries between
peace and war are erased through discourses, actual roles, facts, and meanings are distorted, and
values are attacked.

According to our observations, disinformation spreads in themed message flows — waves.
Therefore, understanding the origin and spread of disinformation waves is vital for international
crisis management — for systematic prevention, countermeasures, and consistently expanding
media criticality in various audiences.

This study aims to identify and describe the waves of disinformation in the period 01.05—
31.07.22, which became the drivers of the hybrid Russian-Ukrainian war.

Research objectives:

1) based on Telegram analytics of the fact-checking bot “Perevirka” - “Check” (Gwara
Media) to identify massive themed flows of messages in the media discourse;

2) analyze the qualitative and quantitative parameters of the detected waves of
disinformation;

3) articulate conclusions and develop recommendations for the audience.
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Literature review

The first theoretical pillar of our research is the theory of hybrid warfare.

Magda defines this phenomenon as follows: “Hybrid war is the desire of one state to impose
its political will on another (others) through a complex of measures of a political, economic,
informational nature and without declaring war in accordance with the norms of international
law” (Magda, 2015, p. 4).

Hoffman, one of the founders of the theory of hybrid warfare, warned in 2007 about “unique
combinations and hybrid threats”: “Instead of separate opponents with fundamentally different
approaches (traditional, irregular or terrorist), we can expect to face competitors, which will use
all forms of warfare and tactics, perhaps simultaneously” (Hoffman, 2007, p. 7). The quoted
work was about the USA, but the mentioned challenges were also faced by other countries
worldwide, particularly Ukraine. Hoffman pointed out: in hybrid wars, military and non-military
methods and means are used, and conventional forms of warfare are combined with criminal
elements, terrorism, and the latest technologies.

Bachmann added that conflicts arise due to an “asymmetric situation/war” and are formed
“with the use of digital communication technologies.” At the same time, “the main purpose of
protection is to preserve one’s own sovereignty” (Bachmann, 2020).

Denning, a well-known expert in computer security, specifies the complex of cyber threats:
“computer hacking, fraud, terrorism, espionage, piracy, theft of personal data” (Denning, 1988).
All these are tools of hybrid warfare.

The hybrid war in Ukraine is already reflected in previous research. Pohl notes that in the
digitalized world,

authorship can be masked even better, and propaganda can be spread faster. It can take the
form of disinformation, fake news, manipulation, and propaganda through social
media/networks, hacking of critical infrastructure, or even cyberwarfare. The conflict in Ukraine
is considered an example of a hybrid war par excellence since it is about the orchestration of
different means (Pohl, 2022, p. 4).

The second theoretical pillar of our study is a subject-based investigation into the nature of
disinformation. According to Kuklinski et al.,

being misinformed differs from being uninformed when one has no factual beliefs about the
topic under investigation. Therefore, misinformed people are firmly convinced that they fully
comprehend a certain situation and at the same time are guided by false beliefs (Kuklinski et al.,
2000, p. 792).

In our investigation, we support the concept of “post-truth.” Lewandowsky and co-authors
analyzed the origin of this phenomenon: “The post-truth world has emerged as a result of such
social megatrends as the reduction of social capital, the growth of economic inequality, the
strengthening of polarization, the decline of trust in science, and an increasingly fractionalized
media landscape...” (Lewandowsky S. et al., 2017).

Jerit and Zhao, in their work “Political misinformation,” distinguish disinformation from
other forms — and not only from “misinformation” or “manipulation”: “Disinformation differs
from such pathologies as belief in rumors and conspiracy thinking” (Jerit & Zhao, 2020).
Conspiracy theories explain political or historical events by referring to the ‘craftiness of
powerful people’ (Sunstein & Vermeule, 2009, p. 205; Muirhead & Rosenblum, 2019). In the
meantime, disinformation may elicit within a person, e.g., the desire to adhere to beliefs that
correspond to his or her worldview (Kuklinski et al., 2000).

Notably, world elites have already recognized disinformation as a global threat. Thus, the
mechanics of spreading disinformation became “one of the key topics of Davos-2021”
(Gulievska & Adashis, 2021, p. 51).
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The third theoretical pillar of our research is the theory of narrative (narratology). We are
close to its “concept of plot and action, the figure of the narrator, the structure of the story,”
storytelling, in which “in the presence of an innumerable number of stories, all of them have a
sufficiently established structure that can be modified in certain aspects” (Batsevych &
Sazonova, 2020, p. 273).

Researchers emphasize the interpretability and ambiguity of the narrative. Lyotard writes
with a certain bitterness: “Narratives are fables, myths, legends suitable only for women and
children. At best, attempts are made to add a ray of light to this obscurantism with an attempt to
civilize, enlighten, and develop” (Lyotard, 1995, p. 25). The wording is harsh, but it contains a
valid conclusion about the “necessary” profanation of reality in narratives for their accessibility
and digestibility.

In post-classical narratology, one of the central ones is the concept of “possible worlds”
(Bell, 2019), which Bell, Alice, and Marie-Laure appeal to, particularly Ryan. They write about
the nature of fiction as opposed to the real world.

No less attractive heuristic direction in modern narratology is also

“mnemonic narrative” (mnemonic or memory narrative), which is understood as narrative
texts united by the theme of memory or memories, which is used as a narrative strategy.
Mnemonic narrative is constructed based on one's own experience and involves a subjective
assessment of the events described by the narrator, a significant time distance between the
events, and the moment of their fixation (Veshchykova, 2020, p. 26).

In recent years, Ukrainian and foreign scientists (Murray, Mansoor, Renz, Chivvis, Zykun,
Parakhonskyi, Yavorska) have been investigating the use of narratives and hybrid warfare tools.
Milchenko concluded about the logic of the spread of Russian narratives and the construction of
propaganda discourse:

The analysis of the Russian mass media ... shows that the content of the narratives does not
change, they do not disappear; on the contrary, they are supplemented with new messages to
strengthen them, and the priority of messages also varies. This, in particular, happens when
informational occasions inside our country allow propagandists to broadcast information that
reinforces a certain Kremlin narrative. Moreover, if there is a lack of information sources, they
are created by spreading false information (fakes) (Milchenko, 2021, p. 9).

Thus, foreign and Ukrainian researchers have already been studying the problem of
disinformation (including narratives of Russian propaganda). At the same time, the wave-like
nature of this propaganda, the spread of these waves through narratives, has yet to be
investigated. This testifies to the innovative nature of the proposed intelligence. The available
theoretical background makes it possible to analyze the collected empirical data and deepen the
formed understanding of the disinformation dynamics in hybrid Russian aggression.

Method

The empirical research is based on the monitoring and analysis of media reports received by
the fact-checking bot “Pereverika” (@perevir bot) of the organization “Gwara Media”
(https://gwaramedia.com/).

The organization’s fact-checkers conducted the research: Tetiana Krainikova, Dasha
Lobanok, Serhii Prokopenko, Oleksandr Tolmachov, Yuliana Topolnyk, Alesya Yashchenko
(Tolmachov et al., 2022).

The period of media monitoring is three months, from 1 May to 31 July 2022.

The research was organized in three stages:
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1) We constructed a theoretical base at the conceptualization stage (January — April 2022).
To this end, the primary research approaches were examined: the theory of hybrid war, the theory
of discourse, and the theory of narrative. In addition, scientific views were to be compared and
systematized.

At the conceptualization stage, the “Methodology of fact-checking in the editorial office of
Gwara Media and the Verification bot” (Methodology of fact-checking, 2022) was also
developed, while the Code and principles of the IFCN (International Fact-Checking Network,
which is a division of the Poynter Institute for Media Studies) were taken as a guide.

2) In the period from 1 May to 31 July 2022, the “Perevirka” bot (@perevir_bot) received
16,598 requests to verify information from users; on average, 185 requests per day, with a peak
daily load of 300-500 requests.

Based on fact-checking conclusions, the most popular and influential false materials were
selected daily based on Telegram analytics. From them, selections of “Feikotnya” (“fake mass™)
were formed, which were published in the Gwara Media Telegram channel
(https://t.me/gwaramedia).

Therefore, in the second stage of the research, we carried out media monitoring, collected
empirical data, and established a list of the most vibrant pieces of content. Based on the
monitoring, we put together a sample of media documents — a total of 298 items.

3) At the third research stage (August — September 2022), we analyzed collected data and
revealed waves of disinformation. For this, the research team applied the methods of informal
(traditional) document analysis and classification, narrative analysis, and comparative analysis.

A set of criteria has been developed for document examination:

e Main narratives;

* Audiences targeted by disinformation;

* Protagonists of propaganda stories;

* Dominant types of disinformation;

* People and organizations are the most active producers of false messages;

* Dynamics of disinformation;

» Expected effects that producers of disinformation tried to achieve.

The collected and analyzed data made it possible to draw conclusions. At the same time, we
compared our data with the research data of the “Detector Media” (research of Telegram
channels, January — August 2022) and the Institute of Mass Information (research of
professional standards, July — September 2022).

Based on the study’s results, we also developed recommendations for the audience regarding
behavior in the conditions of the hybrid Russian-Ukrainian war.

Results and Discussion

General characteristics of disinformation waves

The collected data and its analysis proved that disinformation spreads through waves —
intensified false messages directed at different audiences to achieve specific communication
effects (misleading, manipulation, intimidation, demoralization).

Waves of disinformation have two main characteristics:

1) narrative — waves are formed from purposefully broadcasted messages that thematically
focus on particular topics/stories/characters and form a current agenda for the audience, and thus
a general picture of the world;

2) intensity — the power of the waves depends on the number of messages of similar or
compatible content distributed by various media and the coverage and ratings of the specific
media.
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To understand the nature and dynamics of disinformation, we focused on relevant qualitative
and quantitative characteristics. We emphasize that specific analyzed messages are carriers of not
one but several narratives, and these narratives have different intensities, coexisting and
reinforcing each other. In addition, the narratives acquire certain thematic accents — we tried to
capture them while monitoring the intensity.

During the analysis of 298 sample units, 24 significant disinformation waves were revealed:

1) “The Armed Forces of Ukraine and those who back them are criminals”;

2) “Ukraine will lose the war”;

3) “Ukraine is not needed by the West as a state”;

4) “Ukraine is a country of chaos and extremists”;

5) “Russia wants peace / Putin will liberate everyone”;

6) “There is reason to fear for your children”;

7) “Ukraine is a mess”;

8) “The West is an enemy that wants to destroy Russia”;

9) “Ukrainian authorities do not care about the citizens who remained in the temporarily
occupied territories”;

10) “Ukrainian authorities do not need their own citizens; they are like cannon fodder”;

11) “Nazis are in power in Ukraine and pro-government structures”;

12) “NATO is fighting in Ukraine”;

13) “Russophobic Ukraine”;

14) “People abroad support the Russian Federation, although their authorities are against it”;

15) “The Armed Forces of Ukraine is only a proxy army used for war; the West supplies
weapons to Ukraine in order to prolong the conflict”;

16) “The West/USA does not trust the government of Ukraine”;

17) “Ukrainians do not know how to handle weapons/The Army of Ukraine is not capable of
fighting”;

18) “AZOV are Nazis”;

19) “Ukrainians need a new government”;

20) “Sanctions do not function”;

21) “Ukrainian government makes money from the war”;

22) “To finish the war, Ukraine must cede its territories”;

23) “If Russia had not started a special operation, Ukraine would have attacked first”;

24) “Legitimization of L/DNR”.

Disinformation was spread primarily through Internet platforms and television (TASS, RIA
Novosti, Rossiyskaya Gazeta, Izvestia, Vzglyad, RBC, NTV, Zvezda, website of the Russian
Orthodox Church). Social media, in particular Telegram channels, played the role of the most
active “ventilators” that spread waves of disinformation. However, propaganda did not abandon
the form of a traditional printed newspaper for a loyal audience.

Information waves as carriers of narratives

Groups of narratives. The identified waves of disinformation are ideologically and
thematically grouped into four groups of narratives:

1) military-strategic: “Ukraine will lose the war,” “If Russia had not launched a special
operation, Ukraine would have attacked first,” “AZOV are Nazis”;

2) political: “Russia wants peace / Putin will liberate everyone,” “The West does not need
Ukraine as a state,” “People abroad support the Russian Federation, although their authorities are
against it,” “In order to end the war, Ukraine must cede its territories”;

3) socio-economic: “Sanctions do not function,” “Ukrainian authorities do not take care of
citizens who remained in the temporarily occupied territories™;

4) cultural: “Russophobic Ukraine” and others.

Narrative analysis confirms Russian rhetoric’s aggressiveness, manifested in military-
strategic and political narratives. The leadership of the Russian Federation does not demonstrate

2023 Current Issues of Mass Communication
17



ISSN 2312-5160
online ISSN 2786-4502

readiness for political dialogue and constructive cooperation. Russia is not interested in
diplomacy but in war and establishing a new model of the world order centered in Moscow. At
the same time, Moscow’s rhetoric ranges from a “special operation” to a systemic conflict with
the West. In addition, Russian propagandists are nostalgic for the USSR, trying to resuscitate it in
the new “Greater Russia” model.

Social narratives are thematically focused. They relate to creating a depressed image of
Ukraine as a failed state (inability to earn money to provide oneself and one’s family with basic
resources). Moreover, one of them concerns extremely sensitive realities — children and
parenthood; here, disinformation reveals its cynical essence in an obvious way: under the shell of
care, propagandists sew up messages which generate fear, panic, readiness to act rashly and to
the detriment of one’s children.

On the one hand, the cultural narratives of Russian propaganda are associated with the
traditional mantra of Nazi policy, the persecution of the Russian-speaking population in Ukraine.
However, on the other hand, they aimed to contrast the “Russian world” with the Western world,
which, they say, imposes its values on everyone.

Protagonists of propaganda stories. In 61% of cases, Ukrainian military personnel, state, and
political figures (Volodymyr Zelenskyi, Kolomoiskyi, Stefanchuk, Bakanov, Venediktova,
Medvedchuk, Poroshenko), state institutions (Ukraine’s Ministry of Defence, State Migration
Service, Ukrposhta — state post service, Vinnytsia Blood Transfusion Center), financial
institutions became the protagonists of disinformation in 61% of cases and commercial
companies (PrivatBank, Zaporizhzhia Oblenergo), charitable foundations, volunteer
organizations and volunteers (Charity Fund of Sergii Prytula). Images of historical and cultural
figures (Bandera, Petliura, Khrushchev, Taras Shevchenko) were also involved; new ones were
created (Banderomobile).

Ukraine’s Western partners are in second place (16%). Among them are famous politicians
(President of France Macron, President of Poland Duda), experts — “friends of Putin” (Frank
Cohen), and ordinary citizens.

The heroes of 13% of the messages were Russian state and political figures (Zhyrinovsky,
Putin, Lavrov, Shoigu, Leonidchenko), representatives of show business (Gazmanov), children of
Russian officials, and ordinary citizens (a resident of Pskov). In addition, Russian armed
formations (Russian special services, the army of the Russian Federation, the Ministry of
Defense of the Russian Federation, Belarusian saboteurs).

Among the heroes of the propaganda stories are also citizens and politicians of the
temporarily occupied territories of Ukraine (leaders of the L/DNR, collaborators, the occupation
authorities of Kherson, Volodymyr Rogov and Oleksiy Chernyak).

Messages (approximately 4%) focused on foreign armed units fighting on the territory of
Ukraine (Belorussian Kalynovsky regiment, Georgian Legion, Libyan terrorists, mobilized
Hungarians) were also discovered.

Dominant types of disinformation. A variety of forms characterize disinformation. Including:

* denial of the truth — statement of disagreement with someone or something, refusing to
admit facts.

« fake — wholly fabricated, misleading, often sensational, emotionally charged information.

* manipulation — directed distribution of wholly or partially false data, which purposefully
forms the desired opinion of the audience, inclines the audience to one’s side, and programs the
expected reactions in the audience.

* provocation — deliberate actions against individuals, organizations, and states aimed at
pushing them into decisions and actions harmful to them.

* labeling, stereotypic judgments — the spread of simplified, established, often exaggerated,
or one-sided ideas that do not stem from one’s own experience.

* fraud/cybercrime — cunning deception aimed at obtaining some benefit, for example,
misappropriation of funds.

2023 AKTyarnbHi NUTaHHA MacoBOi KOMYHikaLii
18



ISSN 2312-5160
online ISSN 2786-4502

Audiences targeted by disinformation. Disinformation is very resilient in terms of audience
setting. Producers targeted it both precisely (e.g., local audiences) and broadly (national target
audience, global TA); also combined different settings (e.g., Russian and Moldovan TA).

In addition, the cases were identified that were aimed at several audiences at once, e.g.,
Russian and Ukrainian at the same time. Thus, the report about the “successes” of the Russian
army implies the elevation of the spirit of the Russian TA and the demoralization of the
Ukrainian one.

