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that the article is not simultaneously submitted to other journals as well as its findings are not previously
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gender, race, nationality, religion, citizenship, etc. of the author.
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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.
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We encourage each reviewer to familiarize themselves with the Ethical Guidelines for Reviewers,
approved by the Committee on Publication Ethics (COPE).
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Timeliness
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AKTyarnbHi MUTaHHA MacoBOl KOMYyHikauii, Bunyck 31, 2022 p.

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

«AKTyaJbHi MUTAaHHS MacoBOi KOMYHiKanib» — axoBe HayKkoBe BUnaHHs HaBuaapHO-HAyKOBOTO iH-
CTHUTYTY XypHaiicTuku KniBcbkoro HamioHaIsHOTO yHiBepcuTeTy iMeHi Tapaca IlleBuenka. XKypnain my6uri-
Ky€ OpHTiHaIIbHI, 3aKiHYeH] poOOTH 32 pe3y/IbTaTaMH I0CIiKEeHb 13 MaCOBOT KOMYHIKallil, 1110 Bi10OpaxarTh
CyJacHi TeHJCHI1 PO3BUTKY rany3i B YKpaiHi Ta CBiTi, 33aKOHOMIPHOCTI, IPOIIECH, CTPYKTYpH Ta Gopmu Ma-
COBOKOMYHIKAIliHHUX BiJHOCHH. [IpiopUTeT Haae€ThCs aKTyalbHUM AJIsS YKPATHCHKOT Ta CBITOBOT ayquTopii
JIOCITi/KEHHSIM MaCOBOKOMYHIKAIliHHUX TPEH/IIB Y PO3BUTKY TEXHOJIOTIH, MeIia, )KypPHATICTUKH, BUAaBHUIOT
CIIpaBH, peKJIaMH, 3B’sI3KiB 3 TPOMAJICHKICTIO, COIIaNBHOT iHpOpMATHKN, TOKyMEHTO3HABCTBa, 010J1i0TeK03-
HaBCTBA TOIIIO.

Hamr xxypHan Mae Taki pyOpuKu:

Juckycii ma 062060openns (IpyK HAYKOBO-ITyONINUCTUYHUX BUCTYIIB, MO3MIIN peAaKilii, TOJIOBHOTO
penakTopa, WICHIB peIKoJIerii, pe3ysbTaTiB JOCTIIKEHb, SIKi He MPOWIIIIN PeleH3yBaHHs, aje CTAHOBJIATh
inTepec. Lli myOGuikalii He € HAyKOBUMH CTATTSIMH).

Oenadu (ApyK OTISAAIB HAYKOBOI JITEpaTypH 3 TOTO YW iHIIOTO MUTaHHS. OTIAON € BHIOM HayKOBOL
cTarTi. Y HaIIOMY XypHali APYKYIOTHCS OTJIIH, Y SKUX BUKOPUCTAHO METOJ METa-aHANI3Y).

Jocnionuysxi cmammi (ApyK pe3yibTaTiB HAYKOBUX JTOCHTIHKEHb, IO BiAMOBIAAIOTH MPODLIIO Kyp-
HaJly, IPOWIIIN peLleH3yBaHHs 1 CXBAJIEHI JI0 APYKY SIK HAYKOBI CTATTi).

Mixcoucyunninaprni docnioxcenns (IPyK HAyKOBHX CTaTe, IO MPOMIUIA pEICH3yBaHHS, MOJAIOThH
OPUTIHANBHI Pe3yJbTATH JOCIIIKEHB, alle BUXOJATh 32 MEXKI By3bKOTO MPOdiITo XKypHAIy, a iXHi aBTOPH €
YYEHHMH 3 iHIMX ramy3eid. [Ipore Taki HayKoBi cTaTTi MOBUHHI OYTH X0Y YaCTKOBO MOB’s3aHi 3 MUTaHHIMHU
MacoBOi KOMyHiKaii).

Peyensii (apyk peneH3iii Ha pi3Hi HAYKOBi BHIAHHS y raiy3i MacoBoi KOMYHIKaIlii, BKIFOUAl04n pere-
H3ii Ha HAYKOBI CTATTi, BIATYKH OMOHEHTIB Ha AMCEPTALii).

AyauTopisi )KypHaTy BKIIOUa€ HAyKOBIIB, BUKJIAIadiB, CTYJCHTIB, MPOQecioHaliB y Talxy3i Mezia Ta
KOMYHIKallili, a TAKOXX IIUPOKE KOJIO YUTAUIB, SKi LIKABIATHCS CYYaCHUMH TEHACHLISIMH PO3BUTKY KOMYHI-
KaI[iifHOTO MPOCTOPY.

Kypnan Brunroueno o «Ilepeniky HayKoBHX ()axOBHX BUAAHb YKpAiHU, B SIKHX MOXYTb ITyOTiKyBaTHCS
Ppe3yJIbTaTH JUCePTALIHHUX pOOIT Ha 3100y TTS HAYKOBUX CTYIICHIB JIOKTOpa HAyK, KaHAW/IATa HAyK 1 JOKTOpa
(dinmocodiin. Kareropis «by.
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CaiouTBoO 1po aepxkaBHy peectpamiro: KB Ne 24027-13867 I1P Big 14.06.2019

Anpeca penakuii: «AKTyalbHI MUTaHHS MacoOBOi KOMYHiKalii», HaB4anpbHO-HAYKOBHIA IHCTHTYT KYp-
naiictuka KHY imeni Tapaca IlleBuenka, Byi. FOpis Iinenka, 36/1, m. Kuis, 04119, Ykpaina.

Ten.: +38044 481 45 48. dakc: +38044 483 09 81.

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

Pexomenoosano 0o opyxy euenoio padoro Hasuanvio-naykogoeo incmumymy scypuanicmuxu Kuigco-
K020 HayionanvHoz2o yHieepcumemy imeni Tapaca Lllesuenxa (npomoxon Ne 13 6io 07 nunus 2022 p.).
Vci npasa sacmepesiceno. Ilocunanns na mamepianu suoanus nio wac ix yumyeanus 0608 A3Koe.

AKTyaJbHi TUTaHHS MacoBOI KOMYHiKaii : HaykoBHi >xypHau / ronoB. pea. B. B. Pizyn;
HapuanbsHo-HaykoBuii iHcTUTyT XypHanictuku KHY imeni Tapaca llleBuenka. Kuis, 2022. Bum.
31.%c.

Peoaxuinina nonimuka i nyonikayiitna emuka

Penaxuist )xypHaITy JOTPHMYETHCS BH3HAHHX y CBITOBiM HAayKOBilf CHUIBHOTI NPHHIMIIB OpraHizarii
nyOmiKamiifHoOT cripaBy Ha 3acagax Mpo30pPOCTi, BIAKPUTOCTI Ta Mepe10BOl MPAKTUKH Y cepi ONPUITIOAHCHHS
pe3ynbTaTiB  AOCHiIKEeHb, po3pobieHnx MIDKHAPOAHMM KOMITETOM 3 eTHKH HayKOBHX myOutikamiit
(Committee on Publication Ethics (COPE) Principles of Transparency and Best Practice in Scholarly
Publishing. Penaxuiiina momitTika 3000B’s13y€ MpaliBHUKIB JKypHAJIy Ta aBTOPIB HAyKOBHX MyOsiKariiii
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JIOTPUMYBATHCS 3aCaIHIIMX IPHUHIUIIB My OTiKaiHHOT AiSUTBHOCTI y cdepi HayKH, IO CTOCYIOTHCS TOJIITUKI
BIZIKPUTOTO JIOCTYITY, IPaBHII JUISl PEIAKTOPIB TA PEIIEH3CHTIB, IOJITHKH Ta IIPOIIECY PelieH3yBaHHs, KOHJII-
KTy iHTepeciB, HAyKOBOi HEOOPOUYECHOCTI, OMITHKY IUIAriaTy, peaakiiiiHol eTHKH Ta eTHYHHUX 3000B’s13aHb
aBTOPIB, IOTPUMAHHS aBTOPCHKHX IPaB.