Most of the disinformation was directed at different segments and combinations of segments
of the Ukrainian audience. Moreover, the narrow targeting of messages was adjusted according to
various criteria: geographically — residents of specific regions (primarily Kharkiv,
Dnipropetrovsk, Odesa, Kherson, Zaporizhzhia regions); gender (male/female); professional field
or interests (e.g., an audience interested in cultural issues).

The programmed effects that the disinformation producers were trying to achieve.
Disinformation was spread to achieve several effects in different audiences (domestic Russian
TA, Ukrainian mass and local TA, and international TA). At the same time, the expected results
were diverse, depending on the specifics of the audience segment.

For the Russian audience, disinformation aimed at achieving the following effects:

1) glorification of the Russian military, which commits crimes in Ukraine;

2) support of the Russian Federation’s military-political leadership and the tasks of “special
operations” (demilitarization, denazification, change of the country’s leadership).

Ironically, Russian propaganda interprets the situation so that Russia is the victim of Ukraine
and the West’s encroachments.

For the Ukrainian audience, disinformation was aimed at achieving the following effects:

1) spread of fears, panic moods;

2) mistrust, anger at the Ukrainian authorities, discord, and disputes in society;

3) uncertainty about the future, inability to support a family;

4) consumer panic;

5) disorientation, inability to separate truth from fiction, the spread of useless expectations,
rumors, and gossip;

6) moral support and motivation of Ukrainians (a case of Ukrainian disinformation).

In the international arena, disinformation was aimed at producing the following effects:

1) self-affirmation of the Russian Federation as a major political player, a nuclear
superpower;

2) generation of international hatred and conflicts.

The intensity of disinformation waves

Powerful waves of disinformation

The most powerful waves were found in 142 false reports that spread four main narratives
(see Figure 1):
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Figure 1. Powerful waves of disinformation.

The most powerful waves of disinformation during May — July 2022 aimed to create an
image of Ukraine as “a country that has historically failed and has already lost.” At the same
time, Russian propagandists emphasized real and imagined difficulties in the military, political,
economic, and other spheres.

A separate stream of disinformation is devoted to the Ukrainian military-political leadership,
which is depicted as incompetent, corrupt, Nazi-like, and dependent on the West. In particular, in
10% of the analyzed texts, disinformation personally affects the figure of the President of
Ukraine. The logic of coverage leads to a prepared, in advance conclusion about the need for a
change of power in Kyiv, and it is emphasized that this is precisely what the Ukrainian people
want.

Throughout the analyzed period, there was a powerful wave of disinformation aimed at
discrediting the Armed Forces of Ukraine by demonizing the fighters of the Azov Regiment. The
propaganda image is highly ambiguous and contradictory. On the one hand, the Ukrainian
military is depicted as “criminals, punishers, militants, terrorists/bioterrorists, Banderivtsi / Nazis
/ neo-Nazis” and, on the other — as weak and inept losers. The thesis that the Ukrainian military
is “drug addicts” and “cannibals” also reinforces entirely negative connotations.

Quantitative analysis has shown that powerful waves of disinformation have stability. For
example, figure 2 demonstrates that the messages we selected for analysis were distributed
consistently throughout the study period — May, June, and July.

2023 AKTyarnbHi NUTaHHA MacoBOi KOMYHikaLii
20



ISSN 2312-5160
online ISSN 2786-4502

July June May

50
40
30
20

10

AFU are criminals ~ JXraine will the West does not Ukraine is a country of
lose the war  need Ukraine chaos and extremists

Figure 2. Persistence of powerful waves of disinformation during the monitoring period.

Medium waves of disinformation
Medium waves of disinformation are associated with 12 narratives implemented in 124 texts

(see Table 1).

Table 1. Medium waves of misinformation.

Russia wants peace / Putin will liberate everyone 19
panic 16
Ukraine is a mess 15
The West is an enemy that wants to destroy Russia 11
Ukrainian authorities do not care about the citizens who remained in the temporarily occu- | 10
pied territories

Ukrainian authorities do not need their own citizens; they are like cannon fodder 10
Nazis are in power in Ukraine, and pro-government structures 9
NATO is fighting in Ukraine 8
Russophobic Ukraine 7
People abroad support the Russian Federation, although their authorities are against it 7
The Armed Forces of Ukraine is only a proxy army used for war; the West supplies weap- | 6
ons to Ukraine in order to prolong the conflict

The West/USA does not trust the government of Ukraine 6

One of the powerful waves noted above aimed to discredit the AFU soldiers. The opposite

wave was made up of massive messages related to the glorification of the Russian military-
political leadership and the Russian army. ‘“Russian soldiers are liberating Donbas, Kherson
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Oblast, Zaporizhzhia region,” “Russians have defeated German Nazism — they will overcome
Ukrainian Nazism as well,” and “Russians voluntarily concede in some situations in order to
bring peace closer” — these are the main messages of this wave.

A noticeable wave of disinformation justifies the “special operation”: “If Russia had not
started a special operation, then Ukraine would have attacked.” Under this narrative, the
propagandists used a complex of fabricated documents that “attest” the aggressive plans of the
Ukrainian military-political leadership, which prompted the Russians to “save Donbas from
attack” and not only Donbas.

A powerful wave of disinformation became a wave of fakes about Ukrainian refugees who

“do not want to work,” “fight on the streets of European capitals,” “arrange noisy rallies,” and
“burn down the homes of Germans.” This unattractive image is expressed visually — “photos
from the scene of events” and “eyewitness video.”
Tangent to the previous one was the wave about the “tiredness of the West from Ukraine,” and
this “tiredness” is also felt by politicians (“It makes no sense to provide weapons to Ukraine —
Russian soldiers are destroying it,” “War for Europe is expensive,” “Ukraine must capitulate for
the sake of peace”), and ordinary citizens (“People abroad support the Russian Federation, alt-
hough their authorities are against it,” “Ukrainians are not allowed in shops in Prague,” “In fact,
the USA is not ready to support Ukraine™).

Point waves of disinformation

In 32 messages received for fact-checking, we recorded 8-point waves of information. They
are associated with the least persistent and thematically narrower messages (see Figure 3).

9.4% 15.6%
eqgitimization of dnr / Inr Ukrainians do not know
how to handle weapons
9.4% d
if Russia had not
started ... \
12.5% 15.6%
To finish the war A ;
2 ZOV are nazis
Ukraine must... ~ \ !
12.5%
Ukrainian govemment /
makes money from the 12.5%
war 'Ukrainians need a new
12.5% govermnment"
Sanctions are not /

fuelianing

Figure 3. Point waves of disinformation.

An intriguing phenomenon was a wave of reports about the Russian president’s allegedly
severe illness and possible death, apparently separate but firmly embedded in the propaganda
content plan. It ended with the sacramental “you will wait for it forever,” which clearly reveals
the purpose of such messages — to disappoint and demoralize the Ukrainian audience. A wave of
social narratives aimed at a similar effect: “Ukrainians are losing their jobs,” “Unemployment,
hunger, and poverty await Ukrainians,” and “Children in Ukraine and in the West are in danger.”
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A separate wave of disinformation is associated with the opposition “Russia-Western
Civilization,” “Russia-USA,” “Russia-NATO,” and the like. The propagandists specifically
focused on Poland (“Poland wants to seize western Ukrainian lands”), Moldova (“Moldova’s
problems are due to Ukraine”), Lithuania (“A Polish-Lithuanian military contingent will be
introduced into Ukraine,” “Lithuania wants to annex Kaliningrad”). In this wave, experts —
“friends of Putin” and “friendly” Western media became active producers of false reports. At the
same time, a complex of techniques aimed at manipulating the public opinion of domestic
Russian, Ukrainian (from national to local), and global world audiences was used. Taking words
out of context, twisting, hiding/adding specific facts enabled propagandists to interpret the events
of the analyzed period in a favorable context.

Recommendations for the audience

The results of the monitoring study of disinformation waves for the period May — July 2022
encourage us to provide the audience with the following recommendations:

1) Realize that there is a physical and a media reality. Unfortunately, they are not always
congruent. After all, some people and organizations want to create a media quasi-reality and
control the masses. This is how the propaganda in the Russian Federation works — as an element
of a large-scale and prolonged hybrid war against Ukraine.

2) Focus on official sources. It is advisable to obtain reliable information about the govern-
ment’s position from official websites and verified pages in the social media of national and local
authorities.

3) Learn about events not from a single mass media but from several different ones. This will
allow us to see events from different angles and compare interpretations. According to the
Institute of Mass Information (https://imi.org.ua/), we recommend resources for reading that have
a good reputation: “Suspilne,” “Hromadske,” “Liga,” “Ukrainian Pravda,” Ukrinform, “Radio
Liberty,” “Dzerkalo Tyzhnia,” “Babel,” NV.

4) Avoid toxic Telegram channels and other projects in social media. Among them:
“Legitimny,” “Black quarter,” “Kherson Live,” “Rebel,” “Onion UA,” “ZeRada,” “Whisperer
UA Ukraine War,” “Nablyudatel,” “Woman with a Scythe,” “Ukrainian format,” “Ukraine.
Special operation, Monitoring”, “KhtoSho.” Recognize toxic projects in social media by the
following cues: salient ideological accent; sensational, stressful headlines; lack of references to
sources or strong doubts in the reliability of cited sources; the presence of manipulative
evaluative judgments and ready-made conclusions in the texts; spread of panic moods, etc.

5) Accept messages about “exact coordinates of missile strikes,” “offensive from Belarus,”
etc., without panic. The threat exists — that is right. Nevertheless, the primary guideline for
actions is observing information from official sources.

Conclusions

Waves of disinformation are massive flows of false messages aimed at different audiences to
obtain specific communication effects (misleading, manipulation, intimidation, demoralization,
etc.).

Waves of disinformation have two main characteristics: content quality (thematization, focus
on certain protagonists, genre forms, and data formats) and intensity (massiveness of messages).

From 1 May to 31 July 2022, the fact-checking bot “Perevirka” detected 24 central
information waves, among them powerful, medium, and spot waves. Disinformation was
generated primarily by professional internet platforms and television (TASS, RIA Novosti,
Rossiyskaya Gazeta, Izvestia, Vzglyad, RBC, NTV, Zvezda, the website of the Russian Orthodox
Church). On the other hand, social media, in particular Telegram channels, played the role of the
most active “ventilators” that spread waves of disinformation.
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False messages were directed at different target audiences (internal - external, Ukrainian -
Russian - Western, national - local), trying to achieve programmed effects (manipulation,
misleading, intimidation, demoralization).

Waves of disinformation carried narratives actively promoted by their producers. Four
groups of narratives were identified: 1) military-strategic; 2) political; 3) socio-economic; 4)
cultural. Such a complex of narratives proves that the modern hybrid war takes place
simultaneously in different social domains, and its massive course is reflected in the information
field.

An analysis of disinformation waves for May — July 2022 proves that Russia is
destabilizing the world order and routinizing military conflict in Ukraine. Moreover, Russian
rhetoric currently does not give reason to hope for a peaceful settlement shortly and encourages
the intensive development of strategic communications.

At the same time, we consider it particularly important to preserve Ukrainian identity
through knowledge of national history, language, culture, and the development of civil society
and democracy. Equally important are information countermeasures, rapid response to
information leaks, tracking the appearance of specific narratives and media characters, and the
targeted formation of media literacy among the population in Ukraine.

Further monitoring of disinformation waves will provide more context for conclusions about
stability, dynamics, and their transformations, contributing to developing global and local
counter-reactions models.
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ABSTRACT

This study aims to determine innovative global trends in communications
and their impact on the development of the marketing and PR industry. For
this, we applied trend analysis, one of the modern forecasting methods,
which is based on the examination of secondary sources and news publica-
tions and allows the identification of weak information signals from various
markets based on the mention of digital innovations. Innovative tools guide
companies to construct a new reality for stakeholders, improve interaction
methods with stakeholders, and form their favorable corporate image and
brand positioning. We identified six trends that will impact the development
of communications in the coming decades: machine learning; big data;
virtual reality technologies; digital gamification; blockchain and NFT;
migration to the metaverse. We concluded that these digital innovations
would enrich the promotion toolkit, form a new socio-communication di-
mension, and produce a creative and meaningful context. In particular, we
conclude that VR technologies will encourage further penetration of adver-
tising and PR into the field of integrated virtual communications. Gamifica-
tion will become more and more deeply rooted in all areas of marketing and
PR activities, diversify interaction with stakeholders, and increase its effec-
tiveness thanks to novelty, emotionality, and user involvement. Finally,
NFT will become a symbol of innovation from the image perspective and a
thematic platform for stakeholder communications. The article also outlines
the features of marketine and PR in the metaverse.
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PE3IOME

Mera 1pOro AOCHIIKSHHS — BU3HAYMTH [MI00aNbHI iHHOBALIHI TEHACHLIT y KOMYHIKAIisX Ta IXHil BIUIUB
Ha PO3BUTOK MapKeTHHroBHX i PR-komyHikauii. 3ais 1bOro 3acTOCOBAaHO OJMH i3 CY4acHHX METOMIB
MPOTHO3YBAaHHS — aHAJI3 TPEHIB, 10 IPYHTYETHCS HA BUBUCHHI BTOPHMHHUX JUKEpEN Ta HOBHHHUX ITyOtiKa-
it i gae 3Mory BHABUTH cralki iH(pOpMaNiiiHi CUTHAM 3 PI3HUX PUHKIB, CHMPAIOYUCh HA 3raJyBaHHsI PO
udpoBi iHHOBaIT, 3aBASKA SIKUM KOMIIaHI1 KOHCTPYIOIOTh HOBY pEabHICTh JUIS CTEHKXOJIAEPiB, YAOCKOHA-
JIIOIOTH CIIOCOOM B3aeMopii 3 HUMH, (OPMYIOTh BIACHHI CHPUSTINBUN KOPIIOPATUBHUH IMIJDK 1 HO3UMIIO-
BaHHS OpeH[iB. ABTOPH JOCHTIIPKEHHS. BUOKPEMIIIN IIICTh TPEH[IB, SIKI MAaTUMYTh BIUIHB Ha PO3BHTOK KO-
MYHIKaIliil y HalOMmKk4i necatupivads: mawunte nasyannus, big data; mexnonoeii eipmyanvuoi peanvnocmi;
yugpposa eeiumigixayis; oaoxuein ma NFT,; micpysanns y memagcecsim. 3poOICHO BUCHOBOK, IO i HU]-
poBi iHHOBaIii 30arauyBaTUMyTh IHCTPYMEHTapill MPOCYBaHHS, a TaKOXX (JOPMYyBaTUMYyTb HOBHH COILIIOKO-
MYHIKaIifHUH BUMIp 1 KpPEaTHBHO-CMHCIOBHH KOHTEKCT. 30KpeMa CTBEpIXKYeThbcs, 1o VR-texnosorii
3a0X04YyBaTHMYTh HOAAJIbLIC NPOHUKHEHHS peknamu i PR y cdepy iHTerpoBaHux BipTyaJbHHUX KOMYHiKa-
niit. Tefimicikamist nenani raudnie BKOPIHIOBATUMETHCS B yCi HaIPsIMKKA MapKeTHHroBoi Ta PR-nisibHOCTI,
YpI3HOMaHITHIOBaTHME B3a€MOJIIO 31 CTEHKXOJepamMHy, 301IbITyBaTHME 11 pe3yIbTaTHUBHICTD 3aBSIKH HOBH-
3HI, eMOLifHOCTI, 3airydeHocTi kopuctyBadiB. NFT craBaTMMyTh CHMBOJIOM iHHOBALil B IMIZPKEBOMY paKy-
pci. Takoxk y cTaTTi OKpeciIeHo MOXKIIMBOCTI Ta 0co0IMBOCTi MapkeTHHTy Ta PR y MeTaBcecBiTi.
KJIFOYOBI CJIOBA: xomyHikaii, MapkeTHHT, MeTaBcecBiT, NFT, mabmix puieiiH3, BipTyajabHa peaib-
HICTB.

Introduction

“Virtual reality: When what does not really exist is stronger than what does,” noted the re-
spected Ukrainian scholar Pocheptsov (2021). In the conditions of the contemporary digital soci-
ety, this statement acquires extraordinary depth. Innovations related to the digital area and virtual
reality technologies give rise to new ways of data exchange, communication, perception, and
knowledge of reality. They direct, inspire, become the meaning of development, and reveal un-
precedented opportunities and threats.

Innovative digital technologies’ impact on society’s behavioral models is at the center of re-
searchers’ attention. In 2004, the Scientific American Journal published an article on the Internet
of Things, which demonstrated how artificial intelligence could change the human environment
by eliminating routine problems through automation (Gershenfeld, Krikorian, & Cohen, 2004).
Since then, innovative technologies have taken a giant step forward. They help improve the
world and transform its paradigm, changing the usual way of life.

Innovative trends in communications can be detected with the help of weak information sig-
nals from different markets. They reflect revolutionary digital solutions due to which corpora-
tions construct a new reality for consumers and other stakeholder groups, improve ways of inter-
acting with them, and use the attractive power of innovation in shaping the corporate image and
brand positioning. Researchers say communications prospects are linked to concepts such as
artificial intelligence, machine learning, the Internet of Things, big data analysis, mobile applica-
tions, cloud computing, augmented and virtual reality, blockchain, and much more (Troise &
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Camilleri, 2021). Therefore, this study aims to determine the main global innovative trends in
communications and characterize their impact on developing marketing and PR technologies.

Theoretical background

Forming a theoretical justification for the impact of innovations on communications, scholars
in Ukraine and worldwide study the principles, features, and prospects of using artificial intelli-
gence, virtual reality, blockchain, NFT, and metaverse technologies in various practice areas.

Chinese investigators believe that interaction with AR/VR (augmented reality and virtual re-
ality — authors’ note) can be considered a process of tricking the brain, so developers should pay
more attention to forming a believable virtual experience (Tan, Xu, Li, & Chen, 2022). Due to
the involvement of the full senses, the illusion of the real world is created, and a user becomes an
integral part of the interaction. Furthermore, the development of affordable portable devices, such
as head-mounted displays, which can integrate various interaction methods and free users’ hands,
should revive their use and improve human-computer interaction, which will generally affect the
convenience and quality of such communications.

Martyniuk and Korolyov (2020) analyzed the current state of virtual marketing technologies
and the transformational processes in the virtual reality environment. Observing innovations at
Facebook, Lego, Adidas, Nike, Wayfair, and IKEA, they concluded that the desire to innovate to
improve business performance and attract investment is the reason for using VR in such fields.

Researchers from the University of Duisburg-Essen conducted an expert survey and found
that NFT (non-fungible token) is most actively used in the art sector (Gonserkewitz, Karger, &
Jagals, 2022). At the same time, they expand the field of application of this innovation in busi-
ness, communications, and intellectual property protection. Bao and Roubaud emphasized that
blockchain and cryptocurrency generally are relatively well-studied, but NFTs are still in the
shadows and not fully covered (2022). They are convinced that NFTs are at the crossroads of
several fields, requiring researchers to have specific knowledge and understanding of how many
domains function. In order to better understand the progress in this area and create a solid foun-
dation for further exploration, the authors analyzed the state of NFT research, focusing on eco-
nomic and financial aspects.

The environment that combines virtual reality and other digital innovations is the metaverse.
Laeeq, a computer technology expert, suggests that more companies will “get on the metaverse
train” because this innovation will eliminate the problem of geography in the context of business
interaction (2022). Representatives of the J. P. Morgan Corporation investigated the topic “Op-
portunities in the metaverse: How businesses can explore the metaverse and navigate the hype vs.
reality,” involving 18 companies with experience using this digital space (Moy & Gadgil, 2022).
The main conclusion was that developing virtual experiences assists people in creating communi-
ties based on similar values and authentically expressing themselves. Moreover, the combination
of technological, social, and economic possibilities makes this technology engaging.

Other authors emphasize that the transition to physical and virtual integration consists of
three stages: digital doubles, digital natives, and the metaverse (Lee et al., 2021). Thus, an im-
mersive future with a metaverse requires both developing technologies and creating an ecosystem
because it must connect permanent, general, parallel, and three-dimensional virtual spaces united
into a single universe. This paper also identifies innovation research’s fundamental challenges
and design to shape the “future in the future.”

Method

This research uses trend analysis, one of the modern forecasting methods, which combines a
systematic approach, the study of cause-and-effect relationships, extrapolation, and rational and
intuitive prediction. At the same time, the trends in digital innovations are considered in the con-
text of developing marketing and PR activities, making it possible to determine its state in the
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long term schematically. In this way, macro trends show changes in communication methods and
audience behavior, imprinting business and social development.

Trend analysis as a research method in communications can be based on various data
sources. For example, Elving used a set of publications from a scholarly journal (2010); Raupp
and van Ruler (2006) utilized dissertations on a selected topic. In addition, trend analysis can be
founded on statistical data of industry competition (Oltarzhevskyi & Todorova, 2019) or surveys
of the communication field representatives (Adi, 2019). As part of the presented study, trend
analysis was conducted based on secondary sources and news publications of 2020-2022.

Results and Discussion

The development of digital technologies at the beginning of the 21st century opened a sec-
ond wind for communications, increasing their intensity, interactivity, and variety of content.
Thanks to this, organizations integrated into the social media space and began to turn into digital
media holdings with developed communication channels. In addition, the rise in popularity of
mobile devices and competition in the field of mobile applications have also enriched the arsenal
of the marketing and PR industry, enabling companies to stay connected with their stakeholders
online 24/7.

One of the apparent trends in current communications is machine learning. This concept was
proposed by Arthur Samuel, who defined it as “a field of research that allows computers to learn
without explicit programming” (Turner, 2019, p. 71). Currently, chatbots, special programs that
reproduce human communication with users based on the recognition of keywords and pre-
developed scenarios, are built on this technology. In communications with consumers, using
chatbots increases the speed of interaction and helps to be constantly in touch with them.

Another powerful marketing tool is big data analysis. Artificial intelligence technologies
make it possible to determine a user’s preferences based on likes and comments on social media
and to create his/her psychological portrait. Researchers are convinced that the analytics of
search engines and social media is another opportunity to manage public opinion, connected with
the growing importance of big data, which is increasingly considered a critical business asset
(Fitzpatrick & Weissman, 2021). In general, the collection and processing of personal data take
the study of the consumer experience to a new level. This means that communicators can use big
data to understand their stakeholders and competitors better and thus optimize their performance
(Wiencierz & Rottger, 2019).

Artificial intelligence and machine learning technologies have created a new era of neural
networks capable of massively producing communication content. E.g., at the end of 2022,
ChatGPT, a chatbot developed by the OpenAl laboratory, which creates and structures texts, was
presented. Likewise, Midjourney, which can generate illustrations, works on similar principles.
With the advent of such tools, the duration and cost of content creation have been reduced many
times, and this will undoubtedly have a profound effect on the development of the communica-
tion industry soon.

Virtual reality technologies that imitate the physical environment introduce objects, and the
presence of a person into it, involving his sensory experience with the help of special computer
programs, 3D images, and devices (smart glasses, helmets, holographic projectors, tactile gloves)
opened a new level in the evolution of the marketing and PR industry. If VR technologies im-
merse us entirely into a simulated artificial environment, then AR partially complements the real
picture with virtual objects and superimposes new images and effects.

An example of augmented reality is the IKEA Place mobile application, which in 2018 made
a breakthrough in the online sales market (IKEA, 2018). With its help, users can film their home
and insert furniture into the image to see how it fits into the interior. Due to similar programs,
companies conduct test drives of cars and offer customers to live in the future, yet-to-be-built
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house. Such innovative instruments give consumers an unusual experience, fuel interest in com-
munication, and increase the likelihood of purchasing a product or service.

In our eyes, VR technologies are transforming the approaches to event management as one of
the areas of marketing and public relations. Online tours, digital exhibitions, virtual presentations
- all these formats are already used in stakeholder communications. Furthermore, photo zones
with augmented reality, three-dimensional holographic images, aroma generators, and other in-
ventions enable the achievement of the wow effect and the feeling of presence and enhance the
emotional perception of a marketing or PR event.

In the 2020s, gamification crystallized as the newest trend in communications. Due to the
COVID-19 pandemic, people have been isolated within four walls, so the need for VR technolo-
gies has deepened. According to experts, at this time, the use of computer games in the United
States increased by 75% (Lynn, 2020). As they suggest, due to the improvement of technologies,
games have become media platforms that unite, allow self-expression and are rooted in actual
events. As a result, billions of users play, collaborate and create in these virtual spaces. Thus,
gaming technologies and the communication worlds created with their help can be used to pro-
mote relevant goods and services among gamer audiences by integrating branded content and
product placement.

Another innovative global trend was the use of NFTs. This acronym is recognized as the
“word of the year 2021”. It means “a unique digital certificate registered in the blockchain used
to record the ownership of works of art or collectibles” (Collins English Dictionary, 2021). In
2021, Fortnow and QuHarrison published a paper describing the specifics and process of creating
NFTs (2021). In fact, NFT is a piece of code in which data about the owner and the object are
encrypted: who bought it, when, and for what amount. Its protection against counterfeiting is the
same as that of cryptocurrencies. The difference is that cryptocurrency is identical to virtual
coins, while NFT is a unique asset with no analogs (digital image, audio, video). One of the most
famous digital artifacts was the first tweet of Jack Dorsey, the founder of Twitter, which was sold
at auction for almost $3 million. Its buyer noted that years later, people will realize the true value
of this tweet, just like the Mona Lisa paintings (Benveniste, 2021).

A sample of the use of NFT in integrated communications is the campaign of the brewing
corporation Anheuser-Busch InBev. In 2021 it released the “Budweiser Heritage Collection,”
which consisted of 1,936 unique digital designs of beer cans released at different times. A set of
NFTs worth almost $1 million was sold out in less than an hour (Ab Inbev, 2021). However, the
company received an even greater profit for its image, building communication with stakeholders
on the brand’s rich history and, at the same time, its innovation.

Because NFTs create an exclusivity effect, they can be a valuable tool for building brand
communities. For example, unique tokens can approve the right of access to closed clubs, limited
product collections, individual discounts, and everything associated with additional privileges or
boost the status and worth of the brand. Likewise, NFTs can be an additional driver in imple-
menting social responsibility programs. E.g., the Anheuser-Busch InBev mentioned above and its
Stella Artois brand digitized a unique fried chicken recipe, auctioned it off, and the proceeds
went to support restaurants on the brink of bankruptcy due to the COVID-19 pandemic (Sanchez,
2021).

Innovative trends in communications are undoubtedly related to the transition of human life
into the metaverse. In the novel “Snow Crash” by the American writer Neal Stephenson, this
concept is depicted as a parallel reality where people escape from reality using digital avatars,
special glasses, and headphones (1992). Metaverse is a collaborative virtual space, a set of three-
dimensional worlds that will duplicate almost all domains of physical human existence in the
future. This phenomenon merges the possibilities of augmented and virtual reality, artificial intel-
ligence with blockchain, and an alternative digital reality where people can perform most of the
things they do in their daily lives (Barrett, 2021). On the other hand, the metaverse is a virtual
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online world where avatars of real people can communicate with each other, play, work, and
interact (Robbins, 2022).

The prototype of the metaverse was the game Minecraft, assembled in 2011, which allows
users to construct virtual buildings and 3D cities from different blocks. From the moment of
launch until 2021, Minecraft gathered 141 million active players worldwide (Clement, 2021).
This is more than the total population of Great Britain and France! Moreover, shared interests
gave birth to a communication cluster of Minecrafters who form groups in social networks and
wiki resources, discussing achievements and ways of completing game tasks.

In October 2021, Facebook founder Mark Zuckerberg presented Meta, a “social technology
company” focused on creating an artificial digital world that should fundamentally change our
communication and lifestyle (Meta, 2021). Imagine a person who spends 24 hours in front of a
computer without leaving the online space. He (she) finds everything he (she) needs for life in
the digital world. A typical citizen of the metaverse works in the remote access mode that is al-
ready routine to us and receives payment for the work performed in cryptocurrency. In addition,
they can be used to buy intangible values that provide satisfaction from ownership and personal
status. These can be virtual properties of land, apartments, or other digital real estate registered
on the blockchain or rights to own collections of paintings as NFTs. Of course, promoting such
specific assets requires adapting marketing and PR strategies to the rules and needs of the
metaverse and considering the specificity and segmentation of target audiences formed around
new virtual interests.

Conclusions

This study confirmed that the development of digital innovations would not only enrich the
toolkit of marketing and PR but will also form a new socio-communication dimension and a
creative and meaningful context, which require professionals to have expanded competencies and
responsibility for the future of society. Moreover, it also leads to the emergence of new forms of
integrated communications related to such hybrid industries as, for example, digital marketing, e-
sports, the cryptocurrency market, etc., in which billions of dollars are circulated, and whole
armies of programmers, target specialists, designers, and content managers are involved.

According to the study results, we singled out six main trends that will impact the develop-
ment of communication technologies in the coming decades: machine learning; big data; virtual
reality technologies; digital gamification, blockchain and NFT; migration to the metaverse.

Thus, machine learning and working with big data using artificial intelligence will liberate
professionals from algorithmic communications and routine processes of analyzing the behavior-
al habits of audiences, which will contribute to the intensity and purposefulness of communica-
tions. The next step in this path is to reduce human participation in generating communication
content. The expansion of VR technologies will stimulate the further penetration of advertising
and PR into the field of integrated virtual communications, which will offer new formats of digi-
tal content that will boost the influence and recognition of brands, provide psychological immer-
sion of audiences through the use of virtual images, and change the perception of reality. Gamifi-
cation will become more and more deeply rooted in all areas of marketing and PR activities,
diversify interaction with stakeholders, and increase its effectiveness thanks to novelty, emotion-
ality, and user involvement. NFTs do not so much pretend to be communication tools as they are
a source of a fundamentally new type of digital content. Simultaneously, they become a symbol
of innovation in terms of image and a relevant thematic reason for communication with interested
parties in any field.

The process of metauniverse formation requires separate prospective studies. However, de-
spite the blurred boundaries of this phenomenon, the inconsistency of views on the boundaries of
virtual and real, the imperfection of technology, and the uncertainty of the consequences of the
migration of society into this semi-fantastic world, it unites more and more supporters world-
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wide. It becomes a shell for communications of a new level, with which future generations of
professionals will have to work in marketing and PR.
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The study aims to compare leading newsmakers’ and news sources’ usage
in a professional mass media and a Telegram channel. The computer-
assisted method of news processing was used. As a result, we discovered
that audiences of both professional mass media and new media consume the
same content in different forms, and they deal with mostly the same news-
makers, with more considerable attention towards personalities for the
Telegram channel and with more quotes from other mass media and accu-
rate references for the online mass media. Therefore, we concluded that the
general observation about the coexistence of professional and new media,
where the former publishes classic “hard” news and the latter entertains



ISSN 2312-5160
online ISSN 2786-4502

AHOTAIIS

Mera mociipKeHHs — IMOPIBHSUIBHII KOMIT'IOTepHUH aHaii3 YKpaiHCbKoi IpaBay (0JHOTO 3 HalCTapilIux,
SIKICHOTO 1 HaHOLIBII IOIYJSIPHOTO OHJIAMH MacMenia, IO NpeAcTaBisie IpodeciiiHi Menia) Ta YkpanHa
Ceituac (omHoro i3 HalOiNBII MOMyIApHUX TererpaMm-KaHaiiB, 10 MPEACTaBisie HOBI Menia). BusHauanucs
Ta TOPIBHIOBAJIKCS MPOBIAHI HBIO3MEWKEpH Ta JUKEpena HOBHH, 100 3po3yMiTH crenudiky BUPOOHHUIITBA
HOBHH 32 4aciB HOBOI MeJiaekousorii abo xk «riOpuaHoi Mezia cucTeMm», e CHiBICHYIOTh HmpodeciiiHi Ta
HOBI Menia. Y pocmiukeHHI OyB BHMKOPHUCTAHMH KOMII'IOTEpHHMH aHami3 300py HOBHH (3arojIOBKiB),
HBIO3MeITKepiB Ta Jukepes HoBHH (MoBa Python). Jlns inentudikarii momyaspHUX HbI03MeHKepiB OyB CTBO-
PEHUI CITOBHUK HAHOLIBII MOMYISIPHUX MEPCOHAIIH Ta opraHizamii/iHcTHTYTiB. 1 TOro, 00 BU3HAYUTH
JDKEpeIIo HOBHH, BXKMBAIUCS PEryJIsIpHi BUCIIOBH, IO BiITOBITAIOTh HAHOLIBII THIIOBUM BHIaM HOCHJIAHb y
3arojioBkax. B pe3yibrari Oyio 3’sCOBaHO, MIO MiJl Yac MOBHOMACIITAOHOTO BTOPTHEHHSI aBIUTOPIi mpode-
CIfHOTO Ta HOBOTO MeJlia CHOXHBAIOTh OJMH 1 TOM CaMHUil KOHTEHT y Pi3HUX (opMax, BOHH 3yCTPIdalOThCs
MaibKe i3 THMH CaMHUMHM HbIO3MEHKepaMHu Ta JUKepellaMH HOBHMH, BUKOPHUCTOBYIOUH MEPEBAKHO HAMAiMHI
kepena. Tenerpam-kanan npuaiisge Oinmpme yBaru nepconamism (Kim, [aiimaii, ApectoBuy, Ilomonsk),
MepexxeBe MacMezia — opraizamisM/iHcTutyisiM — (Odic mpesunenta, OBA tompo). ns npodeciiiHoro
3MI Takok XapakTepHa Oiiblia KiIbKICTh MocwiaHb Ha iHmi 3MI Ta gocToBipHHX MOocHiIaHb. TakuMm 4u-
HOM, IIi aBIUTOPIi MOXKYTh OYyTH (H)parMEHTOBAHHMHU, alie 33 YaciB MOBHOMACIITAOHOTO BTOPTHEHHS OJIHI i
Ti K HBIO3MEHKepH Ta JUKepena HOBUH (JOPMYIOTh TPOMAJICBKY TyMKY. 3pOoOJIEHO BUCHOBKH, 1[0 PE3YJIbTaTH
JIOCITIJKEHHS CTABIIATH ITiJ] TUTAHHS 3arajibHi CIIOCTEPEXXEHHS IO/I0 CIiBiCHYBaHHS NPOo(deCciiHUX Ta HOBUX
Mezia, Jie mepim ApyKyoTh kiacuuHi “hard” news/ «oKOpCTKi» HOBHHH, a JPYTi pO3BaXKArOTh JIIOACH i3
nonomororo iH(opMmaii (abo x iHGoTeHHMEHTY). Y BUmMaaky YKpaiHW My 0aunMO CHijbHI MAXOIU 10
BHPOOHHUIITBA HOBHH SIK Y HOBHX, TaK 1 MpodeciiHuX Memia.