Ilonimuxa 6iokpumozo oocmyny

Hamr xypHa BU3Hae NONITHKY HeraitHoro Binkputoro pocrymy (Open Access Policy) no omy6mikoBa-
HOTO KOHTEHTY i MATPUMY€E IPUHIUIN BIIGHOTO MOMIMPEHHS! HAyKOBUX JAHHUX 331 3arajbHOTO CTajoro
cycminpHOTO po3BUTKY (CC-BY). Lle o3Havae, 1o Bei cTarTi, omyOIiKOBaHI B XKypHaNTi, pO3MINIYIOThCS Ha
BeO-cTopini XKypHaiay 6€3cTpoKoBO i OE3KOIITOBHO Bifpa3y Micisl BUXOAY YeproBOro BHIYCKY. Takox Ha-
JIpyKoBaH1 nanepoBi npuMipHuKH JKypHany HOIUPIOIOTECS cepell HallloHAIBHUX 0101i0TeK 1 30epiratoThes
B HuX. [IOBHOTEKCTOBHUI1 OHNANH-IOCTYH 10 HAYKOBUX cTaTel JKypHaimy MOKHAa OTPUMATH, 3aHIIIOBIIN B PO3-
nin “Apxis”. Lle BigmoBizae BU3HAUCHHIO BinkpuToro poctymy Big Budapest Open Access Initiative (BOAI).

Kypuan “AxrTyanbHi NUTaHHA MacoBOi KOMYyHikamii” mpamioe 3a iinensiero Creative Commons
Attribution 4.0 International (CC BY 4.0). Lle no3Bossie unTaTH, 3aBaHTa)KyBaTH, KOIIIOBAaTH, TOLINPIOBATH,
JIPyKyBaTH, DUTYyBaTH 38 YMOBH, IO OyIb-sIKe BUKOPHCTAHHS 3/ ICHIOETHCS 13 3a3HaYSHHSIM aBTOpa (aBTO-
piB) Ta )xypHaiTy, a00 MOCHIIATHCS Ha OBHUIT TEKCT CTATTi B HAIIOMY HAyKOBOMY BH/IaHHI.

ABTOpH Bi/JITIOBIJaJIbHI 32 OPUTiHAIBHICTH MOAAHUX HUMH PYKOIIHCIB, sIKi HE HOBHHHI MiCTHTH ILIariaTy
1 He MOBHHHI OyTH OIyOJIiKOBaHI paHillle B IHIINX BUIAHHAX. BCi pyKomucH miciist HaAXOMKEHHS 10 Ky pHAaITy
MIPOXOIATH MEPEBIPKY Ha IuiariaT. Pa3oM i3 pykommcamu ctaTelf aBTOpH HaJACHIAIOTH CYIPOBITHUN JHCT, Y
stkoMy (1) 9iTKO BKa3yrOTh CBOIO 3TOY Ha IMyOJIiKalilo CBO€ET CTATTi y HAILIOMY JKYPHAJi Ta HOTO €JIeKTPOHHHUX
Bepcisx 1 (2) maTBEPIXKYIOTh, IO CTATTs HapajeabHo He Oyia HaliclaHa 0 1HIIHNX JKypHAJiB, a BiIOMOCTI,
BUKJIAJICHI B Hilf, He Oyiu paHile omyOnikoBaHi.

Penmaxuist xKypHaly rapaHTye, o KOXKeH PyKOIIHC PO3IIAAETECSI HEYEePePKEHO, He3aIeXKHO BiJ] CTaTi
aBTOpa, Horo pacy, HaIlliOHAJIBHOCTI, BIPOCIIOBIJAHHS, TPOMA/ITHCTBA 1 T.II.

HoaiTuka penensyBanHs

VYci cTaTTi IpoXosTh MPOLEAYPY “CIINOro” peleH3yBaHHs He3aISKHUMH SKCIISPTaMH, SIKUX [PU3HA-
yae Penkonerist 3 uncia $axiBiiB y BiAMoBiaHiil HayKoBiit raxy3i. OctaTouHe pilieHHs M0A0 MyOmiKamii uu
BIAXHMJICHHS CTATTi NpHIIMA€e FOJOBHUN PEIAKTOP, KUl KEPYETHCS y CBOIX [IisIX BUCHOBKAMH PELICH3EHTIB.
IMToparoun CTaTTIO, aBTOPH MOXKYTh IONPOCHTH BHKJIIOUUTH 31 CITUCKY MOXJIMBHMX PELICH3EHTIB He Oinblie
JIBOX BUEHHUX a00 IBOX 3aKJIaiB BHILOI OCBITH.

Iponenypa perieH3yBaHHS MOXKE TPUBATH 10 8 THXKHIB, 3aJI€KHO BiJl 3aBAHTAXXEHOCTI EKCIIEPTIB Ta
CKJIQIHOCTI TEMATHKH cTarTi. Pemakmis iHopMye aBTOpa mpo 3ayBaxkeHHS KCIIEPTIB Ta PIIllIeHHS PO TPHH-
HATTS MaTepiay 0 ApyKy abo BiIMOBY B ITyOuiKartii.

VY pasi no3uTuBHOTO pimeHHs Penkoerii, aBTop BHOCUTH BiIIOBIAHI MPaBKH Ta HAACUIAE 0 PeAAKIlil
OCTaTOYHHUI BapiaHT Matepiany. [Ipu 3aTBepIKeHHI 3MICTY HOMEPY JKypHAILy PEAKOJIETis KePYEThCS AaTOI0
HAJIXOKCHHS OCTaHHBOTO BapiaHTY CTATTi.

Bin noTeHUiiHUX pEeH3eHTIB MU 0YiKy€MO JOTPUMAaHHS NPUHINIIB My OJIiKamiiHOT €THKH, PO3yMiHHS
KOH(QIIIKTY iHTepeciB, ZOTpUMaHHs KOH(IJEHIIHHOCTI Ta CBO€YACHOCTI.

Ily6aikaniiina eTnka
PexoMeHIyeMO KOXHOMY PElIeH3eHTOBI O3HaAHOMHTHCS 3 ETHYHNM KepiBHUIITBOM I PELICH3EHTIB,
cxBaJeHUM MDKHApOIHIM KOMITETOM 3 €THKU HayKOBUX ITyOJiKalii.

Konduikr inTepecin
SIKIIo peneH3eHT He MoXke OyTH 00’ €KTHBHIM B OILHIII MaTepiary dyepe3 0COOHCTI, hiHaHCOBI, Mpode-
CiiiHi, MOJITHYHI YU PENIriiiHi MUTAHHS y CTABJICHHI IO aBTOPA, BiH TOBHHEH BIJIMOBHUTHCS BiJl pCIICH3YBaHHS.

Jdorpumanus koHpinenuiiinocti

PenensenT, sikuil 1aB 3roJy Ha CIline peleH3yBaHHs MaTepially, He Ma€ IpaBa IepelaBaTH 1ie PaBo
TpeTiit 0co0i. SKIIo 3 IKUXOCh MPUYKH BiH HE MOKE 3pOOUTH pPELeH31t0, BiH MMOBHHEH BiIMOBHUTHCS Bif pe-
LICH3YBaHHJ 1 MOBIAOMHTH Tpo 1e Pegakropa.

PenieH3eHT MOske OTpHMYBAaTH KOHCYJIBTALI] Bil TPETiX 0Ci0, ae mpo 1e BiH Ma€ OCTaBUTH 10 BiloMa
Penaxropa.

He MoxxHa minuTHCs pyKomrcamu abo 0O0roBoproBaTH ix 3 OyIb-KHM 11032 IIPOLIECOM PELeH3yBaHHSI.

3a00pOHEeHO HANPsMY KOHTaKTyBaTH 3 aBTOPaMH, Lie MO)KHa poOHTH TillbkH uepe3 Penakropa.
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CpoeyacHicTn

SIKIIO peLieH3eHT He MOYKe BUKOHATH PELICH3yBaHHsI CBOE€UACHO, BiH MOBUHEH Yy Bi/Be/IeHI TEPMiHH I10-
Bizomutu Penakropa.

PelLieH3eHT MOBHHEH MOTOXKYBATUCS HA PELIEH3yBaHHS, JIUIIE SKIIO BiH MOXE B Y3rOJUKEHHUIH TEPMiH
MOJaTH PELeH3II0.

SIKIIO 3 IKUXOCh MPHYKH PELICH3EHT HE MOXE 3aBePLIMTH POOOTY HaJl PEIEH3i€r0, eTUYHO Oy/Iie 3a1po-
MOHYBAaTH PEAAKTOPOBI aJbTEPHATHBHOTO PEIICH3CHTA.

HaykoBi, siki 6a)KaroTh JOJYYUTHCS 10 YKCIA PELECH3CHTIB XKypHAIY «AKTyallbHi MUTaHHS MacoBOI
KOMYHIKaii», HIOBHHHI MaTH HayKOBHIl CTYIIHb Y BIANOBIIHUX raly3sX HayK, HAIEKHHUN TOCBix poOOTH Ta
BHCOKY peIyTailifo B akageMidHoMy cBiTi. CBOi pe3roMe MOKHA HaJCHIATH A0 peaaKiil )KypHainy Ha e-mail:
office.cimc@knu.ua.

Binbr neranpHy iHGOpMaLIiIo PO Ky pHAI BH MOXKETe OTpUMATH 3a aapecoro https://cime.knu.ua/about.

CnuCcoK pelneH3eHTiB BUILYCKY

Beccapad Amnacracis OuiekcaHapiBHa, 0. H. i3 coy. Kom., npo@., kagedpa cneyianvHoi oceimu ma ncuxonoeii
K3BO «Xopmuyvka nayionansno-peabinimayiiuna axademisny 30P, Vkpaina

Byrupina Mapis BanepiiBua, 0. 1. i3 coy. kom., npogh., 3asidysau kagedpu pexiamu ma 38 A3Ki@ 3 SPOMAOCLKICMIO Y
Jninponemposecvrkomy Hayionanvrnomy yHieepcumemi imeni Onecsa I'onuapa, /Juinpo, Ykpaina

KostyH Tersina BanentuniBua, x. ginon. n., ooy., kagedpa pexnamu ma 36 a3kie 3 2pomadcvkicmio, lncmuniym dcypua-
aicmuxu Kuigcvkozo nayionanvrozo ynigepcumemy imeni Tapaca Llesuenka; Kuis, Yxpaina

Cupopenxo Hartanis MuxonaiBHa, 0. ¢inon.n., npog., 3asidysau xagpedpu icmopii sicypnanicmuxu, Incmumym jcypua-
nicmuxu, Kuiscokuil nayionanonuil ynieepcumem imeni Tapaca Llesuenxa; Kuis, Yxpaina

Slnenxo SIpocnaB BacunboBuu, k. coyionoe. H., doy., kageopa sicypnaricmurxu ma ¢ginonoeii, Cymcokuil 0epicagnull
ynisepcumem; Cymu, Yxpaina
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ABSTRACT

This material is submitted for discussion on the pages of the journal.
It has the status of a working version, a draft of a possible article, a
preprint. Anyone can participate in the discussion by submitting their
materials with a link to this material in the "Discussions" section of the
following issues. The author of the same material, in the case of writing
a scientific article, must make a reference to his material, which he
submitted for discussion.The draft article is devoted to the conceptual
and discursive analysis of the nature and properties of the word as a form
of existence and communication of truth, revealing its communicative
properties and interconnectedness with the category of truth in
historiographical and biblical discourses. The spiritual nature of the
Word, based on Truth, is aimed at creation, spiritual development and
harmonization of society and the individual. Awareness of the creative
and constructive nature of the Word and the ability to operate with the
word at the level of its spiritual nature is an essential competence of a
professional in social communications and socially responsible
journalism.

Citation: Petrenko, S. (2022).

Dukhovna pryroda slova yak zasobu komunikatsiyi ta tvorennya u

vzayemopov’yazanosti z katehoriyeyu pravdy [The spiritual nature of the word as a means of communication

and creation in relationship with th
Issues of Mass Communication], (

e category of truth]. Aktual’ni Pytannya Masovoyi Komunikatsiyi [Current
31), 12-24. https://doi.org/10.17721/CIMC.2022.31.12-24

Copyright: © 2022 Caitmnana Ilerpenko.This is an open-access draft article distributed under the terms
of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other
forums is permitted, provided the original author(s) or licensor are credited and that the original
publication in this journal is cited, in accordance with accepted academic practice. No use, distribution
or reproduction is permitted which does not comply with these terms.

© 2022 AKTyanbHi NUTaHHS MacoBOi KOMYHikaLil

12


https://orcid.org/0000-0001-9596-5531?lang=en
mailto:s.petrenko102@gmail.com
https://doi.org/10.17721/CIMC.2022.31.12-24
https://doi.org/10.17721/CIMC.2022.31.12-24

ISSN 2312-5160
online ISSN 2786-4502

AHOTALIA

Leit maTepian momaHo 10 0OTOBOPEHHS HA CTOPiHKAX XypHary. Bin Mae cratyc pobodoro Bapia-
HTAa, YSPHETKH MOXJINBOI CTATTi, MPEIPUHTY. YUacTh B OOTOBOPEHHI MOXKe OpaT Oyab-XTo, I10-
nmaroun y posain "Auckycii Ta 00roBopeHHs" HaCTYITHUX BUITYCKiB CBOi MaTepiay 3 MOKINKaHHIM
Ha 1eil Matepiai. ABTOp IIbOTO XX Martepiaiy, y BHIAIKy HalMCAaHHS HayKOBOi CTaTTi, IIOBUHEH
000B' sI3KOBO 3pOOUTH MOKJIMKAHHS Ha CBilf MaTepial, IKWi BiH nogaBaB Ha obroBopenHs. [loma-
HHUH y IbOMY BHIIYCKY Marepiall IPUCBSYECHO KOHLENTYalIbHOMY Ta JUCKYPCHBHOMY aHali30Bi
MPUPOJIH 1 BIACTUBOCTEH CJI0Ba SIK (POPMHU ICHYBaHHS Ta JIOHECEHHS IIPaB/iv, BUSIBIICHHS HOTo KO-
MYHIKaliHHUX BIACTUBOCTEH 1 B3AEMOIIOB I3aHOCTI 3 KATETOPIEIO IPaBAX B iCTOpiorpadiuHoMy Ta
010t HOMY JHCKypCaXx.

KJIFOUOBI CJIOBA: xateropis mpaBau, IyXOBHA IPUPOAA CIIOBa, O10iifHUI TUCKYPC.

AktyanabHicTb. XXI cTomiTTs BBiHe B iCTOPIIO SIK epa nocTipasau, GeikiiB 1 MaHITyJISLiH,
iHpOpManifHIX Ta CMHCIOBUX BO€H. OUEBHIIHIM € Te, IO «CIIOBO 3i 3HAPSAIS | CHMBOIY IpaBIH
TIepeTBOPIIIOCS Ha 3Hapsaas odmany» (CBepctiok, 2009, c. 98). Sk HachmigoK — 3aCHUIA TaTOTeH-
HUX TEKCTiB, MOBa BOPO’KHeUi 1 HeHaBUCTI. IlinTBepmKeHHS bOTO — po3B’s3aHa Pocilicrkoro De-
Jepariiero cnovatky iHdopmartiiiiia, a Tenep yxe i ¢i3ndHa BiiiHa npoTn YKpaiHu i yChOTO CBIiTY
JIeMOKpaTii. AKTyaJbHICTh MPpOoOIeMH 1ie HanpuKiHIi XX cTomitTs Bu3HaumB €. CeepcTiok (2009,
c. 99): «IIpoTHCTOSHHA OAMHOKOI COBICTI CBITY KOpyILii, rpomiei i po30eneHocTi, cBiTy, OCHa-
LICHOMY Cy4YaCHHUMHU 3ac00aMK MacoBOi iH(popMallii — 0CHOBA Cy4acHOi Tpareii. Mu ctoiMo niepe
npo0IIeMOoI0 TIOBEpHEHHs ciI0BYy eMaHallii bosxectBennoro Jlorocay. I HUHI 1€ € cepiio3HOIO MPo-
0J1eMOI0 Ta BUKJIMKOM JIJIsSI CBITOBOT'O KOMYHIKaIliiHOTO IIPOCTOPY.