KJFOYOBI CJIOBA: ribpuiHa Me/ia cucTeMa, OHIIAiH Mac Mefia, HoBi Menia, Tenerpam, Ykpaina.

Introduction

The modern media environment is often characterized by A. Chadwic’s concept of a “hybrid
media system” (2017), where traditional and new media “interconnect via social media” (Joyce
& Cheng, 2022). In this contemporary media ecology, more and more new ‘“communication
platforms are coming into play, sometimes interacting with each other, sometimes in competition
with each other” (Blach-Orsten, Eberholst, & Burkal, 2017, p. 9). Moreover, audiences use dif-
ferent media and narratives to follow the events and connect with different groups and identities
while consuming news (Sumiala, Tikka, Huhtamdk, & Valaskivi, 2016).

However, how exactly did these older media and newer media produce news, especially in
the case of Ukraine, during the full-scale invasion? Who are the leading newsmakers of their
news texts? What about reliable sources? As we know, news gathering and dissemination tradi-
tions differ for professional media and new media — often prevalent, however, anonymous plat-
forms, where the professional standards of journalism may be violated.

To address these questions, we conducted a comparative computer-assisted analysis of
Ukrainian Pravda (UP — the oldest qualitative and the most read online media) and Ukrayina
Seychas (US — one of the most popular Telegram channels) will be conducted.

UP is one of Ukraine’s oldest online mass media, founded in 2000. Ukrainian professional
media organization — Institute of Mass Information — included UP in the “white list of mass me-
dia” (IMI, 2022), which means it publishes the content of high quality. According to Similarweb
statistics, UP is in second place for popularity in Ukraine (category “News and Media Publish-
ers”) with 61.8 million visits per month.

US was founded in October 2018, and according to Telegram statistics, the channel is the
most popular in the category “News and Media” as the verified channel with 1.7 million sub-
scribers.
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The leading newsmakers and news sources will be defined and compared in order to under-
stand the specifics of news production in the times of new media ecology.

News production in the reality of a “hybrid media system.

2

First, let us differentiate the main changes in professional journalism.

I

The number of journalistic texts increases dramatically. News organizations publish
more news than 10-15 years ago, 24/7. For instance, in 2005, UP produced 6254 news
items; in 2021, five times more — 36535. Additionally, journalists deal with information
overflow, the growing number of “daily news sources” (Liu, 2022), and “information
pollution in the Internet environment” (Abdukaya, 2022). As a rule, the number of texts,
which must be produced increases, and the number of professional journalists working
with the texts decreases, as far as news organizations need to reduce staff to deal with
financial hardships (see Davis, 2009).

Journalists deal with “the rapid speed of communication” (Caren, Andrews, & Lu,
2020, p. 444), and new media are usually faster in the process of news generation.
Therefore, professional mass media should verify the information to see the whole pic-
ture with background and balance. However, for some new media, it is different from
the rule. Here researchers are using the concept of the Twitter effect to describe the situ-
ation: now, posts from social media are the first source of information for journalists and
their audiences (Bruno, 2011). As A. Mattoni and D. Ceccobelli say: “journalists are be-
coming followers rather than leaders of the news making process” (2018). Not gate-
keepers, but gatewatchers, according to A. Bruns (2003): journalists do not decide what
information should be given to mass audiences; however, they work as curators or li-
brarians, gathering information and providing access to a variety of reliable, trustworthy
sources with direct references in order to show a more complete, balanced, trustworthy
picture.

In professional media, the number of exclusive news declines, and journalists reprint in-
Sformation from many sources. To produce more news in an environment where every
citizen with a smartphone may be a news generator, journalists do not have time or other
resources to get on the scene, look for his/her sources. That is why reprints dominate the
news feeds. Furthermore, the more news items a news organization publishes, the more
reprints a reader gets (Detector Media, 2015).

News quality and trust in the news tend to decrease. Ukrainian professional media or-
ganizations report a correlation between the number of reprints and balance and com-
pleteness standards violations. Some regional mass media (printed or online) may re-
print press releases without any change or with minimal changes, thus in such cases,
journalists do not look for alternative positions, do not check information in a press re-
lease, and do not include any context (see IMI and POID reports). Of course, it influ-
ences readers’ perceptions. According to a Digital news report, less than half of their re-
spondents (42%) “trust most news most of the time” (Newman et al., 2022).

There is no classical mass audience anymore; many digital audiences have replaced it.
This phenomenon is described within the “issue public” concept proposed by Dhavan
and colleagues (Shah, Friedland, Wells, Kim, & Rojas, 2012). In their view, there is not
a single audience, but many of them, and each audience is sporadically formed on the
web to discuss and solve a specific issue that is personally important to every audience
member. Of course, in such an environment, news content becomes “fragmented and
personalized” (Han, 2020), or an effect of “echo-chamber” or “filter bubbles” may occur
(Kitchens, Johnson, & Gray, 2020). In addition, audiences worldwide may be “more se-
lectively exposed to the news, unmediated by editors and professional journalists, in
ways that could also lead to less diversity and the reinforcement of prejudices” (New-
man, Dutton, & Blank 2012). Researchers also report some threats here: in such an envi-
ronment, various groups may be formed, for instance, right-wing media, facilitating the
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circulation of propaganda, political radicalization (Caren, Andrews, & Lu, 2020, p.
445), the spread of disinformation, conspiracy theories (Pyrhonen & Bauvois, 2020).

6. Attention towards the news decreases. “Interest in news and overall news consumption
has declined” internationally, and more and more people are avoiding the news (New-
man et al., 2022). Speaking about political issues, R. Shroeder proposes a concept of
“limited space of political attention,” where people are not ready to pay much attention
to politics and news about the topic (2018). The same situation applies to news in highly
competitive or high-choice media environment (Strombéck, Djerf-Pierre, & Shehata,
2015). Nowadays, some traditions of news production (objectivity, professionalism, im-
partiality, fairness, credibility) are changing because of “the hybridization of news and
entertainment media” (Edgerly & Vraga, 2019, p. 810). For instance, not the status of a
newsmaker but his/her ability to attract attention is critical (see Goldhuber, 1999).
Moreover, some new factors are essential: the shareability of news (Mattoni & Cecco-
belli, 2018, p. 8), the virality of the content (Gustafsson, 2010), the potential number of
retweets (Wells et al., 2010), clickability. In such an environment, new media usually
are more successful in content spreading (Joyce & Cheng, 2022).

However, traditional mass media may not only suffer because of the challenges of the new
media environment, but they also may use the potential of new media to cover some issues more
deeply or to reach more audiences with the coverage. This was observed in Egypt during the
Arab Spring when bloggers and members of civil society exploited different platforms to counter
the fake official versions about the death of Khaled Said, who was brutally beaten by police.
With the help of new digital instruments, “the coverage transferred the issue’s salience from new
media into mainstream media, thus reaching wider non-politicized audiences” (Badr, 2021, p.
524). Additionally, some researchers argue that with user-generated content, it is possible to
make coverage deeper and more diverse (Bruno, 2011), as far as “the newsmaking process is no
longer the prerogative of a limited number of actors from the political, economic, and media
elite” (Mattoni & Ceccobelli, 2018, p. 2). And “ordinary people, especially the underprivileged,”
may be better represented in the news (Joyce & Cheng, 2022). Even the concept of the Internet as
the fifth estate was proposed, where the web can “fill niches not being served by the traditional
news media... or held the traditional press to account for their practices” (Newman, Dutton, &
Blank 2012).

Thus, some researchers see professional mass media and new media as competitors and co-
creators of new media ecology. Newer and older media may form some system where their func-
tions are effectively distributed, as far as relations between them can be perceived “as both com-
petitive and interdependent” (Joyce & Cheng, 2022). To this end, McCombs and Valenzuela
proposed the concept of “intermedia agenda setting” (2020), where one media’s agenda may
influence others’ agenda. Alternatively, some media may be better at spreading news, whereas
others — are in packaging (Joyce & Cheng, 2022). Newman and colleagues discussed a “new
ecology of news production and consumption,” where both professional mass media and new
media “draw from and contribute to the strength of the other while holding each more accounta-
ble” (Newman, Dutton, & Blank, 2012). Therefore, we examined the main differences and simi-
larities in the news production process to comprehend the specifics of traditional and new media
coexistence. Additionally, with the Ukrainian context, we defined the coverage of historically
significant events when effective and complete reporting is crucial.

Hypothesis and research objectives

Considering the main changes for professional journalism in news production in times of the
“hybrid media system,” it is appropriate to formulate the hypotheses for this study. Additionally,
the media were compared as professional (with the transparent editorial office, recognizable
journalists, publishing traditional journalistic genres and following the professional standards of
journalism with information verification, objectivity, and editorial independence) and unprofes-
sional new media (without transparent editorial office, confirmed authorship of publications,
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predominantly publishing posts, containing only headlines and leads, with violations of some
professional standards (information verification, subjectivity, ‘jeansa’ (covered advertising),
etc.).

HI1: Professional media (UP) and unprofessional new media (Telegram channel US) have
significant differences in choosing both newsmakers (mentions) and news sources (newsmakers
quoted in the headlines). Moreover, leading officials and politicians (Ukrainian and international)
are not recognizable to fragmented new media audiences, who mostly follow information of
personal interest in a high-competitive media environment with many choices.

H2: Both the percentage of mentions and the percentage of quoted newsmakers are more
significant for professional mass media (UP) than for unprofessional new media (US), as far as
unprofessional new media perceive news as entertainment and do not follow the norms and tradi-
tions of classic news writing: to include recognizable newsmaker, references to sources.

H3: Professional mass media (UP) mention personalities and institutions as far as they con-
sider them newsworthy. On the contrary, unprofessional new media (Telegram channel US) pub-
lish news about famous personalities — to attract the public’s attention, to encourage readers to
share content.

H4: In the “hybrid media system,” professional mass media prefer reliable sources, whereas,
for unprofessional new media, it is not obligatory. Thus, UP will use more reliable (official)
sources; in contrast, US texts will have more unreliable (non-official) sources.

To check the hypothesis, we need a purpose and several research objectives:

The purpose of the study is to define and compare the most popular newsmakers and news
sources for UP (professional mass media) and for US (unprofessional new media) to describe the
specifics of news production in the “hybrid media system.”

Research objectives are as follows:

e to highlight the main changes in news production for professional journalism in the con-

text of the “hybrid media system”;

e to form the text corpuses for UP and US, to use vocabularies of the most popular news-

makers for the media and regular expressions to find news sources in the headlines;

e to compare and interpret the data (to differentiate types of newsmakers and news

sources);

e to analyze the specifics of news production in the “hybrid media system.”

Method

For this research, a computer-assisted method of news collection (headlines) and newsmak-
ers and news sources identification was used (Python language)'.

With request module news archive html-pages (https://pravda.com.ua/archives/) were col-
lected from the Ukrainian Pravda website (from 24™ February till 31% October 2022).

With bs4 module headlines, were got 35577 total>.

To identify a popular newsmaker, mentions of a person’s surname and an institution’s name
were considered. Then, with re module and a vocabulary of the most famous personalities and
institutions, a list of the most popular newsmakers was created (e.g., Zelensky — 1776; Biden —
311). The vocabulary contains 1288 items — surnames or institutions/political parties’ names. The
vocabulary updates every year; for the details of its creation see (Steblyna, 2020).

To define a news source, three most common types of references for UP were used:

A proper name or an abbreviation before a colon:

Biden: Russia will not be disconnected from SWIFT because of Europe’s position.

'All Python programs, vocabularies, and files with headlines are described in the tutorial, which may be found here:
http://www.ualocal.media/?page id=989
% The dataset may be found by the link: Mendeley Data, V1, https://doi.org/10.17632/mb76gkzjcv. 1
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A proper noun or an abbreviation after a dash:

Banks and energy sector work in a standard mode, there are fuel shortages at gas stations —
OP?.

A proper noun or an abbreviation after a quotation mark and a colon:

“If we consider each other to be brothers”: Usyk appealed to Russians and Putin?.

As for US, at first, the chat history was exported (the same period). The first sentence con-
sidered the headline (total 30784). As a rule, here, the first sentence and a headline match. The
same vocabulary and regular expressions were used to identify newsmakers and news sources.

Results
First, let us look at the most popular newsmakers and news sources for both media (Table 1).

Table 1. The most popular newsmakers and news sources for UP and US.

UP (mentions) US (mentions) UP (quotes) US (quotes)
Zelensky 5 Zelensky 5,8 Mass media 1,3 Zelensky 0,7
Putin 3,5 Putin 33 Zelensky 1, | Operational ),
command
. Regional Military
Mass media 29 .. . 29 General Staff 0,7 | General Staff | 0,4
Administration
Regional
General Staff 1,8 General Staff 1,9 Military 0,4 ISW 0,3
Administration
NATO 1,4 UN 1,4 Kuleba 0,2 Arestovych | 0,3
Regional Military . .
Administration 1,3 Biden 1,1 Hayday 0,2 Mass media | 0,3
Security Sgrwce 1,2 | President’s Office 1 Danylov 0,1 Podolyak 0,2
of Ukraine
Ministry of
Foreign Affairs 1,1 Podolyak 0,8 Bloomberg 0,1 Bloomberg | 0,2
Security Service
UN 0,9 Hayday 0,8 of Ukraine 0,1 Reuters 0,2
Biden 0,9 Johnson 06 | Operational 1ol gy | 0o
command
National Bank 0,8 Akhmetov 0,5 President’s 0,1 CNN 0,1
Office
Kuleba 0,7 Kuleba 05 | Ministryof o, | Ministry of )
Defense Defense
Kremlin 0,7 Kim 0,5 Pentagon 0,1 Biden 0,1
Ministry of 0,6 Macron 0,5 ISW 0,1 Pentagon 0,1
Defense
Operational State Emergency
P 0,6 Service of 0,4 Reznikov 0,1 | Reznychenko | 0,1
command .
Ukraine

3The original headline: “Baiinen: Pocito He Bin ennyrots Bin SWIFT uepes nosumniro €Bponu”
“The original headline: Banku Ta eHepreTuKa Nparo0Th y mTatHoMy peskumi, Ha A3C € aedinut nanusa - OI1
The original headline: “SIkiio Mu BBa)aeMo ojiHE 0JHOTO OpaTamu’: YCHK 3BepHYBCs 10 pocisH Ta [TyTina
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For both media, the newsmakers are mostly common: Zelensky and Putin are at the top for
both media. Both UP and US mention General Staff, Regional Military Administrations, foreign
affairs minister D. Kuleba, the UN, and American President J. Biden.

As for the news sources, the situation is the same: Zelensky and the General Staff are in the
top 3, UP and US quoted other mass media, Operational Command, Institute for the Study of
War, the head of Luhansk Regional Military Administration Hayday, Bloomberg, Ministry of
Defense, Pentagon.

Therefore, H1 is not confirmed: no significant difference exists in the lists of the most popular
newsmakers and news sources. Approximately half of the list of the most popular newsmakers
and more than half of the list of news sources are common for both media.

The percentage of mentions is approximately the same as for Zelensky — he was mentioned
more often (5,8% of headlines) in US. The average percentage of the 15 most popular newsmak-
ers’ mentions is almost the same — 1,6% for UP and 1,5% for US. However, with the news
sources, the situation is different. The first positions in the UP’s lists have twice more quotes.

H?2 is confirmed partly: new medium (US) mentions newsmakers as often as professional me-
dia (UP) does, but there are more quotes of the most popular newsmakers for media (UP) than
for unprofessional new media (US).