Lle crioHyKasno y Mexax JIOCHi/PKeHHs! KaTeropii MpaBay K cOoLialbHOKOMYHIKaliifHOT KaTe-
ropii (CKK) »xypHasicTUKH 3BEpHYTH JOCIIAHUIBKY YBary Ha IPUPOAY Ta BIACTUBOCTI CJIOBA K
(dopmu icHyBaHHS IIPaBIH Ta 3aco0y ii JOHECEHHS B YMOBAX COIiallbHOKOMYHIKAIIIITHOT B3aeMOii
(CKB), 3’sicyBaTh #oro (hyHKITIOHAIBEHI OCOOIMBOCTI Ta COIiabHY BapTICHICTH, IO H CTallo Me-
TOK HayKOBOI po3Bigku. OTxe, 00’ €KTOM IOCIIIKEHHS € cI0BO K (hopMma i 3acid ITOHECCHHS
npaeau B CKB, mpeameTom — mpupoza i BIACTUBOCTI CJI0Ba K (popMHU iCHYBaHHS Ta 3aco0y J1o-
HeceHHs npasau. HaykoBe 3aBIaHHs JISKUTh Y IUIOMIMHI KOHIENITYaJIBHOTO Ta IUCKYPCHBHOTO
aHaJIi31B MPUPOAM 1 BIIACTUBOCTEHN CIIOBA SIK (POPMH iCHYBAaHHS Ta JOHECEHHS NPaB/H, BUABICHHA
HOro KOMyHIKaliiHUX BIaCTHBOCTEH 1 B3a€EMOIIOB’ sI3aHOCTI 3 KaTEropi€to MpaBau B ictopiorpadi-
yHOMY Ta 0i0iiHOMY nuckypcax. Jskepenamu ictopiorpadiyHOro JOCHTIHKEHHS € Mpaili HayKo-
BIIiB KiHI XX — noyaTky XXI cTOMTTS, KOHIENTYalIbHO-AUCKYPCUBHOTO — bi0is K 1aBHE Mu-
CEMHE JDKEPEJIo, 110 Ma€ COLiaJbHOKOMYHIKaliiiHe MiArpyHTs Ui HayKoBuX fgociimkens (Iler-
penko, 2020, ¢.109-112).

Teoperuune miarpyurs. [Ipo6iemMy 1moB’s3aHOCTI CJI0Ba, IPaBIM Ta )XypHATICTHKH Ha po3i
TUCSYOJIITH MMOPYIITYBaIH HAYKOBIII M. Jlocs (1993, 1999, 2001, 2004), 1. Muxaitmuu (2007, 2008),
B. Pizyn (2017a, 20176, 20178, 2017r, 2017x). Ilpn ipoMy aBTOpH 3BEpTajH yBary Ha JTyXOBHI
acrekTH npobiemu. HaiiBupasHimme nyXxoBHY NpHpOAY CIOBa Ta MpPaBAH OKPECIHB y BKa3aHMX
pue nparsix M. Jlock. Haykosers, sik i myGumiruet €. CBepCTIOK, anelmoe 10 BoxkecTBeHHOT mpH-
pomu Crosa i [IpaBmu'. Y HepO3pUBHOMY 3B SI3Ky 3 TPAHCIEHACHTHHM OyTTSAM JIFOIWHM TOCIiIAIA
nyxoBHy npupoxy MoBu O. ®enuk (2000), a I'. Uepnenko (2018) 3xailicHnIa IpyHTOBHE BUBYEHHS
BIUIMBY MOBH, CJIOBa Ha IIPOLECH aKCIOJIOTTYHOT KaTeropu3allii CBiTy JIOJMHOIO.

ITpote Bce  BapTo BU3HATH (i Ile BUSBUB aHawi3 icropiorpadii noyarky XXI cromiTTs): B
OCTaHHE ACCATWIITTS CIIOCTEPIraeThCsl TEHJICHIIISI 3SMEHILICHHS JOCHIHUIBKOT YBark 10 BUBYECHHS
KaTeropii mpaBay Ta BOJHOYAC 30UIBIICHHS JOCITIIKEHb PI3HOMAHITHUX BUILUIOJIB HEIPaBIH, il

! Cnosoii IpaBna BXXHBAEMO 3 BETMKOI JIITEPH TaM, I BKa3yeEMO Ha JyXOBHY IIPHUPOLY Ta MPIOPUTET TyXOBHOTO 3MIiCTY
LUX HOHSAT.
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PENSATHBHUX 3aMiHHHMKIB, 110 BiIIIOBITHUM YNHOM peaji3yloThCsl Yepe3 CIIOBO K 3aci0 KOMyHiKa-
mii.

MeTom0JI0TiTHOI0 0CHOBOI JIOCTIIZKEHHS € COLliaIbHOKOMYHIKaminHu#i miaxin. I3 3acrocy-
BaHHSIM METO/IiB CHCTEMHO-CTPYKTYPHOTO aHaJi3y B CHCTEMi KOOPIMHAT COiaJIbHUX KOMYHIKaIiit
(CK) 3nificHeHO BUBYCHHS MTOHATH «IIPaBIay» 1 «CIIOBO» K HUTHX Ta K eleMeHTiB y cucremi (CK-
KOHTEKCTI), a TAKOXK B3a€MOIIOB SI3aHOCTI Ta B3a€MO3aJISKHOCTI MiXK HUMHU. 3 3acTOCYyBaHHIM Me-
TONIB iH()OPMAIIITHO-KYJIETYypOJIOTITHOTO aHANI3Y 3MIHCHEHO OCMUCIICHHS KOHIICTITIB «IIpaBaay i
«CIIOBO», BHKOPHCTOBYIOUH €JEMEHTH KOHIENTYaJbHOTO, IMCKYPCHBHOTO, T€pPMEHEBTUYHOTO
aHaJII3iB y TUTOIIMHI COMiaTbHUX KOMYHIKAIIiHi 1 )kypHamicTiky. Takoxk A OCMHCICHHS MeTadi-
3WYHUX, JYXOBHHUX SIBHII 1 KATEropiii BUKOPUCTOBYBAIKCS (HiT0COPCHKI METOIH, 30KpeMa — MeTa-
(bi3UuHMH, IHTYITUBHUM, FIIOTETHYHNN. Y TpoLeci JOCIIDKEHHS Ha Pi3HUX HOT0 eTarax 3acToco-
BYBAJIMCh METO/AM 1HAYKUIT, AEAYKII], CHHTE3Y, y3araJbHeHH:.

Pe3yabraTu ii 06roBopeHHs. Y X0/Ii JOCIIKEHHS PaB/H SIK COLlialbHOKOMYHIKaliiHOT Ka-
TEropii *ypHaJIICTUKU MiATBeppKeHO, 1m0 CroBo i [IpaBna — B3aeMOIOB’si3aHi TOHSTTS, 1 BOHU
MaroTh JAyXOBHY, a0COJIOTHY NpHpoAy. 3’scoBaHo, mo i CioBo, i [IpaBna — anpiopi oHTONOTIYHO
3YMOBIICHI i aKCIOJIOTIYHO BU3HAUCHI Ta MAIOTh COIiaJIbHE CIPSAMYBaHHS 1 KOMYHIKaIiiHI QpyHK-
mii.

3okpema, komynikauiiina pynxuia Ipasou B 6i0IiHOMY TUCKYpPCi BHABISETHCS B TOMY, IO
Ilpasoa € cencom Cnosa Booicoeo, 3aknaneHuM y cTBOpeHni TBopieM mopsaok, i us Ilpasda He
JUIIE €, ICHYye CTATHYIHO, a 36IUAEMbCS, NOBIOOMIAEMbCS, Nepeddembp s, NOWUPIOEMbCA Bill 1HI-
uiaropa cninkyBaHHs — boea sixk Teopys i Bepxosnoeo Komynikanma — 10 KOHKPETHUX KOMYHIKA-
mie — npopokie (mediit), MO0 depe3 HUX — 3acofom Cnoea — 6yTH OoHecen0l0 KOHKPETHUM 0CO-
b6am, coyianonum epynam, cycninbcmeam (Haponam). To6To /lpagda € qUHAMIYHOIO, AiSUTBHOIO —
xameeopicio 0ii, uuny. 1 komynixayitina ynxyia I[lpasou € npiopumemnoio ma 3a c80€io NPupo-
doro abcomomnoio. Ilepenada nosinomiens (0is Ilpasou) BinOyBa€eThCs 4epe3 CUCTEMU OYXO6HOI
Ta BIAMOBITHUX CYCHUIBHO-ICTOPUYHIN 001 coyianbhux KOMyHiKayitl 13 HE3MIHHUM amnpiopHUM
MOMuUEOM 1 COLIATHLHO BU3HAYEHOIO Memoio — cychinonum Joopom?, wo cnpuse zapmonizayii
cycninvnux npouecie i gionocun (Iletpenko, 2020).

[TigTBepmKEeHHS QyXOBHOI MPHUPOIM Ta B3aeMonoB’si3aHocTi CioBa i IlpaBam 3HaxXoamMMo B
rpyHToBHiit npari . I'yniara i J[x. Jlennokca (2006). ABTOpH pO3KpHBAIOTh CYTHICTH TyXOBHOI
B3aeMOIii Ta BKa3yrOTh Ha ii iHimiaTopa, BBaxkaroun HuM bora sk Bumry PeansnicTs (y Hamomy
BU3HAYCHHI — Bepxoenozo Komynixanma). BaxxiauBuM € Ti3HAHHSA, @ TOMY JOCIIIHUKH aKIEHTY-
10Th, O bor — ne «Buma PeanbHicTs, 1 Bin Moxe Oytu mizHanuii» (c. 112, 120-122), amxe «y
bOMY Hamomy mizHaHHI bora BiH y3sB ininiatuBy Ha Ce6e. I Bin 3po0OuB 1ie: a) 3a 10IOMOT0r0
TBOPEHHSI; 0) Uepe3 roJioc COBICTI JIIOJJHY; B) Uepe3 iCTOPil0, 0COOIUBO Yepe3 CTap03aBiTHUX MPO-
poxkiB» (c.112) sik Toroyacuux mexiit. [lonan te, Bin 3aiificHuB peanvry komyHikayiio yepes Icyca
XpucTa, SIKy MU LIJIKOM MOXKEMO BH3HAYUTH K COYIANbHOCHPAMOBAHY, coyianbhy (y IIUPOKOMY
3Ha4YeHHI 11boro ciioBa): «bor Cuna CBoro OHOPOPKEHOIO MOCAB y CBIT, 11100 MU uepe3 Hporo
xum» (118. 4:9)3, «i mizHaeTe npasLy, — a MpaBa Bac BiIEHUMH 3poouth!» (18.8:32). Came num
«BTieHHs bora 3momano npipBy, AKy caM JIFOJICEKHIA pO3yM HIKOJIHM He 3Mir 6u mogonaTtu». Cam
Bor B Oco0i Icyca Xpucra «BcTynuB y Hamn gac i mpocTip. Bin He Juime ToBOpHB 3 HAMHA JIFO/ICH-
koo MoBotoy (I'yxinr i Jlennokc, 2006, c. 113), mpoOMOBIISB IIISIXOM «OJKPOBEHHS 3arajibHOI BIla-
CTHUBOCTI» W «OCOOJIMBOTO OJKPOBEHHS» Uepe3 3aKOH 1 CIemiaTbHO OOpaHuX YISl i€l METH MPOo-
pokiB (c. 118-119), a it npomosisB uepes Icyca Xpucra sik Brinene Crogo (c. 119). Takum ynHOM,
ocHoBox0 Moro tBopenns € Croso (c. 116), a cymuicmio Cnosa — Ipasda (c. 117-118), sxy Bor sk

2 [uimemo 3 BeMKOT JTiTepH, BKaszyiouu muM Ha JI06po SK TyXOBHY KATETOPil0 TPAHCLEHEHTHOTO MOXOKEHHS, 110
Mae MetadizuuHy Ipupoay, sk i JIro6os, Mynpicts.

3 Tyt i gani mocuaaHHS Ha IUTATH i3 KHUAT bi6mil nomaroTees 3a ykpaiHChKHM HepeknanoM mpodecopa 1. Orienka
(Orienko, 2007). CkopoueHHs1 Ha3B KHUT bi6unil mogano B kiHi cTaTTi, B logatky.
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Bepxosnuii Komynikanm 10HOCUB y pi3HUX (opMax 0yxogHoi komyHikayii. | 1ie Bka3ye Ha MeTa-
¢iznuny (nyxosHy) npupoxay IIpasau i Crosa.

Hawmu 3’sicoBano, 1m0 sik Bepxognuii Komynikanm Boe BIIKPUBAETHCS BXKE Y MEPLIMX TEKCTaX
bi6mii, B MoMeHT cTBOpeHHS cBiTy: «Ha mouatky Bor ctBopuB Hebo Ta 3emmro. A 3emnsa Oyia
IycTa Ta IMOPOKHS, 1 TeMpsiBa Oyna Hax 6e3o0xHer0, 1 Jlyx Boxwii mupsB Hax moBepXxHEIO BoAH. |
ckazaB bor: "Xait cranerscs cBiTino! I cramocs citino" (Byt.1:1-3). ¥V 1 posnini Kaurn Byrra
¢paza «I ckazaB bor» BxuBaeTscs 10 pa3iB, mpuuoMy nepmmx 8 y>KMBaHb BOHA CYIPOBOIIKYE
TIEBHUH €Tal TBOPEHHS, 1 3BYYUTH K CaMOIIOBENiHHS B 6€30C000BOMY ITyXOBHOMY TPOCTOpi, 2
OCTaHHi — 3BepHYTI O CTBOPEHOT boroMm II0aiHN — 90I0BiKa Ta JKIHKH: «...1 cKa3aB bor 10 HUX...»
(ByT.1:28). Ilpn pomy komyHikauisi TBOpus 3 JTr0JMHOIO B 0i01HHOMY JUCKYpCI BiIOyBa€eThCs
He JIMIIE sIK OJJHOBEKTOpHA — bor roBoputs («ckazaB» — 464 pas3u, «roBopH/-Tb/-B» — 379, «11po-
MOB/-uB/-Jisi€» — 358, «kiuu/-¢/-y, moKIm/-4y/-kaB» — 71, «3aKiukaB» — 2), a i 1K JBOBEKTOpPHA
(Bor «nouy/-B/-€/-10» — 47, «BUCITyXa/-B/-10» — 26, «03BaBCS» — 2, «BIANOBI/-B/-M/-1ae/» — 42, «po-
3cyauBy» — 3) Ta OaratoBekTopHa — y (hopMi 1ialorOBOTO CHijIKyBaHHs bora 3 moauHoro (Bux. 3).
BaxnuBum € Te, 110 20108HUM 3Micmom KomyHiKayil Boza 3 n1100unoio € giokpummsn (nogioom-
Aenns) noouni ma arwocmay Ilpaeou, wio € 3axknadenoro nepedycim y oyxoeHux (MopaipbHux)
3akonax ecmanoenenozo Teopuem ceimonopaoky, Ilpaeou, uio € na [Joopo n10ouni i 1100cmey
6 yinomy. I ye nogioomnenns, ¢iokpumms Ilpaeou 6iodyeacmucs uepes Cnogo.