We saw some differences in the lists of the 15 most popular newsmakers. For mass-media in-
stitutions are interesting (Kremlin, OC, National bank, Ministry of Foreign Affairs, Security
Service of Ukraine, NATO, and Mass media). As for US, here we can see primarily personalities:
Podolyak, Hayday, Johnson, Kim, Macron, Akhmetov). Thus, H3 is confirmed.

As for reliable/unreliable sources — in the lists of the most popular newsmakers and news
sources, there are no unreliable (non-official) names; therefore, H4 is not confirmed.

Discussion

As far as there is no significant difference between newsmakers and news sources selection,
we may conclude that the news agenda for both media is the same with little differences. The
media mentioned almost the same personalities and institutions. Thus, the audience of the Tele-
gram channels has some differences from the audience of other social networks because it has the
same news reading experience as the audience of professional mass media (here the concepts of
“filter bubbles,” “echo-chambers,” “issue public” do not work). Additionally, there is approxi-
mately the same percentage of popular newsmakers’ mentions, so for the Telegram channel, it is
essential to base news on the statements/actions of recognizable personalities/institutions. No
doubt, there are some headlines without mentions of any newsmaker on US, e.g.: Russian propa-
gandists’ imbecility leads to successful attacks and positive consequences for Ukraine. However,
mostly the Telegram channel headlines are created with the same norms, with references to
sources, in direct quotes as an exception. The difference in the number of quotes may show a
more classic approach for professional mass media (direct quotes with explicit references accom-
panying mentions) and a light style of news writing with some professional standards violations
for the Telegram channel. For instance: “Poroshenko was seen at the airport” — the post without
direct quotes or other reliable confirmation.

One more difference of the Telegram channel is its reliance mostly on newsmakers-
personalities. Moreover, here, one can see some favorite politicians and officials for Ukrainians,
heroes of memes and anecdotes: Arestovych, Kim, Johnson, and Macron. Of course, UP also
mentions them; however, they are mainly in the top 50 most popular figures. Moreover, here both
media may refer to a similar source but name it differently: for UP, it is usually a Regional Mili-
tary Administration; for US, these are both an Administration and its heads (Kim, Hayday, etc.),
or both the President’s Office and the President’s advisors (Arestovych, Podolyak, etc.).

Remarkably, part of our hypothesis about reliable/unreliable sources was not confirmed; thus,
for the most famous figures, it does not work. Both media mention Putin and do not quote him or
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other Russian official sources. Mostly official sources prevail. An interesting situation is with

Akhmetov: he is famous for US (mentioned 183 times). However, UP mentioned him quite rarely

(only 39 times). A brief analysis of posts about him shows signs of “jeansa” — covered advertis-

ing. Therefore, he cannot be considered an unreliable source. However, his selection as a news-
maker does not correspond with the professional standards of journalism.

Additionally, we may analyze the order of the most popular newsmakers and news sources.
For UP, mentions of mass media as newsmakers and as news sources are important. Consequent-
ly, UP collects all unique publications from colleagues and helps to spread information. For US,
not only mass media in general, but concrete names are essential, particularly as news sources.
US uses more local sources (Regional War Administration and their heads); UP is interested in
all-Ukrainian sources.

Conclusions

This paper discovered some specific features of professional mass media and unprofessional
new media coexistence in times of full-scale invasion. We saw that both media produce news in
the circumstances of information overflow, high speed of news generation (both produced more
than 30 thousand texts for 8 months), and most mention the same newsmakers. Therefore, the
difference is only in the forms of informing: classic news on the website or posts on the Tele-
gram channel. According to the results, we may confirm that the so-called Twitter effect does not
affect news production. Journalists or Telegram-channels administrators may use different chan-
nels to confirm information, but the most popular newsmakers remain mostly the same. Slight
differences, which were observed, show us that for professional mass media “gatewatching”
function (Bruns, 2003) is more important (UP quotes and mentions mass media more often).
However, the Telegram channel may also fulfill it, referring to mass media in general and specif-
ic brands. This additionally conforms with the previous statement about many reprints in mass
media, and we see that reprints are also popular for new media. We observed that with the pro-
posed type of analysis, it is possible to notice some violations of the professional standards on the
Telegram channel. Additionally, with the lists of the most popular newsmakers and news sources,
we may observe the general situation with the standards of balance and completeness. As far as
official sources dominate, there may be some problems with the standards; however, it is critical
to consider the situation of a full-scale invasion, where mass media should follow martial law
obligations.

This study contributes to understanding modern digital audiences’ specifics: audiences of
both professional mass media and unprofessional new media consume the same content in differ-
ent forms. They recognize mainly the same figures, with more extensive attention toward person-
alities for the Telegram channel. Accordingly, these audiences may be fragmented and selective,
but these differences may not be crucial during the full-scale Russian invasion. The common
topics and personalities may influence public opinion using professional media and unprofes-
sional new media. There is no evidence of political polarization or radicalization; however, this
may be another effect of the invasion.

And lastly, in the Ukrainian case, we see the same newsmakers and news sources for both
media. Thus, for further research, it would be essential to compare news before the full-scale
invasion and after the victory of Ukraine. It is possible that the efforts of Ukrainian informational
front fighters will help form a more qualitative media environment, where both unprofessional
new and traditional media will share the same approaches to professional news production.
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PE3IOME

V crarTi Boepiie y BITYH3HIHOMY HAyKOBOMY AMCKYPCI COLiaJbHUX KOMYHIKaI[iii 3alpolIOHOBAaHE BH3HA-
YEeHHs TEPMIHY «COIliallbHO-eKOHOMIUHA MpoOiIeMaTHKa» B MPaKTHULI AUTOBHX OHNAiH-Menia YkpaiHu.
ABTOpKa JISTAILHO OXapaKTepu3yBaa HAyKOBHH IiIX1J 0 BU3HAYEHHS IOHATTS “TIpoOiemMaTrka Mexia” Ta
“TeMaTHYHA CHeliai3amis’” y BITYM3HIHOMY Ta 3aKOPAOHHOMY HayKOBOMY IHCKYPCI, @ TAaKOX 3aIllpOIIOHY-
BaJIa BJIACHI BM3HAUCHHS IOHATH “TpoOiieMaTHka” Ta “comiambHo-ekoHoMiuHa Tema” (CET) B mpaxrnmi
IIUIOBUX OHIIAifH-Menia YKpaiHW, SIKi BPaXOBYIOTh KOMIDIEKCHY NPHPOAY IUX MOHATh. OCHOBHOIO METOIO
poGotu crano GopMyBaHHS 3a JOIMOMOTOI0 METOAY MOJAETIOBAHHS KOMIO3HUIIIHOI CTPYKTYpH COLaIbHO-
€KOHOMIYHOI TeMH B IPaKTHLi IiNOBHX OHNaiH-Mmenia. [IpencraBiena mozens, Ge3nepeyHo, Mae MPOUTH
anpoOariifo Ta MOXXe€ aKTUBHO BUKOPUCTOBYBATHCS NMPAKTUKaMH JUIA poOOTH HaJA CKIAJHHMHU COLIalIbHO-
€KOHOMIYHMMHU TeMaMH, 00 BUBECTH iX 13 CyTO €KOHOMIYHOI Yy IUIOIIUHY BUPILICHHS HAaraJbHUX COLiaib-
HUX THTaHb 1 npobmeM. Lle cTano MOIIMBHM IiCIsl IPOBENCHHS SIKICHOIO KOHTEHT-aHaNi3y IUIOBHUX OH-
nalH-Meqia, SIKMH JT03BOJIMB BU3HAYHUTH OCOOJIMBOCTI BHOOPY TEMaTHYHHX OPIEHTHPIB y poOOTI 3i ckiaa-
HOIO CHHTETHUYHOIO COLiaJbHO-€KOHOMIYHOIO TE€MOIO. 3alpoIloHOBaHa y Hiif poOOTi METOAMKA BKIIIOYAE:
TEOPEeTHYHE OOIPYHTYBAHHS IIOHATH «IIPEIMETHO-TEMAaTHYHA CIPSIMOBAHICTEY, «COLIaJIbHO-€KOHOMIYHA
TEMa», «TEMaTHYHI OPIEHTUPI», (POPMYBaHHS €KCIIEpUMEHTAILHOT BUOIPKU MeiaroBiIOMIICHb, SIKI MICTATh
03HAKH COLIAIIbHO-EKOHOMIYHOI TeMU Ta KPHUTEPiiB iXHBOTO BiAOOPY, SAKICHHHA KOHTEHT-aHANII3 BigiOpaHuX
TEKCTiB.

KJIFOYOBI CJIOBA: ninoBi oHnaifH-Meia, COLialbHO-eKOHOMIYHA TeMa, MPEAMETHO-TeMaTHYHa CIIPs-
MOBAaHICTh, TEMaTHYHI OPIEHTHPH Mefia.

Introduction

In the conditions of active interaction, covering socially significant economic topics becomes
the number one task for various types of business media, regardless of the channel of their opera-
tion.

Interpenetration and mutual enrichment of, it would seem at first glance, purely economic is-
sues with social aspects becomes the reason for the appearance of complex synthetic topics in
business media — socio-economic. These topics have a dual nature and a complex structure be-
cause they are based not only on the economic or business context but also on additional socially
significant aspects such as social equality, economic well-being, satisfaction with the standard of
living, the level of financial freedom, housing affordability, security of life environment.

Business media journalists become not only providers of business information important for
decision-making by an economically active part of the population in the world of business and
personal finance but also partly act as mediators in public dialogue between the main participants
of various social issues and problems. In this way, they bring them out of the economic discourse
into the realm of solving urgent social issues and problems.

However, there is still no widely accepted definition of “socio-economic topic” in the re-
search literature, and there is a lack of methodology for investigating such topics in online busi-
ness media.

The article aims to define the concepts of “problematics” and “socio-economic topic” in the
context of Ukrainian business media to characterize their essence and critical components.

To this end, the following objectives were outlined: 1) to characterize an approach to defining
the concepts “media issues” and “thematic specialization” in Ukrainian and foreign scientific
discourse; 2) to propose the concept definitions for “problematics” and “socio-economic topic”
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(SET) in the discourse of Ukraine’s online business media; 3) to investigate the prerequisites for
the emergence and essential characteristics of the socio-economic topic in business media.

In the Ukrainian scientific discourse of social communications, many authors addressed cer-
tain thematic aspects of media issues. Thus, Boiko (2016), Kozyriatska (2018), Sklenar (2009),
and others wrote on religious issues; Temchur (2019), Pykaliuk (2018), Chervinchuk (2020) —
military; Shenderovskyi (2012), Lavryk (2010), Sashchuk (2014) — social; Opryshko, Pankratova
(2016) — court journalism; Makeieva (2019), Bachyna (2011), Porfimovych (2009) — legal and
criminal journalism; Petriv (2003), Nosova (2016) — international; Butyrina (2018), Shenderov-
skyi, Vyrtosu (2018) — human rights. Until recently, the problem of business media was consid-
ered exclusively in terms of economic, financial, and various branch subtopics within the study
of media discourse in general. Among the scholars who worked on this issue, the names of
Lazarieva (2005), Chekshturina (2021), Drul (2005), Lazarchuk (2013), Kulytskyi (2009),
Maltseva (2011), Dudchenko (2019), Paliichuk (2013). However, hardly any works are dedicated
to studying socio-economic topics in business media coverage.

Method

The qualitative content analysis method was used to identify essential regularities for busi-
ness media regarding the selection of thematic guidelines and work with a complex synthetic
socio-economic topic.

The study’s content pool (empirical base) consisted of 4643 materials from four online busi-
ness media during January 2020 - January 2022, namely The Page, Delo.ua, Property Times, and
Commercial Property. These journalistic projects represent four types of online business media
by the nature of subject-thematic orientation: 1) broad economic profile (The Page), 2) special-
ized (Delo.ua), 3) highly specialized (Property Times), and 4) professional (Commercial Proper-
ty) (Nikytenko, 2022, pp. 132-133).

The algorithm for forming a sample to analyze the features of a socio-economic topic is as
follows:

1) to look for all available journalistic media reports in the news feed of the selected media,
as well as select according to specific criteria those that meet the definition of “socio-economic
topic” (SET);

2) to conduct a qualitative content analysis on selected media reports that contain SET.

The criteria according to which we formed the empirical base of the study from the content
pool were:

a) a combination of economic (macro- and microeconomic indicators, narrow-industry busi-
ness information, corporate information, financial data) and social context (living conditions,
income level of the population, social equality, financial freedom, housing affordability, safety of
the social environment) within one business report;

b) at least 40% of the content is devoted to the social context of the topic.

The unit of analysis is a journalistic business report from the content pool during the research
period, and the comparison base is the frequency of categories’ appearance and features of cate-
gories in the texts.

At the first level of analysis, the coding categories were the topic of the story (social, eco-
nomic, socio-economic) and the type of problem (social, economic, business).

We then scrutinized the texts to identify descriptors (a word or phrase that characterizes a so-
cio-economic topic). Descriptors were classified by categories:

1) thematic orientations, namely profile and non-profile;

2) subject-thematic focus;

3) report feed angle.
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We consider the profile thematic orientations to be those related to business and highly spe-
cialized information, namely:

1.1. Trends and news of micro-macroeconomics and the world of business;

1.2. The current state and prospects for the development of individual markets and branches
of the economy;

1.3. News of business, management, advertising, and marketing in the business field.

The non-core thematic orientations include those formed due to mutual penetration and mutu-
al enrichment of business information with distinct thematic aspects — social, political, cultural,
and educational.

Among them, we highlight the following:

1.4. News and information about various aspects of political, legal, judicial, educational, and
cultural fields affecting the world of business and decision-making by subjects of business com-
munications;

1.5. Social issues related to personal and corporate finance, business philosophy, and human
well-being;

1.6. Information of an educational nature to increase the level of a broad audience’s financial
literacy.

Thematic orientations are characterized by a broader scope of reality coverage than, say, the
concept of “subject-thematic orientation” of business media. By this concept, we understand the
critical subject of journalistic materials and the precise direction of the editorial policy to cover
exclusively business topics with appropriate accents — economic indicators, financial indices, and
market markers. Besides, to determine the nature and essence of the business issues in the media,
it is worth considering the angle of presenting the content, which allows attracting the audience’s
attention not only to specific thematic markers but also to other issues and problems that arise in
the process of forming social ties between key subjects — citizens, representatives of business,
authorities, and state institutions.

Results and Discussion

“Thematic specialization” and “media issues” in social communications research

The definition of the concepts of “thematic specialization” and “media issues” still cause
heated discussions among communication researchers and journalists. In their works, the inter-
pretation of these concepts was repeatedly addressed by Ukrainian and foreign scholars, in par-
ticular Kholod (2011), Mykhailyn (2011), Carlsson (2005), Brouard, Grossman, Guinadau, Persi-
co, & Froio (2018), Rogers and Chaffee (20006).

Meanwhile, the scientific discourse still needs to form a unified and established view on the
nature of these definitions. Authors of the textbook “Problematics of the Media,” edited by Kho-
lod, approached this issue in the most detailed way. Thus, the authors propose to call the prob-
lems of the mass media “such a systematic collection of problems that are covered in the mass
media. This means that any problem or problem to which a report, interview, review, analysis,
note, etc. is dedicated can be defined as one of the problems (or problems) of mass media” (Kho-
lod, 2011, pp. 10-11).

It is about the fact that the problem is a systematized collection of several issues that are unit-
ed by a particular theme. In comparison, the topic is a media representation of certain relevant
and socially significant aspects of society.

Rogers and Chaffee consider the topic “the most effective way of information work of a jour-
nalist and specialization in a certain field” (Rogers & Chaffee, 2006). And Oltarzhevskyi, re-
searching the place and role of the corporate press in the mass communication system, calls the
topic one of the tools that allow any media “to fulfill the main communicative task - to bring its
unique media field as close as possible to the needs of a certain audience” (Oltarzhevskyi, 2011,
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p- 12). In addition to the topic, the author also mentions the importance of the tonality and direc-
tion of the performance, the genre arsenal, the system of images, and stylistic tools. At the same
time, a specific thematic mosaic is formed depending on the socially significant aspects of vari-
ous domains of life covered by the media and the agenda, which is formed based on their totality.
This allows us to talk about the existence of a hierarchy of topics and issues that exist in one or
another media depending on the thematic orientation, editorial policy, and requests from the
target audience (Brouard, Grossman, Guinaudeau, Persico, & Froio, 2018, p. 917).

Turning to the definition of the problem-thematic field of business media, it is worth starting
with understanding the discourse in which they function and interact with their readers. Gee, a
sociolinguistics and discourse analysis expert, suggests defining discourse not only as a linguistic
construct but also as the social-cultural, socio-political, and ideological context in which it exists
and shows its resistance (Gee, 1999, p. 123).

The scholar offers his structure of interrelated linguistic elements, which interact to form the
meaningful social reality in which this or that communication process occurs.

In this research paper, we propose to use three main criteria to analyze the discourse of online
business media, namely:

1) the general organization of the topic’s architecture and its place in the agenda of the busi-
ness media;

It is about various aspects of the topic and subtopics the journalist covers, the order of topic
selection, and their gradation in the problem-thematic field of a specific business media.

2) contextualization;

The economic, socio-political, and business background plays a vital role in analyzing the
topics and issues of business media. It signals specific facts of objective reality that people ac-
tively discuss, interpret, analyze, form their opinion, and make management decisions based on.

3) thematic organization of the text.

It covers genre and stylistic tools and means of expression used by a journalist in his direct
work on covering a particular topic.

Media, although they have qualitative technological differences and unequal communicative
value in culture, “in their everyday production practice, they produce a general principle that is
related to the provision of the social representation of human experience and the involvement of
this experience in the general informational and semantic space of a particular society” (McLu-
han, 1964, p. 123).

This opinion of McLuhan can also be extrapolated to the online business media, which,
thanks to their unique opportunities mediated by the technical means through the Internet, subtly
feel the rapidly changing social context, adapting to it, and forming not only public opinion re-
garding this or that phenomenon, but also influencing the reader’s communicative interaction, his
/ her professional skills, everyday habits, and decisions with the help of social engineering tools.

Defining the concept of “problematics” in the discourse of online business media in Ukraine

Today any text in the online business media as a direct embodiment in a separate genre form
of a particular meaning with the help of stylistic components and expressive means is a conse-
quence of the author’s pragmatic intention and resource-creating communication technologies.

When choosing one or another issue, a business media journalist uses not only the principle
of covering reality and the scope of generalization, approaching his target audience’s interests,
but also necessarily takes into account social reality, the economic context, and the market situa-
tion, as well as cultural, social, psychological and cognitive abilities of readers: the quality and
nature of attention, social memory, internal readiness for operative perception and interpretation
of information.

Most scholars who study business media agree that the main task for this type of mass com-
munication, namely the dissemination of socially significant business information to broad sec-
tions of the population and various social groups directly involved in various fields of the market
economy.
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However, some researchers rightly note that the nature of business journalism and its devel-
opment in the modern world goes far beyond exclusively market or economic news and requires
a different approach.

Both highly specialized audience groups (investors, business people, representatives of the
commercial sector) and a wider audience interested in consuming business information, for
whom it is an area of personal interest, benefit from the fact that business media journalists pay
attention to complex issues, which have a dual nature and concern not only the economic but also
the political, social, public area of life, the corporate world (Starkman, 2015).

The works of Berry and Straub (Berry, 2015; Strauf3, 2019) also discuss the political and so-
cial nature of the economy and the business, which once again emphasizes the multifactorial
nature of the business journalism functions, which is not limited to the supply of business infor-
mation, but also becomes an active stakeholder in solving a considerable number of social issues
and problems.

In our opinion, after the growth of social tension in various economic sectors caused by geo-
political challenges and threats, the crisis in the energy sector, the last economic crises of 2008,
2014, and 2019, as well as the full-scale war unleashed by the Russian Federation on the territory
of Ukraine in February 2022, in order to understand the nature of socio-economic issues in busi-
ness journalism, it is necessary to emphasize the synergistic influence of neoliberalism in the
corporate sector, the business environment and Ukrainian society in general.

The basic tenet of political and economic philosophy is the belief that “the level of individual
and social well-being can best be increased by supporting and developing entrepreneurial free-
doms and skills.” (Harvey, 2005).

Based on classical liberalism, neoliberalism provides an invaluable credit of trust to a specific
person as a market economy subject, who, by his actions, can contribute to developing a favora-
ble environment in which entrepreneurship and business can exist. Moreover, business media, in
turn, become the leading platforms for social dialogue between various participants in solving
one or another social problem — government, society, and business.

However, applying the principles of neoliberalism to determine the nature of socio-political
issues in business journalism, it is worth looking critically and soberly at the realities in which
business journalism is developing in Ukraine. Political institutions as a tool for the satisfaction of
individuals and groups connected by economic, political, and even family ties, the shadow econ-
omy, tax frauds in large business, and a high rate of oligarchization in the country’s economy
become the cause of emerging political and economic unity between oligarchic clans and party
leaders, which quite often stands in the way of the development of a free-market economy and
independent business journalism.

In such conditions, the adherence to general journalistic standards, formed in several regula-
tory and legal documents, such as acts and codes of professional ethics, generally accepted by the
journalistic community, as well as the development of specific rules and standards for the activi-
ties of business journalists, is highly relevant.

After all, even in the threat of an attack on the freedom of business journalism, the main task
of this media type is to present balanced, relevant, socially significant media messages about the
business world.

In this context, it is worth noting that it is important to remember another challenge for busi-
ness journalism: creating content according to the needs of a highly segmented audience (Merrill,
2019; Milne, 2009).

Ordinary citizens, investors, office workers, retirees, students, and other subsets of the busi-
ness media audience have different levels of interest and understanding and decode the messages
they receive in their way. E.g., in the USA and Great Britain, professional investors, business
people, and top managers of companies prioritize business news (Schechter, 2009).

Forsyth refers to the business media readers as representatives of specific, professional, in-
dustrial, trade groups and persons united by a certain occupation, who have specific interests
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related to business information (Forsyth, 1964, p. 23). German researchers highlight the follow-
ing key topics of business publications: “the system of economy and economic policy in which
decisions are made and implemented regarding the distribution of resources, production, distribu-
tion and accumulation of property in the monetary context and the context of real politics; eco-
nomic theory, individual and/or societal analysis of costs and efficiency; economic impact of
results and measures of other systems, etc.” (Weischenberg, 2011).

Instead, the audience of Ukrainian business media in recent years has “changed and covers a
wider range of readers” (Lazarchuk, 2013) who do not necessarily have business interests. How-
ever, business information belongs to their personal interests because it affects decision-making
on personal finances, which affect various fields of their lives — family well-being, personal de-
velopment, health, upbringing and education of children, paying pensions, and social assistance
from the government.

Considering the production and professional essence of business journalism — the production
and supply of business information to a mass audience, as well as the audience factor, in our
opinion, it is crucial to develop an understanding of issues in business media and the list of the-
matic accents that arise in the agenda of this media type.

We propose to consider the issues in business media (IBM) as a set of thematic guidelines
that ensure the satisfaction of the information needs in business information for the highly spe-
cialized community and wider audiences that may be involved in business processes.

As a result of the monitoring of the media content, the following results were recorded. The
total collection of texts during the research period was 4 643 media reports, of which 3 268 texts
met the SET criteria.

Of them, 2834 were dominated by thematic profile orientations, distributed in this order.

Table 1. Distribution of profile thematic guidelines in the reports of online business media.

Thematic orientation Type Number %
of reports
A sharp drop in economic indicators Trends and news of micro-
due to the full-scale invasion of the macroeconomics and the world of 556 19,62%
Russian Federation business
. Trends and news of micro-
Challzﬁﬁiigo‘fvgﬁ deggg(;;nt}l’lgzv[iframe macroeconomics and the world of 431 15,21%
business
. . Trends and news of micro-
Impact ?}feﬂ;i;?ég?a\gfrlgkrr):;d:mw on macroeconomics and the world of 316 11,16%
Y business
Economic indicators of Ukraine in Trends anq news of micro- o
2021/2022 macroeconomics and the world of 268 9,46%
business
. . The current state and prospects for
Dlrecte(izr;lgrie tga‘:lzgglés Sli(lzltsosrii of the the development of individual 225 7,94%
y y markets, branches of the economy
. . The current state and prospects for
Mark‘;tl i"éﬁﬁiiﬁfﬁﬁ??ﬁi ;‘i‘;ﬁsmeg the development of individual 208 7,34%
markets, branches of the economy
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. oy The current state and prospects for
The ﬁ“a‘;jlggﬁffegfl Oforezr‘i[ﬂdmg lost the development of individual 192 6,77%
ged property markets, branches of the economy
Privatization of Russian property (oil News of business, management,
and gas sector, real estate market, bank- advertising, and marketing in the 184 6,49%
ing sector) business sphere
News of business, management,
Construction market and mortgage 7% advertising, and marketing in the 165 5,83%
business sphere
Monetary policy of the National Bank Trends and news of micro-
of Ukraine (during the pandemic and macroeconomics and the world of 157 5,53%
war) business
The financialimpact o he lockdown | e CO I N er | 12| 4o
and the COVID-19 pandemic . 070
business
Total 2834 100%

The five most common profile thematic orientations covered almost two-thirds of the ana-
lyzed content that meet the criteria of the socio-economic topic during the analyzed period. In
connection with non-specialist thematic orientations, they form discourse oriented towards the
search for solutions to complex social issues — restoration (rebuilding) of the country, elimination
of raw material and energy dependence, and progressive development of the market economy.

Non-specialist thematic orientations, which were key for 1272 reports from the sample during
the study period, are presented in Table 2.

Table 2. Distribution of non-core thematic guidelines in online business media reports.

Thematic orientation Type Number of %
reports
The yeTysyacha program is in coopera- Social issues related to personal
tion with libraries, art institutions, and and corporate finance, business 454 35,69%
educational projects philosophy, human well-being
. . Social issues related to personal
The program yePidtrymka in the first and corporate finance, business 213 16,74%
months of the war . .
philosophy, human well-being
Program of social payments to internal- Social issues related to personal
& Iy dis lageg ersons and corporate finance, business 156 12,26%
y disp p philosophy, human well-being
Social issues related to personal
Mortgage 7% and corporate finance, business 113 8,88%
philosophy, human well-being
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Social issues related to personal
the program yeOselya and corporate finance, business 78 6,14%
philosophy, human well-being

Information of an educational

How to get compensation for lost hous- nature to increase the level of 0
. o . 67 5,26%
ing financial literacy of a broad audi-
ence

Information of an educational
nature to increase the level of
financial literacy of a broad audi-
ence

How to get financial assistance to
Ukrainians from international funds and
organizations

65 5,12%

News and information about
various aspects of political, legal,
judicial, educational, cultural
spheres, etc., affecting the world 54 4,24%
of business and decision-making
by subjects of business communi-
cations

Liquidation of the State Architectural
and Building Inspection

News and information about
various aspects of political, legal,
judicial, educational, cultural
spheres, etc., affecting the world 37 2,92%
of business and decision-making
by subjects of business communi-
cations

Lockdown due to the COVID-19 pan-
demic and business

Social issues related to personal
and corporate finance, business 35 2,75%
philosophy, human well-being

State and international programs to
support Ukrainian business

Total 1272 100%

The next stage of the research was determining the subject-thematic orientation of journalistic
reports that contain signs of SET. Upon analyzing the general sample, we identified eight key
subject-thematic guidelines for journalistic reports on socio-economic topics, i.e.: 1) housing
affordability and the quality of the living environment, 2) the level of the population’s real in-
come, 3) socio-economic aspects of doing business in Ukraine (affordability, openness, simple
registration of public services, transparent taxation system, level of corruption), 4) economic
aspect of the state social policy, 5) development of entrepreneurship in the country, 6) level of
financial freedom, 7) public-private partnership and healthy competition in various markets, 8)
the importance of individual sectors of the economy for the economic well-being level of the
country (agricultural sector, I.T., creative industry).

The presentation angle is the coverage of a broad topic from a specific perspective, the defini-
tion of the main idea of the report through the combination of critical issues and subject-thematic
guidelines as a response to current social problems. The angle of submission in the work of
online business media on socio-economic topics is always determined by the reports’ social sig-
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nificance. In other words: the more concrete media reports are the more influential can be pro-
posed solution of complex socio-economic problems.

During the research period, we established a selection of crucial angles of content presenta-
tion in the work of online business media on socio-economic topics:

1. Negative consequences of the COVID-19 pandemic on the country’s economy and
business, in particular, and ways to overcome them.

2. Socio-economic challenges for Ukraine and the world due to the war (famine, destruction
of houses and infrastructure, drop in real incomes of the population, burden on the medical
industry, loss of production capacity due to occupation and destruction) and ways to solve them.

3. Difficult issues/difficulties/contradictions in specific sectors of the economy and business
niches that are of public interest (development of mortgage lending, housing affordability,
pension reform, development of insurance medicine). The content distribution in these groups is
presented in the diagram for a better understanding.

Two-thirds of the reports, 64%, covered the second block, namely the socio-economic
challenges for Ukraine and the world due to the war. Of them, 76% represent informational and
observational frames of the topic presentation rather than constructive ones (focused on finding
and solving problems), and 24% of reports are about finding ways to solve problems.

The first block absorbed 23% of all reports, of which 8§7% have signs of informational and
ascertaining frames of the topic presentation. This indicates the unpreparedness of journalists to
work within socio-economic topics, which require deep immersion in socio-economic processes
and the subject’s position in solving current issues.

The reports of the third group accounted for the smallest amount in the sample - 13%, which
is related to the business agenda of online media during the martial law period. The vector of
attention is focused primarily on military and political news, to a lesser extent on socio-economic
topics.

Prerequisites for the emergence and development of socio-economic topics in Ukrainian
online business media

Interpenetration and mutual enrichment of the social and economic areas form a new, more
mobile, and changing socio-economic discourse in which modern business media function. In the
conditions of this discourse, the concept of socio-economic topics, which are formed at the
intersection of the social and economic domains of society’s existence, emerges.

When embarking on a socio-economic topic, a business journalist should be guided not only
by the familiar tools and methods of his professional and industrial area but also turn to the
mechanisms of social journalism.

Among theorists of this media sector, there are different views on its nature, tasks, and
functions. E.g., Sokolova defines social journalism as “a specialized type aimed at solving,
preventing, and reflecting social problems in society” (Sokolova, 2015, p. 33).

Shenderovskyi defines social journalism as “the integration and relationship of social work
and media activity, the key element of which is the sphere of solving social problems”
(Shenderovskyi, 2012, p. 47). L.e., social journalism, according to this author, acts as a litmus
test, a relay, and at the same time, an active participant of certain social polylogues regarding the
search for possible practical ways to solve pressing issues and problems in society.

Furthermore, Lavryk focuses primarily on the functional tasks of this journalistic field, such
as “forming the foundations of a civilized society, helping to solve social problems, helping
people make competent decisions based on reliable, operational socially significant information”
(Lavryk, 2010, p. 43). At the same time, social journalism in its legal field also “performs the
function of social criticism and control and is a tool for dialogue between different social
groups.”

Despite the penetration of social journalism into the problem-thematic field of Ukrainian
business media, it is worth understanding that social discourse plays an auxiliary role. Therefore,
in our research, we propose to consider the socio-economic topic as a circle of events and life
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phenomena that are of great importance for ensuring favorable conditions for economic activity,
the functioning of economic processes, the realization by economic subjects of specific roles that
they need to play in society for effective functioning of the socio-economic system.

Media content contributes to the regulation of economic behavior in society, helping people
to make important decisions in the everyday economic life of the society (aspects of micro- and
macroeconomics), as well as answering socially significant and relevant questions and requests
(e.g., an opportunity to engage in entrepreneurial activity, business protection, issues of
investments, savings, and consumer economy).

Business journalists, taking on the coverage of socially significant and, at the same time,
socially marked topics (economic well-being and the level of real incomes, housing security,
comfort and ecosystem for life as the main factor of new criteria for choosing housing), deal with
an important category of their industrial and professional domains — effectiveness.

Effectiveness in business journalism is achieved through two elements:

1) personalized selection of the form and its improvement, i.e.: selection of the optimal genre
form, development of the architecture of the report, and journalist’s author style. E.g., the reports
“Ukrainian shopping malls and business centers are ready for a difficult heating season and
reduction of energy consumption” (Iryna Nastych, Property Times, 13.10.2022), “How the team
of the National Complex “Expocenter of Ukraine” restarts business activities after several
months of downtime” (Yeva Taranova, Delo.ua, 7.07.2022);

2) improvement of the report content, i.e.: the choice of key and auxiliary topics, the angle of
presenting the content, selection and verification of facts, clarity and consistency of
argumentation. E.g., for the reports “““Monster on the Podil”: Is it possible to force the developer
to demolish the “extra” floors” (Oksana Hryshina, The Mind, 11.17.2020), “Data giants”
(Tetyana Khomyak, Commercial Property, 11.11.2021).

Observing the work of several teams of business media offices in Ukraine (Delo.ua, The
Page, Property Times) allows us to state that, in practice, journalists have to choose every day
which specific approach and method of work will be the most effective to achieve the primary
goal of reflecting socio-economic topics — to synchronize the informational picture and essential
factors of the economic and social fields of society’s life to ensure the completeness of the
objective picture of reality and events which affect making or changing critical decisions in the
personal finances, public interests, and corporate business.

After all, socio-economic topics concern not only a specific person but are usually a reflection
of several interdependent elements from various sectors of social life, which affect the level of
social well-being, the investment climate, and the stability of the whole economy.