VY 6ibmitHOMY muckypcei CJI0BO PO3KPHBAETHCS AK 3aci0 He JHIIe KOMYHiKaiii, a il TBo-
pennsi. bor sk Bepxosnuii Komynixanm CiioBoM cnisikyerbest («/ ckazas boe...» byt. 1:9) 1 TBO-
puTh («... [ cmanocs max», Tam camo). Y 11boMy BO6agaemo ocoOnuBuii TBOpumii cene CJioBa, 1o
MIEPBUHHO Ma€ TyXOBHY IPHUPOJY Ta CIpsIMOBaHE Ha XUTTA («Cnoxonsiky o6yio Croso, a Cnogo &
boea 6yno, i boe 6yno Cnoso. Bono 6 boea 6yn0 cnokousiky. Yce uepez Hoozco nogcmano, i Hiwjo,
wo noecmano, He nogcmaino 6e3 Hvoeco. I scumms 6yno 6 Him, a scumms 6yno Ceimnom nooeii»
IB. 1:1-4). Ile nae migcraBu ctBepmkyBaTH: CJI0BO Ma€ 0CO0/TUBE — TBOPYO-KOHCTPYKTHBHE
(ceHcOTBipHe) — MPU3HAYEHHS Ta Ail0/BIJIMB. L[ TBOPUOKOHCTPYKTHBHA Jis/BIUIMB CJIOBA 3Y-
MOBIICHa TUM, IO PYyHIAMEHTAIHLHOI 0CHOBOIO ciioBa € [IpaBaa, mo iixe Big bora sk Bepxos-
Hozo Komynikanma: «I1paBaa — nigBanuHa cinosa TBoro, a npucyau npasau TBoei — HaBikm» (T1c.
118:160), «TBoe cioBo — To paBaa» (IB. 17:17).

e no3BosIsI€ NPUITYCTUTH, 110 nepeunno IlIpasoa ¢ hynoamenmanvroro (cmpusricneeoro) oc-
HO08010, HANOBGHEHHAM, CEHCOM OAHO20 NIOOUHI C106a, MOGU SIK 3ac00y KOMYHIKAIII, 1 came 3a-
BIsiku [IpaBni sik cytHOCTI ClIOBa TaHE JFOJICTBY C/1080 € CEHCOMBIPHUM, MEOPUUM | KOHCMPYK-
muenum. BinmosigHo — ciioBo 6e3 [IpaBan BTpayae KOHCTPYKTHUBHICTH i HA0yBa€ 03HaK J1e-
cTpyKUii (K 116 MU 0a4rMO BiIOYBAETHCS 31 CIIOBAMH 3aHIDKEHOT, TATOTEHHOI JIEKCUKH). Y CBiO-
MJICHHS IIbOTO BBa)Ka€EMO HaBaXIUBUM Ju1a nipodecionaniB CK i xypranictuku. Ha Harre nepe-
KOHAHHS, I YC8I0OMIeHHA 0YX08HOI npupoou i cymmuocmi cioéa npogeciinumu KoMyHiKan-
mamu Mae cmamu nRepuLol0 HeoOXiOHO YMOB0I0 COUIANbHOBIONO0GIOAIbHOT HCYPHAICMUKU.
/Jlpyz010 Heo0XiOHOI0 yMO6OI0 € 30amHicmb Oonepyeéamu cj1060M HA PieHI 11020 OYX08HOI npu-
poou, 6e3yMo6HO OOMPUMYIOUUCH RPABOU Y 6CIX hopmax iT ICHY6AHHA — NPABOU MOMUEBY, NPA-
60u cnoea, npaeou 0ii, npaedu paxmy. Taka KypHaTICTUKA MA€ MMiJICTABU MPETCHIYyBATH HA BU-
3HAYCHHS «MHCYPHANICMUKA npaeouy i Kiacudikaiio sK OKPeMOro CyCHUIbHOCIPSIMOBAHOTO i
NPaBJIOLEHTPUYHOTO BUJY JKypPHATICTCHKOT JisuibHOCTI. Came maka JHcypHanicmuKka cnpomo-
JCHA CRPUAMU eheKmMUBHOMY PO38°A3AHHIO HPOOIEMU NPAGOU 8 CYUACHOMY 2N00ATIbHOMY KO-
MYHIKAUITIHOMY BPOCMOPI.

TyT HOpeYHO MOSICHUTH, IO B PE3YNbTaTi JOCTIKEHHS OyI0 3’sCOBaHO HE JIHIIE CYyTHiCHI
03HaKW i BmacTuBOCTi [IpaBan sk OaraToBHMipHOTO, 6araTOKOMIIOHEHTHOTO MeTadi3uaHoTO (he-
HomeHoMmy ([letpenxo, 2020, ¢.109-134, 161-173), a i1 Te, mo dacamosumipuicms Ilpasou sioo-
oparxcacmoca y gpopmax i icuyeanns. 1x sunineno votupu: 1) npasoa cnosa (I1C); 2) npasoa
momuey/oymku (IIM); 3) npaeoa oii (I1/]); 4) npasda paxmy (IIP). Pe3ympTaTi UHOTO IOCTI-
JUKEHHSI OTIPUJIIOIHEH] B HaykoBux npaipsix (ITerpenko, 2019, 2020). 3a3Haunmo suiie, mo gopmu
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icnysanus npasou (®II1) TicCHO MOB’sI3aHi Mk COOO0I0, € CHPYKMYPHUMU eleMEeHMAMU MEXAHIZMY
0ii Ilpasou (M/I1) 1 3yMOBIIOIOTH BiJIMOBIIHI COIiaJIbHI HACIIIIKH.

Bapro 3a3nauutn, 1o, gk ciigye 3 6i0miiiHOrO nuckypey, came B CioBi sik AGCONIOTI BUSIBU-
Jacst BUHATKOBA (abcomoTHa) eqHicTs [Ipasou Cnosa, IIpasou Momusy, Ilpasou [ii, Ilpasou Pa-
xkmy. Lle 3ymoBieHo boxxecTBeHHOIO cyTHiCTIO CIIOBa, SIKa BIAKPUBAETHCS Y PEATBbHIN OYX08HIl i
coyianvhil 63aemolii Crnoa (y HoBomy 3aBiti — Icyca Xpucra) 3 moncteom (Orienko, 2007,
c. 1180).

Le me pa3 3BepTae Hally yBary Ha AyXOBHY IPUpPOAY Ta BiAMIOBiAHI (YHKIIi CIIOBa, MOBH,
BaXXJIUBICTh AKUX OOIPyHTOBYE y cBoeMy nmociimkenHi O. @eauk (2000). 30kpema, HAYKOBHUIIA
BUJILIISE yHKYit0 nepedasanns i 30epexcenns /Jyxy (c. 48) Ta ¢hynkyiro oyxosnoi anensyii (c. 42),
OCTaHHS 3 SIKMX “BHKOHY€ crierriuHe KOMYyHiKalliiiHe HaBaHTaKeHHs: 1ojiavya iHdopmanii Mae
BepOaNbHUI XapakTep, a TaK 3BaHUI «3BOPOTHIH 3B'S130K» — [M03aBepOATBHUINA: J0 JIFOIUHH HE T10-
BEPTAETHCS CIOBO, a JYXOBHA CHEPTis, AyXOBHA MiATPUMKA, TyXOBHA CHJIA, IO SKPa3 1 CBIAYUTH
Ha KOPUCTh CaKpaJIbHOCTI MOBH, SIKa CIIPOMOKHA Yepe3 BepOalibHuil piBeHb (TOOTO, uepe3 BIacHy
cHUCTEMY, Yepe3 BJIacHi 3acOo0M) aretoBaTi 10 HAWBUILOI HaIIPUPOIHOT CHITH 1 BUKJIMKATH B JIIO-
IUHH Biq4yTTs AyXoBHOTO Tpoctopy” (Demmk, 2000, c. 42).

[TparmaTrka Jr0CHKOTO MHCIIEHHS Y BUCOKOTEXHOJIOTI30BAaHOMY CYCIIJIBCTBI OOMEXye aia-
Ma30H Mi3HAHHS PiBHEM MaTepiallbHUX pedeld i panioHanpHUX mporeci. [IpoTe e oOMexkeHHs, Ha
HAIIl TIOTJISIA, € IITYYHAM 1 Ma€ HeTaTUBHI CYCIUTBHI HACHIIKU, IPHYOMY — B TII00aJTPHOMY MacCII-
tabi. [oxii cygacHOTO CBiTY, i 30KpeMa BiiiHa B YKpaiHi, 110 Ha0yBa€e 03HAK CBITOBOI, IMiJTBEp-
JUKYIOTB €. A/ke (paKTHUHO CBIT YK€ BKIIOUMBCS Y BIAKPHUTE MOJITHYHE i EKOHOMIYHE MPOTH-
CTOSIHHS POCICBKOMY arpecopy Ta COIO3HHUIIBKY (iHAHCOBO-MiNiTapHYy MiATPUMKY YKpainu, Lle —
IIparMaTU4HUM aCIeKT.

IIpoTe B 1iif BiffHI OYEBUAHUM € W TyXOBHHH acHekT. 3 MEPUIMX THIB MAacIITaOHOTO BTOPT-
HEeHHsI B YKpaiHy MM CIIOCTEpIraeMo MOTY)XHY IO JyXOBHHUX CHJI — JIyXa, IO BEJE JI0 €JHaHHS
BIIaJI¥ 1 Hapoxy, i e € nyx Jlobpa, Ta myXiB 311a — arpecii, )KOPCTOKOCTI, 3HyIIIaHb, BOUBCTBA, PYyH-
Hanii. MU BOueBHIb IEPEKOHYEMOCH, K AyXOBHA npupoaa CiioBa BUSBIISIE CBOIO IIOTY)KHY KOHC-
TPYKTHBHY Ji10, 3HAXOASYH CBOE Miclle B pUTOpHLI Npe3uneHTa Ykpainu Bosomumupa 3eneHcs-
KOT0, SIKMH BXKe Ha JPYTHMH paHOK MaclTabHOTO BTOPTHEHHS POCIHCBhKOI apMmii B YKpaiHy mporo-
nocuB: «Mu Ha cBoOill 3emuti. 3a Hamu — [IpaBna. 3HUIUTH HAI XapakTep He Buiine. Paketn "ka-
nibp" 6e3nopaaHi npoTH Hawmoi cBoboan» (3eneHckknit, 2022, 25 motoro). Sk HikoIH paHile, B
puropuLi npe3uaeHTa B. 3eneHchKoro i #1oro KOMaHM CTajlk 4acToO BXXMBAaHMMU TyXOBHI KaTero-
pii — IpaBma i 6pexns, J{oOpo i 370, CBITIIO i TEMpsBa, cBOOOa/BOIIA i pabcTBO. A Kateropis [Ipa-
BIIM O3HAUEHA KIIFOYOBOIO ¥ XapakTepi 000pOHHOI BIHHU YKpaiHIIiB.

[Motyxuuit xyx CioBa BUSABHBCA i y 3BepHEHHI mpe3uneHTa B. 3eneHchkoro 10 yKpaiHIiB Ha
moyaTKy 7-i mobu pociiicekoro Hamany: «IlodaBcs 7-it neHsb 1i€i cTpamrHoi BifHA. BiitHu, Ky Mu
BiIyBa€MO OTHAKOBO. 3a Iei 4ac y Hac exHOCTI Oinpire, Hix 3a 30 pokiB. CriouaTky Ham OyI0
OJTHAKOBO CTPAITHO, TOTIM — OTHAKOBO OoJsiae. A 3apas — Bce ogHakoBo. OxpiM mepemoru. OKpiM
npaau. Oxpim mMupy. OKpiM CIIOKOI0, 10 IKOTO MU X04eMO NPUHTH. OKpIiM KUTTIB HAIIKX JIFO/IEH,
3a siki Mu niepexnBaeMo. OxpiM Ykpainu. 3a 1eil yac My MO-CIIPaBKHbOMY CTaJIH €UHAM LLIHAM.
Mu Garato npobavymiy OJUH 0JHOMY. MH HOMIOOHIM OUH OAHOTO. MU J0IIOMaraeMo OJIMH OJ-
HOMY. Mu OoiMocst onuH 3a ojHOT0. Buopa 3paHKy Ha ruiomii cB00601u MU BCi OyJIH XapKiB’sHAMHU.
[Morim Bopor 3HIC Hac ycCiX yAapamu NO XUTIOBUX OyauHkax B BoponsHui. Buopa BBeuepi Hac
3HOBY OoMOmm y Kuesi, i Mu Bci 3HOBY 3aruHynu y baduaomy Spy. Bix pakerHoro ymapy. Xoua
Bech cBIT o0irte. O6imse mocritiHo: HIKOJIU 3HOBY ...» (3enencekmit, 2022a, 3 6epesns). I Toro
kK aHA: «CBsTe Micie Terep nobure BiliHOI0. BoHM He 60sThCS HaBiTH bOTO. KOpHCTYIOTHCS THM,
mo bor He mae MmomeHTanpHOI Bifcidi. Ane bor yce 6aunts i Binmosinae. Binnosigae Tak, mo Bam
He cxoBaTucsa. Hemae takoro OyHKepy, MO0 MepexuTd BiamoBiap Big bora. A cobop mMu ToO4HO
BiTHOBUMO, 00 ’KOAHOTO CIIiy BIFfHU TaM HE 3aJIMIIIIIOCE. | KO BU HAaBiTH 3pyHHY€ETE BCI HaIII
co0opH Ta IIepKBH — BH He 3pyiHYyeTe Haloi Bipy, Hawol umpoi Bipu B Ykpainy i B bora. Bipu B
moae... A THX, XTO 3aTMHYB MU He 3a0ynemo. Mu. Pazom 3 borom» (3enencekmii, 20226, 3
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Oepes3ns). A 3BepTarouuch 10 €BponapiaMeHTy: «JloBeniTh, mo B, AilicHO, eBponeini. I Tomi
XKUTTS IEPEMOKE CMEPTh, a CBIT — TeMpsIBY» (3eneHchbkuid, 2022, 1 6epesHs).

Mu BoYeBHIb CIIOCTEPIraEMO JIit0 CJI0Ba, CIIOBHEHOTO nyxy JoOpa, boxoro [yxy, sikuii Hece
y cBoemy Crosi — [IpaBny i, sk Hachizok — [lepemory. Bapro 3a3HauuTH, M0 pUTOpHKa BiHHU
gyepe3 QyxoBHY npupoay ClioBa BiIKpHBae HOBY IDIOMIMHY HayKOBHX JociimkeHs y napuHi CK i
KypHaJicTuku. He nmmie TeopeTHIHHX, a epeayciM — eMITipuIHAX. AJDKE CIIOCTepiraTé i BuU-
BYATH OYXOBHY [Iif0 CJOBa Ta il HACHiAKH MaeMO MOXIIMBICTB y peaibHOMY daci. Lle cTBoproe
MPaKTUYHE MAIPYHTS OIS KpHCTaNi3amii MpaBIONEHTPHYHOI KypHATICTHKH — «OKypHamicTHKH
[IpaBmu», ne oOuIBa CIOBA — 3 BEIMKOI JIiTEpH. | 116 BUKITUK IS )KYPHAJIICTCHKOT OCBITH, sSIKa Ma€e
3alpOINOHYBATH BiJINOBIIHI MPOrpaMu OCBITHBO-NTPOQECIHOT MiATOTOBKH JXYPHATICTIB. A IOKH
110 3arOHM MPaBAOLEHTPUYHOT KYPHATICTUKHA MOYHHAE (POPMYBATH CBSIIEHHA BiliHa yYKpaiHCh-
KOro Hapoay. Y peajbHOMY noui. B ropuui momuiii.

BucHoBku. OTxe, B pe3ysbTaTi AOCIIPKEHHS MU 3’ICyBalii 1 3BEPTAEMO yBary Ha Te, 110
CJI0BO 3a CBOEIO TyXOBHOIO NPUPOAOI0 Mae MicTuTH [IpaBny B ii mepBUHHUX ceHcax 1 OyTH HEpo3-
PHUBHO MOETHAHUM 3 HEIO. Y TpaHCICHACHTHOMY (IyxoBHOMY) BuMipi [IpaBna CioBa € abcouttoT-
HOO, 1 ii TIepBUHHA CYTHICTh BHABIAETHCS B CinoBi AGcomroty (Bepxonoro Komynikanta), B
SIKOMY CJIOBO, MOTHB 1 [Tisl YT PYHTOBaHi Ha O3HaKaX, BIACTUBOCTSX i 3akoHI AOcomoTHOI [IpaBmu
Ta 1epeOyBarOTh y HEMOPYIIHIN IIIICHOCTI Ta TAPMOHIi.