The modeling method based on the results of a qualitative content analysis of online business
media in Ukraine during the research period allowed us to form a system of the socio-economic
topic’s compositional structure:

The compositional structure of the socio-economic topic.

1) exposition — introduction, presentation of the social reality elements, economic context,
and market situation on the topic;

2) articulation of a socio-economic topic and a contradiction/problem/current socially
significant issue on the topic that needs to be resolved with a comparison of at least two opposing
positions;

3) theses in support of each position + argumentation against the “antithesis” using business,
economic, and statistical information;

4) positions of the main stakeholders on the topic;

5) narrow branch expert assessment on the topic;

6) synthesis of theses, antitheses, stakeholder positions, and expert assessment — the
equivalent of a culmination;

7) summary — conclusions, a possible algorithm of actions to solve the
problem/contradiction/current social issue.
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The socio-economic topic reaches the readers in certain genre forms, each with its content
and formal specificity.

In the social communications scientific discourse in Ukraine, passionate discussions about
genre differentiation are currently ongoing, considering the globalization of the information envi-
ronment, the technologization of journalistic work, and the emergence of new hybrid genre
forms.

However, most Ukrainian scholars agree that the classic system of dividing genres into three
groups — informational, analytical, and artistic-journalistic — remains the basis. Therefore, during
the qualitative content analysis of the online business media publications from our sample, we
considered the investigations of Vasylenko (2006), Holik (2012), and Radchyk (2011), as well as
works on genres of Internet journalism by Shevchenko (2015), Zakharchenko, Tsymbalenko,
Sokolova (2013), Horodenko (2016) and identified certain regularities regarding the most
widespread genre forms for the reflection of socio-economic topics in the online business media.

The vast majority of reporting on socio-economic topics (73%) was embodied in analytical
genre forms from the total sample during the research period. The most common genre was the
feature — 32.5%, the analytical article — 23%, and the review — 17.5%.

The remaining reports from the total analyzed population (25%) were displayed in the genres
of the information group, where notes (57%), interviews (23%), and reportage (20%) prevailed.

Journalistic genres as a way of reflecting socio-economic topics in online business media of
Ukraine are not widespread. From the genres of this group present in Ukraine’s online business
media during the analysis, we saw only the author’s column format (2%).

This is explained, first of all, by the specificity of business media and the discourse in which
they function, as well as the specificity of the journalistic method, the basis of which, according
to Zdoroveha, “is the discovery of social conflicts, the analysis of contradictions, the
identification of a problematic situation” (Zdoroveha, 2004, p. 144). All this involves the
synthesis of artistic and scientific methods of perceiving reality and elements of the journalistic
method — a real fact and its interpretation, cognitive and reflective means, systems of images, and
the original author’s thoughts.

Business journalism, by its very nature, still gravitates towards the use of analytical methods
of knowledge because it requires several specialized skills and abilities from the journalist:
understanding of the economic agenda and market conditions, skills of working with large arrays
of narrow-field businesses, economic, statistical information, skills to work in an
interdisciplinary industry environment.

Conclusions

Business journalism has a particular functional specificity, as it focuses not only on informing
about the state of the business world and reflecting public opinion regarding this or that issue of
objective reality in this economic sphere but also takes a direct part in real life, in particular, the
formation of the country’s investment climate, business image, solving social issues and
contradictions related to personal finances and interests — buying a home, forming an investment
portfolio, or increasing the level of financial well-being.

The issues of media content in online business media are an important set of thematic
guidelines that help journalists fulfill their main function — meeting the informational needs of a
highly specialized community and wide circles of the population in business information, which
is vital for decision-making in the field of personal finance and business.

It is worth remembering that there are two types of business media issues: professional and
non-professional. The latter, in particular, opens the way for business journalists to work out
complex synthetic topics that have a dual nature in their practice.

An example of such topics is socio-economic ones, which we propose to define as a separate
thematic block in the issues of business media, which considers current socially significant
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business and social guidelines, requires the journalist to use special skills and abilities, as well as
the initiation of a polylogue between the main stakeholders for bringing a certain issue out of the
purely economic into the context of social regulation.
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ABSTRACT

This article aimed to investigate the adherence to professional standards by
the Ukrainian and Italian media in covering the conflict around the UOC
MP (Ukrainian Orthodox Church of the Moscow Patriarchate) during the
war in Ukraine. Thanks to the method of scientific literature analysis,
Ukrainian scholars’ views on professional journalistic standards and their
observance in the media were clarified. With the help of the media moni-
toring method, we found 97 publications covering the conflict around UOC
MP. The content analysis method determined the subject of the relevant
publications and the presence of Russian propaganda narratives in them.
Quantitative and qualitative adherence indicators to professional standards
were also determined using the content analysis method, and the context
mentioning the OCU and UOC MP activities was clarified. The main
results and conclusions of the study: most of Italian media had a neutral
attitude to the conflict, some media ignored it, there were also those openly
promoting Russian narratives and even sometimes containing hate speech
(Il Giornale) and reacted sharply to the fact of the searches and the state-
ment of Volodymyr Zelenskyi about the banning of the UOC MP (Avve-
nire). Despite occasional standards violations, Ukrainian media covered
the events objectively and in a balanced manner, without inciting enmity
towards UOC MP.
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PE3IOME

Mera cTaTTi: IPOCTEKUTH AOTPUMAHHS MPOPECiHHUX CTaHIAPTIB YKPaTHCHKHUMHU Ta ITaliHCHKUMH Meaia y
BUCBITIIeHH] KOHOIiKTY HaBkoao YIIL MII (YkpaiHCchKol IpaBociaBHOT IIEPKBH MOCKOBCHKOTO IMaTpiapxa-
Ty) mix 4Jac BiHHM B YkpaiHi. J[Is NOCSATHEHHS METH IOCTaBJICHO TaKi 3aBJAaHHSA: BH3HAYUTH CTABJICHHST
ITaMiHCBKUX ¥ yKpalHCBKUX Menia 1o koH}ikty HaBkoso YIIL[ MII; npoanamnisyBatu foTpuMaHHs mpoge-
CIIfHUX cTaHAApTIB yKpaiHCHKUMHM Ta iTAIICBKIMHU Mejia MiJ Jac BHCBITIEHHs KOHQIIKTy HaBkoyo YIII]
MII; 3’sacyBatn y Matepianax HasBHICTH iH(popMmanii npo nisuteHicTs [ILY (IlpaBocnaBHOi nepkBn Ykpai-
HHU). 3aBIJKM METONLy aHalli3y HayKOBOI jiTepaTypu Oyio 3’SCOBaHO NOTJSAU yKPAaiHCBKHX BUEHHX Ha
npodeciiiHi KypHAIICTChKI CTaHAAPTH Ta iX AOTPUMaHHA B Mefia. 3a JOMOMOTOK METOAY MOHITOPUHTY
3MI 6yno BusiBneno 97 myOGuikauiii, y skux BucBiTioBaBcsi KoH(ikT HaBkono YIII MII. Merogom koH-
TEHT-aHaJIi3y BCTAHOBJIECHO TEMAaTHKY BiANOBIAHMX MyOJiKamiid Ta HAasBHICTb Y HUX POCIHICBKHX HpoIara-
JIMCTCHKUX HapaTBiB. Takok METOJOM KOHTEHT-aHaji3y BU3HAUCHO KUIbKICHI Ta SIKICHI IIOKa3HUKH JOTPH-
MaHHS NpoQeciifHUX CTaHAapTIB, 3’5ICOBAHO KOHTEKCT, Y SIKOMY 3ragyBanocs npo misuibHicTs [TITY Ta YIIL{
MII. T'onoBHI pe3yJibTaTH i BUCHOBKU JIOCHI/DKEHHS: TIEPEBaKHA OUIBINICTD ITATIHCHKUX MeJia Majli HEUT-
paJibHE CTaBJIEHHS 10 KOH(IIIKTY, YacTHHA MeJia Horo mpoirHopyBaid, Oyiy i Taki, [0 BIAKPHUTO IIPOCYBa-
T POCIChKI HapaTWBU Ta YacoM HaBiTh MoBY BopoxHedi (Il Giornale), i rocTpo BigpearyBamm Ha ¢axt
obmykiB Ta 3asaBy Bomommmupa 3enencekoro mpo 3abopony YIIL[ MII (Avvenire). YkpaiHcbki menia,
HE3BaKAI0UM Ha MMOOAWHOKI MOPYIICHHS CTaHAAPTIB, BUCBITIIOBAIN MOJiT HITKOM 00’ €KTUBHO 1 BUBaXXEHO,
0e3 posmamoBaHHa BoposkHeui o YIIL[ MIL. lono mismeHocti TILY, y 3a3HadeHOMy KOHTEKCTi mpo Hei
3rajjajay MeHIIe HiX y I’ ATii 9acTHHI ImyOuiKamiif.

KJIFOYOBI CJIOBA: npodeciifHi *KypHamiCTCbKiI CTaHAApTH, YKpaiHCBbKiI Meia, iTalmiiicbki Memia, pedi-
rifiHa TeMaTHKa.

Introduction

Compliance with journalistic standards by Ukrainian media during the war remains one of the
most painful and debatable topics for discussion and research. Even before the full-scale inva-
sion, starting in 2014, the question of preserving quality journalism, which would avoid unneces-
sary pretexts for enemy propaganda, arose.

One of the fabricated “casus belli” or pretexts for the Russian Federation’s war against
Ukraine was and remains the religious aspect: “oppression of the Orthodox Church in Ukraine.”
The aggressor country began to impose this narrative in its propaganda, like many others, in
2014, in the context of the so-called hybrid war. The religious factor continues to cause a sharp
confrontation, probably second only after the language problem. The narrative about the persecu-
tion of the Orthodox Church was adopted by many Western media, especially in countries that
actively sympathized with the Russian Federation before the start of the full-scale invasion. One
of these countries was Italy. From 2014 until 24 February 2022, the Italian press could quickly
call the war in the Donetsk region fratricidal, call the separatists and mercenaries patriots of their
own land, and meticulously emphasize the “Nazi battalions” from Ukraine. There was a similar
approach to the religious issue. The most exciting thing is that reports with such narratives ap-
peared in the most popular private and state media. After 24 February 2022, the attitude towards
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Ukraine began to change, but sometimes Russian narratives still appear in the Italian media’s
news and journalistic analytical reports.

The purpose of this paper was to trace the observance of professional standards by the
Ukrainian and Italian media in covering the conflict surrounding the UOC MP (Ukrainian Ortho-
dox Church of the Moscow Patriarchate) during the war in Ukraine. Achieving the envisions the
following objectives: 1. To determine the attitude of the Italian and Ukrainian media to the con-
flict surrounding the UOC MP. 2. To analyze the observance of professional standards by the
Ukrainian and Italian media during the coverage of the conflict surrounding the UOC MP. 3. To
find out in the reports the presence of information about the activities of the OCU (Orthodox
Church of Ukraine).

Method

In the first stage of the research, the method of analyzing research literature was applied,
which helped clarify Ukrainian scholars’ views on professional journalistic standards and their
observance in the media. The media monitoring method contributed to the identification of publi-
cations that covered the conflict surrounding the UOC MP in Ukraine during the war. Thanks to
the content analysis method, the relevant publications’ topics and the presence of Russian propa-
ganda narratives in them were established. Quantitative and qualitative indicators of compliance
with professional standards were also determined using the method of content analysis, and the
context in which the activities of the OCU and UOC MP were mentioned was clarified. Three
parameters were taken for analysis: the attitude to the conflict surrounding the UOC MP (nega-
tive, neutral), the promotion of Russian narratives (promoted, not promoted), and mentions of the
OCU (yes or no) in the media texts.

13 of the most popular Italian media were included in the monitoring: Corriere della Sera, Rai
News, I Giornale, Il Tempo, Il Fatto Quotidiano, Avvenire, Famiglia Cristiana, TV 2000, Il
Sussidiario, La Repubblica, Euronews, La Nuova Europa, Il Foglio. Besides, 15 Ukrainian media
with a high rating were selected for analysis: TSN (tsn.ua), Ukrainian Pravda, UNIAN, Obozre-
vatel (obozrevatel.com), Ukrinform, Znaj.UA (Znaj.ua), RBC-Ukraine (rbc.ua), Censor.NET,
Gordon (gordonua.com), Correspondent (korrespondent.net), Gazeta.ua (gazeta.ua), Zaxid.net,
Hromadske, Livy Bereg (Ib.ua), Interfax-Ukraine. According to SimilarWeb (Most Visited Web-
sites in Ukraine in February 2023, 2023), which is based on Google Analytics and has a good
reputation, in February 2023, the most popular Ukrainian media were: Censor.NET, Ukrainian
Pravda, Obozrevatel, RBC, TSN, Correspondent, UNIAN, is a list in descending order.

The empirical basis for the study was 97 media reports for the period from June 2022, when
the mayor of Lviv, A. Sadovyy, voiced a proposal to ban the UOC MP, until January 2023, when
the head of the UOC MP Onufriy complained to the UN about the persecution of his parish.

Results and Discussion

Ukrainian media in wartime demonstrate unity in defending national interests, trying to ad-
here to ethical principles and professional standards of journalism, both Ukrainian and interna-
tional. According to the Institute of Mass Information (Kuryata, 2021), modern Ukrainian profes-
sional standards for quality media provide a balance of opinions and points of view, credibility,
separation of facts from comments, accuracy, completeness, and efficiency. The British Broad-
casting Corporation (BBC), among its editorial guidelines, distinguishes audience trust, freedom
of expression, independence, compliance with the public interest, honesty and accuracy, impar-
tiality, editorial integrity, protection of vulnerable groups, avoidance of unjustified offenses,
respect for privacy as the central editorial values. Back in 2014, the Institute of Mass Information
published a list of standards that operate in war conditions: accuracy, efficiency, impartiality,
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ethics, completeness, separation of facts from comments (Standards of journalism during the war.
How to write about tragic events - infographic. 2014, 11 August).

Compliance with professional standards has always been in the field of view of Ukrainian re-
searchers. “The main criteria for evaluating a journalist’s activity is his objective and truthful
reflection of reality. The criteria are quite correct, and the desire for objectivity and truthfulness
should be the basis of the activities of those on whom the fate of society and man depends”, Ri-
zun notes (2004, p. 45).

In research, educational and methodological publications of Ukrainian authors, the need to
comply with standards is deeply and comprehensively substantiated as the only possible way of
functioning in professional journalistic activity: Rizun (2008), Ivanov and Serdyuk (2008), Kuz-
netsova, (2007), Prystupenko (2011), Chekmyshev (2021). The analysis of compliance with
standards in practice is reflected in the scientific investigations of Dzholos (2019, pp. 38-44) and
Budivska (2019, pp. 27-35). Analyzing the problems of compliance with the standards of infor-
mation broadcasting, Dzholos emphasizes that the standard of balanced information involves
giving a voice to all parties. Budivska traces trends in the perception of professional standards by
Ukrainian journalists who work with socio-political issues and notes certain discrepancies be-
tween theory and practice.

Revealing typical violations of professional standards in publications on religious topics, par-
ticularly journalists’ inclination towards sensationalism and “fried facts,” Boyko notes that the
media attracts propagandists as the most massive and effective means of spreading any ideas.
Consequently, professional propagandists often try to hide the promotion of the desired idea,
disguising it under the facade of journalistic publications. These include pseudo-news, pseudo-
analytical and pseudo-historical articles, interviews with the “necessary” person, and fake ratings
and polls (Boyko, 2015, pp. 284-294). According to Potyatynyk, compliance or non-compliance
with professional standards is the watershed that determines whether texts of various forms of
mass communication belong to journalism (Potyatynyk, 2010).

Today, we can say that the time when Italian state media, such as Rai News, broadcast docu-
mentaries like “Fratello contro fratello” (Brother against brother)®, where separatists were depict-
ed as heroes of Donbas, is already in the past. However, complaints about official Kyiv continue,
for example, because of the SBU’s (State Security Service) searches in the structures of the UOC
MP. Some media even called it a religious war of President V. Zelenskyi or Ukraine’s authorities
against the church; others treated it neutrally and followed the standards. We explored the viola-
tions of standards and the overall narratives that appeared in news stories, analytical pieces, and
reviews.

The most radical messages were promoted on the website of one of the most popular Italian
newspapers, 11 Giornale, owned by the Berlusconi family. The website is also viral - 35 million
views in February 2023. After Volodymyr Zelenskyi’s statement about the possible ban of the
UOC MP, Il Giornale reacted with the following lines: “After eight years of civil war in Donbas
and ten months of Russian intervention, Ukraine is also preparing to deal with the dramatic
wounds characteristic of religious wars.”’ (emphasis added). These are the first two sentences
after the title, i.e., all the accents were immediately placed at the beginning of the lead. Further,
the article discusses Russia’s crimes against Greek-Catholic priests in occupied Berdyansk. How-
ever, the general impression and context in which the events are considered are stated at the be-

¢ «Fratello contro fratello». Reportage sulla guerra civile in Ucraina(2015, 23 Febbraio) Rai News

https://www.rainews.it/archivio-rainews/media/Fratello-contro-fratello-Reportage-sulla-guerra-civile-in-
Ucraina-68ddc78f-f7a0-4c6¢-b921-caaedb208375 . html

7 Gian Micalessin. (2022, 3 Dicembre). Chiesa ortodossa russa, pugno duro di Zelensky «Sono
collaborazionisti». Il Giornale. https://www.ilgiornale.it/news/politica/chiesa-ortodossa-russa-pugno-duro-
zelensky-sono-2091518.html
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ginning of the text. Especially since the publication ends with “The large-scale repressive action
does not seem to be giving many results so far.”

A similar article appeared in Avvenire, a newspaper owned by the Italian Bishops’ Confer-
ence. There, the return of the Kyiv-Pechersk Lavra’s part to the OCU was called “the last act of
the Kyiv authorities’ crusade against the largest church of Ukraine.”® This is no longer the posi-
tion of the Berlusconi family but of the Catholic Church bishops, who are directly or indirectly
related to the papal curia and the Pope himself.

Part of the Italian media completely ignored this topic. Some purely Catholic media decided
to follow a different strategy: they simply did not cover these events at all (Famiglia Cristiana -
about a million readers, TV2000 - Catholic television, about 3 million viewers). Rai News,
owned by the Italian government and financed by taxpayers, took the same position. Thus, on the
one hand, we see Avvenire, which released four negative articles, and on the other, a bunch of
Catholic media that ignored the event, as did Italy’s state broadcaster, like the British BBC.

We included 17 reports from the Italian media in our analysis: from short notes to large ana-
lytical items.

Negative

Neutral

Figure 1. Italian media’s attitude towards the conflict.

We believe that neutrality in conflict coverage is essential for impartial journalism. An impar-
tial journalist should cover the event from different angles, providing a balanced perspective on
why it is happening. This is particularly important in analytical reporting, where journalists
should avoid using inflammatory phrases like “religious war,” “oppression of believers,” or
“Zelensky’s crusade against Orthodoxy” to prevent any bias in their reporting.

8 Giacomo Gambassi (2023, 6 Gennaio). Monastero delle grotte. Kiev caccia dalla Cattedrale i monaci
ortodossi legati a Mosca. Avvenire. https:/www.avvenire.it/mondo/pagine/ucraina-il-governo-di-kiev-
caccia-gli-ortodossi-di-mosca-dal-monastero-simbolo
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promoted

did not promote

Figure 2. Promoting Russian narratives.

The most radical Russian narratives have already been named above, e.g., the “religious war,”
but the most popular narrative, which in one way or another was broadcast in every media report
where Russian narratives were promoted, was the statement that the persecution of the Orthodox
Church was beginning in Ukraine without any grounds: believers not guilty, but they are interro-
gated, monks are not guilty, but they are also interrogated. However, of course, such reports did
not mention the existence of the OCU, so it seemed as if an infringement was directed against the
entire Orthodox Church.

Against the background of news about searches in the churches of the UOC MP, publications
about the “war that spilled over into the church,” and reports about the eviction of the Moscow
Patriarchate from part of the Kyiv-Pechersk Lavra, there is a lack of media content mentioning
the existence of the OCU. Only 6 of 17 reports mentioned another Orthodox jurisdiction in
Ukraine besides the UOC MP. Sometimes the reader, far from Ukrainian realities, may get the
impression that the Kyiv-Pechersk Lavra is being taken away from all Orthodox, and nothing is
known about its future fate. In the same way, when they talk about “repression of the UOC MP,”
for some reason, they do not mention that there has been an alternative OCU for many years. lL.e.,
Italian journalists present this conflict rather one-sidedly, forgetting such an extremely essential
detail that could completely change the view of an Italian reader who does not know Ukrainian
realities.

Ukrainian media, compared to Italian ones, are much more attentive to details: they carefully
separate facts from comments, do not give a vibrant color to the events, present reliable facts and
verified information from the first sources (usually official websites, in particular, the SBU), as a
rule, maintain a balance of opinions. Even Znaj.ua, which does not belong to quality media, did
not abuse the situation. It is also worth noting that the top Ukrainian media, while not sympathiz-
ing with the UOC MP, decently covered the conflict and did not use negatively colored vocabu-
lary regarding this Orthodox jurisdiction. Out of 80 analyzed materials, facts, comments, and
opinions were presented neutrally. As for the promotion of Russian narratives, there are conflict-
ing interpretations in two materials, more precisely in the titles of these publications.

In the content on the TSN website covering the conflict around the UOC MP, adherence to
professional standards can be observed: reliability of facts, the balance of opinions (opinions of
Ukrainian Orthodox Church representatives were presented), no inflaming of the conflict or heat-
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ing the topic with snappy headlines. However, one of the 12 analyzed materials of the website,
perhaps unknowingly, but completely defeats the statements of the Russian side that the “perse-
cution” of the UOC MP is only a political decision of the Ukrainian authorities and not the eradi-
cation of a spy network and a real threat to the integrity of the state. “This is a political decision:
Sadovyy commented on the ban of the Moscow Patriarchate in Lviv.”® - the headline of the news
article. The text further explains that the political decision refers to the position of the Lviv City
Council, which cannot ban the activities of UOC MP in the region - that should be done by other
state bodies. E.g., one of the Lviv media named this news as follows: “The ban on the activities
of the UOC MP in Lviv is political, not legal in nature” - Sadovyy!?. Thus, calling the ban a “po-
litical decision,” the mayor of Lviv confirmed an obvious pro-Russian narrative.

A media report in Obozrevatel with a considerable volume of 5,400 characters turned out to
be ambiguous: “The UOC MP priest, because of whom Lomachenko was disgraced, again spoke
about the bloodshed in Ukraine and the violation of God’s laws. Video”!!. The only fact of this
publication was the speech of UOC MP Metropolitan Longin, in which he lambasted the OCU
and talked about the “desecration of shrines.” At first glance, the standards were met because it
was not indicated in any way that the editors shared such opinions, and Longin’s statements were
presented in his own words. The problem is that 5,400 characters are the volume of the analytical
genre that Obozrevatel devotes to the speech of the UOC MP metropolitan, in which he calls the
OCU “Satanists.” In our opinion, a note of up to 1000 characters is enough for such a message.
Knowingly or unknowingly, providing such a large platform as Obozrevatel for a whole sermon
to spread pro-Russian narratives can be considered a violation of professional standards. It is
worth emphasizing that there was no balance of opinions, no adequate refutation of Mr. Longin’s
words, or an explanation of why searches are being conducted in the churches of the UOC MP. 7
direct quotes from Longin were used in the report, and his words were paraphrased several times.
“These people (priests of the OCU) want to desecrate our shrines and our church,” “They forced
people into the church, which these wolves in sheep’s clothing took to desecrate our shrine - the
Kyiv-Pechersk Lavra,” “We see how today the Constitution of our of the state - free religion for
each of us — is violated,” - such narratives of the Metropolitan of the UOC MP are no better than
the remarks of the head of the Russian Orthodox Church Kiril. I.e., nothing would have changed
if Obozrevatel had provided a platform for preaching to a Russian propagandist.

In addition to the cases of promotion of Russian narratives in our mass media, it is worth pay-
ing attention to several violations of journalistic standards that were discovered during the con-
tent analysis.

® «lle nonituuHe pimenHsy»: CanoBuil NPOKOMEHTYBaB 3a60poHy MOCKOBCBKOro narpiapxary y JIbBoBi
[“It’s a political decision”: Sadovyy commented ban of Moscow Patriarchate in Lviv]. (2022, 30 June).
TSN. https://tsn.ua/ukrayina/ce-politichne-rishennya-sadoviy-prokomentuvav-zaboronu-moskovskogo-
patriarhatu-u-lvovi-2100256.html

19 3aGopona aismbHocti VIIL[ MIT y JIsBoBi Mae mosiTuyHuii, a He npaBoBuii xapakrep — Canosuii [Ban
of UOC MP in Lviv has political, but not legal nature - Sadovyy]. (2022, 30 June). Varianty.
https://varianty.lviv.ua/89090-zaborona-diialnosti-upts-mp-u-lvovi-nosyt-politychnyi-a-ne-pravovyi-

kharakter-sadovyi
1 Ragutska, L. (2023, 9 January). Csiuennuk YIIL] MII, uepes sikoro 3ranb0uBcs JIoMaueHKo, 3HOBY

3arOBOPUB IO KPOBOIPOJHTTA B YKpaiHi Ta mopymeHHs 3akoHiB boxux. Bineo [The UOC MP priest,
because of whom Lomachenko was disgraced, again spoke about the bloodshed in Ukraine and the violation
of God’s laws. Video]. Obozrevatel. https://news.obozrevatel.com/ukr/society/svyaschenik-upts-mp-cherez-
yakogo-zganbivsya-lomachenko-znovu-zagovoriv-pro-krovoprolittya-v-ukraini-i-porushennya-zakoniv-
bozhih-video.htm
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The headline on the Ukrainian Pravda website is “The SBU exposed another enemy accom-
plice in a cassock.”'? contributes to forming a negative stereotype and labels not only the priests
of the UOC MP but also any other person in a cassock. According to this logic, every priest be-
comes a potential accomplice of the enemy, which is highly destructive. L.e., the technology of
generalization works: a man in a cassock is an enemy henchman. For comparison, the headline,
which corresponds to the truth, to the same news from UNIAN: “He waited for the occupation of
Zaporizhzhia: SBU exposed a deacon of the UOC MP who promoted “Russian world””!* - not a
single attribution of people in cassocks to “enemies.”

Another case of professional standards violation was revealed in the report on the website of
Ukrainian Pravda — “The authorities explained why the UOC MP is banned: it is dangerous for
health and life.”'* The problem is that the headline does not correspond to the report content, i.e.,
the news does not explain why or how the UOC MP is dangerous to health and life. Therefore,
we can call such a headline manipulative, which does not carry a serious threat but is designed to
attract as much attention as possible. This news item contains nothing manipulative, only an ap-
peal to the Center for Strategic Communications message under the Ministry of Information Poli-
cy “Spravdi.”

A common trend in the coverage of the conflict by the Italian and Ukrainian media is a small
number of mentions in the texts about OCU as an alternative to UOC MP. However, of course,
Ukrainian society is much more informed about the existence of OCU because according to the
latest KMIS survey (Press releases and reports. Dynamics of religious self-identification of
Ukraine’s population: results of a telephone survey conducted July 6-20, 2022, 5 August 2022),
54% of Ukrainians enroll themselves in the Orthodox Church of Ukraine. Thus, even according
to the harshest estimates, more than half of Ukrainians know about OCU, which is an audience
feature. On the other hand, Italians’ awareness of the OCU is much lower, which creates a vast
space for manipulating the fact of the existence of the Orthodox Church of Ukraine by default.

12 Romanenko, V. (2022, 10 December). CBY Bukpuia me oQHoro nomridxuka sopora B psci [The
SBU  exposed  another enemy  accomplice in a  cassock]. Ukrainian ~ Pravda.
https://www.pravda.com.ua/news/2022/12/10/7380178/

13 Yexap oxynanii 3anopixoxs: CBY Buxpuia ausxona YIILL MII, sxuit npocyBa «pycckuii mup» [He
waited for the occupation of Zaporizhzhia: SBU exposed a deacon of the UOC MP who promoted “Russian
world”] (2022, December). UNIAN. https://www.unian.ua/incidents/chekav-okupaciji-zaporizhzhya-sbu-
vikrila-diyakona-upc-mp-yakiy-prosuvav-russkiy-mir-12073656.html

14 Balanchuk, I. (2022, 2 December). Bnaga nosicuuna, yomy 3a6opousitors YT MIT: neGesneuna s
3mopoB’s 1 xkutts [The authorities explained why the UOC MP is banned: it is dangerous for health and
life]. Ukrainian Pravda. https://www.pravda.com.ua/news/2022/12/2/7378985/
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Figure 3. Mentions about OCU in Ukrainian media.

Therefore, only 14 out of 80 media reports in Ukraine mentioned the existence of the OCU.
However, it was evident in short news messages, such as: “The SBU came with an inspection to
the facilities of the UOC MP in Khmelnytskyi region.”!3, there is no mention of the OCU. And in
another article by Hromadske: “54% of Ukrainians support the complete ban of the UOC MP —
survey”!, which also does not mention the existence of OCU; it would be pretty appropriate to
supplement it with statistics from KMIS: 54% of Ukrainians count themselves in the Orthodox
Church of Ukraine and only 4% in the UOC MP. Out of 14 reports, in two, the OCU was men-
tioned exclusively negatively - in quotes from representatives of the UOC MP. E.g., “The UOC
MP priest, because of whom Lomachenko was disgraced, again spoke about the bloodshed in
Ukraine and the violation of God’s laws. Video” from Obozrevatel, which we have already ana-
lyzed above. No opposition to the words of Longin was given.

Out of 12 neutral reports, the OCU is mentioned the most in the news background, e.g.: “On 2
December, the representative of the OCU Yevstratiy Zorya reported that the Holy Kyiv-Pechersk
Lavra was registered as a monastery within the OCU.”!” (the news was about the expiration of
the UOC MP’s lease of some buildings of the Lavra). Therefore, on the one hand, the issue of not
mentioning OCU in the texts of Ukrainian media is also worth raising. However, on the other
hand, it is worth understanding that the specifics of the Ukrainian audience are entirely different,
and there are essentially fewer opportunities to manipulate this topic.

15 Kramar, O. (2022, 29 December). CBY mnpuiiuuia 3 nepesipkoro m0 06’exrie YIIL[ MII ua
Xwmensumyundi [The SBU came with an inspection to the facilities of the UOC MP in Khmelnytskyi re-
gion]. Hromadske. https://hromadske.ua/posts/sbu-prijshla-z-perevirkoyu-v-obyekti-upc-mp-na-
hmelnichchini

16 Lutsenko, Y. (2022, 29 December). Llinkosury 3a6opony YL MII miarpumyiots 54% yKkpaiHiis —
onuryBaHHs [54% of Ukrainians support the complete ban of the UOC MP — survey]. Hromadske.
https://hromadske.ua/posts/povnu-zaboronu-upc-mp-pidtrimuyut-54-ukrayinciv-opituvannya

17 Stavska, Y. (2022, 27 December). B VIIL[ MII cruius TepMiH OpeHIu JBOX HaiOiIBIIMX XpamiB
Bepxunoi JlaBpu: [1aBno «3aonasy [In UOC MP the lease of two biggest churches in Upper Lavra: Pavlo
grumbled]. UNIAN. https://www.unian.ua/society/v-upc-mp-spliv-termin-orendi-dvoh-naybilshih-hramiv-
verhnoji-lavri-pavlo-zavolav-12091401.html
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Conclusions

As a result of this study, we can conclude that the adherence to professional standards by the
Ukrainian and Italian media in covering the conflict surrounding the UOC MP contributes to the
protection of Ukrainian interests. According to the analysis, a large part of the Italian media had a
neutral attitude toward the conflict (70.6%) and did not promote pro-Russian narratives (64.7%);
some of the media showed a negative attitude (29.4%). Some media openly promoted Russian
propaganda narratives and sometimes even used hate speech, such as Il Giornale, and reacted
sharply to the fact of searches and Volodymyr Zelenskyi’s (Avvenire) statement about the ban-
ning of UOC MP - only 35.3%. Some popular Catholic and secular media refused to mention the
event (Rai News, Famiglia Cristiana, TV 2000). Therefore, most Italian media had a neutral atti-
tude to the conflict and did not promote pro-Russian narratives. However, the problem of ignor-
ing the OCU exists. Therefore, if Italy actively supports Ukraine in other areas, Russian narra-
tives are still being actively promoted around coverage of church problems.

Ukrainian media approached the coverage of the events in a much more professional manner:
most of them were limited to referring to official sources and comments by UOC MP representa-
tives when appropriate. That is, we can confidently confirm that the field of Ukrainian popular
media, in the absolute majority, does not contain pro-Russian narratives regarding events related
to UOC MP, but here it is not without mistakes. Perhaps the two detected violations were uncon-
scious, but they happened. It is worth noting that, unlike the Italian media, Ukrainian media,
despite occasional violations of standards, covered the events objectively and in a balanced man-
ner without inciting enmity towards the UOC MP. As for the mentions of the existence of the
OCU, whose activities were discussed in this context in only 17.5% of Ukrainian media publica-
tions, the situation is not entirely unambiguous and requires a more detailed study of the context
of all publications and focusing on this issue. Nevertheless, we generally have a much more posi-
tive trend among this field’s most popular Ukrainian media.
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