BaxnuBruM BUCHOBKOM € Te, 110 yxoBHa puposa Ciosa, rpyHTroBaHoro Ha IIpasni, cipsimo-
BaHa HA TBOPEHHS, JYXOBHHUIA PO3BUTOK i TApMOHI3AIiI0 CYCIIUIBCTBA Ta OCOOMCTOCTI. Y CBIIOM-
JICHHSI TBOPYO-KOHCTPYKTHBHOI npupo ¢ CiioBa i 3aTHICTh OllepyBaTH CJIOBOM Ha piBHI HOro 1y-
XOBHO{ IPUPOAN BBAKAEMO HAJABAXIIMBOIO KOMIIETEHTHICTIO NMpo¢ecioHana comaabHuX KOMYyHi-
kamiii (CK) i comianpHOBiAMOBinaIbHOT KypHaiicTuku. Came 11e CIOBO Ma€ CTaTh 3HAPSIISAM
OYHIIEHHS KOMYHIKAIIHHOTO MPOCTOPY BiJ MOTOKIB NMAaTOTCHHOI, MaHIMyISATUBHOI 1 ByJIbrapHoOi
JIEKCUKH. 3HAYHY POJIb y I[bOMY MOKKJIMKAaHA BiirpaTH Ky pHAIICTChKa OCBiTa, TOTYI0UH mpode-
CiOHaNIB MpPaBIOLEHTPUYHOI KypHamicTuku — «XKypramicruku IIpasan». BomHowac BiakpuBa-
I0ThCS IEPCIEKTUBY HAYKOBUX JIOCIIKEHB, TIOB I3aHUX 13 BUBYCHHSIM JlyX0BHOI mpupoau CioBa,
HOTO0 CYTHOCTI, MicCIIs Ta POJIi B COLIAJIbHUX KOMYHIKAIISX 1 )KYPHAIICTHUII], @ TAKOXK HOBI 3aBIaHHS
MOCTAIOTh Iepesl HayKOlo, XKYPHAIICTCHKOIO OCBITOIO Ta YKYPHAJIICTUKOIO — IIOBEPHEHHS CIOBY
emananii boxxectBennoro Jloroca» (Ceepctiok, 2009, ¢.99).

Jonatok. CHHCOK CKOPOYeHb NMOCUJIAHb HAa KHUTH Bi0Jii.

Byt. — Knura byrrs

Bux. — Kaunra Buxin

IB. — €Banrenis Big cB. [BaHa

1 I. — CobopHe nocanHs ¢B. amoctoya IBaHa
I1c. — Knaura Ilcanmis
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Relevance. 21st century will go down in history as the era of post-truth, fakes, manipulations,
informational and semantic wars. It is evident that "the word has turned from a tool and symbol of
truth into a tool of deception" (Sverstyuk, 2009, p. 98). As a result, a plethora of pathogenic texts,
the hate and enmity speech appear everywhere. Confirmation of this is the first informational and
physical war launched by the Russian Federation against Ukraine and the entire world of
democracy. The urgency of the problem was determined by E. Sverstyuk (2009, p. 99) at the end
of the 20th century: "The confrontation of the lonely conscience of the world of corruption, money,
and depravity, a world equipped with modern means of mass information is the basis of a modern
tragedy. We are faced with the problem of returning the Word of the emanation of the Divine
Logos. Moreover, now it is a serious problem and challenge for the global communication space”.

This prompted, within the framework of the studying of the Truth category as a socio-
communicative category (SCC) of journalism, to pay research attention to the nature and properties
of the Word as a form of the existence of Truth and a means of its delivery in the conditions of
social-communicative interaction (SCI), to find out its functional features and social value, as well
as became the objective of this study. The scientific task lies in the plane of conceptual and
discursive analysis of the nature and properties of the Word as a form of existence and conveying
the Truth, identifying its communication properties and interconnection with the category of Truth
in historiographical and biblical discourses. The sources of historiographical research are the
works of scientists of the late 20th and early 21st centuries, conceptual and discursive - the Bible
as an ancient written source with a socio-communication basis for scientific research (Petrenko,
2020, p.109-112).

Theoretical background. The problem of the connection between speech, Truth, and
journalism at the turn of the millennium was raised by scholars Y. Los (1993, 1999, 2001, 2004),
I. Mykhaylyn (2007, 2008), V. Rizun (2017a, 2017b , 2017c, 2017g, 2017d) . At the same time,
the authors paid attention to the spiritual aspects of the problem. The spiritual nature of words and
Truth was outlined most clearly in the works mentioned above by J. Los. Like the publicist E.
Sverstyuk, this author appeals to the Divine nature of the Word and Truth*. O. Fedyk (2000)
investigated the spiritual nature of language in an inextricable connection with the transcendent
being of man. Finally, G. Chernenko (2018) conducted a thorough study of the influence of
language and words on the processes of axiological categorization of the world by man.

However, it is still worth recognizing (and this was revealed by the analysis of the
historiography of the beginning of the 21st century): in the last decade, there has been a trend of
decreasing research attention to the study of the category of Truth and, at the same time, an increase
in studies of various products of untruth, its relative substitutes, which are appropriately realized
through the Word as a means of communication.

The methodological basis of the research is the socio-communication approach. First, using
system-structural analysis in the context of social communications (SC), the concepts of "truth"
and "word" as a whole and as elements in the system (SC-context), as well as the interconnection
and interdependence between them, were studied. Next, by applying methods of informational and
cultural analysis, the concepts of "truth" and "word" were clarified, using elements of conceptual,
discursive, and hermeneutic analyzes in the field of social communications and journalism.
Philosophical methods were also used to understand metaphysical and spiritual phenomena and

4 Word and Truth we capitalize where we indicate spiritual nature and prioritize spiritual aspect of these concepts.
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categories, particularly metaphysical, intuitive, and hypothetical. Finally, the methods of induction,
deduction, synthesis, and generalization were used in the research process at various stages.

Results and discussion. Upon examining the Truth as a socio-communication category of
journalism, we confirmed that the Word and Truth are interrelated concepts and have a spiritual,
absolute nature. Furthermore, we found that the Word and the Truth are a priori ontologically and
axiologically determined and have social direction and communication functions.

In particular, the communicative function of Truth in biblical discourse is revealed in the fact
that Truth is embedded in the order created by the Creator. This Truth not only exists statically, but
is announced, reported, transmitted, and spread from the initiator of communication - God as the
creator and of the Supreme Communicant - to specific communications - prophets (media). So that
through them - using the Word - it will be communicated to specific individuals, social groups,
and societies (nations). Truth is dynamic, active - a category of action, act. Moreover,
communication, the function of Truth, is the priority and, by its nature, absolute. The transmission
of messages (the action of the Truth) occurs through the systems of spiritual and appropriate socio-
historical social communications with an unchanging a priori motive and a socially determined
goal - the public Good®), which contributes to the harmonization of social processes and
relations (Petrenko, 2020).

The thorough work of D. Gooding and J. Lennox (2006) confirms the spiritual nature and
interconnectedness of the Word and Truth. The authors reveal the essence of spiritual interaction
and indicate its initiator, considering him God as the Supreme Reality (in our definition, the
Supreme Communicator ). Knowledge is essential, and that is why the researchers emphasize that
God is the "Higher Reality, and He can be known" (pp. 112, 120-122) because "in our knowledge
of God, He took the initiative on Himself. Moreover, He did it: a) with the help of creation; b)
through the voice of a person's conscience; c¢) through history, especially through the Old
Testament prophets" (p. 112) as contemporary media. Moreover, He carried out an honest
communication through Jesus Christ, which we can fully define as socially oriented, and social (in
the broad sense of this Word): "God sent His Only Begotten Son into the world so that we might
live through Him" (1 John 4:9)®, "and you will know the truth, and the truth will set you free!"
(John 8:32). With this, "the incarnation of God overcame a chasm that the human mind itself could
never overcome." God Himself in the Person of Jesus Christ "entered our time and space. He not
only spoke to us in human language" (Gooding & Lennox, 2006, p. 113), he spoke by way of
"revelation of a general nature" and "special revelation" through the Law and prophets specially
chosen for this purpose (p. 118-119), but also spoke through Jesus Christ as the Incarnate Word (p.
119). Thus, the basis of His creation is the Word (p. 116), and the essence of the Word is the Truth
(p. 117-118), which God as the Supreme Communicator conveyed in various forms of spiritual
communication. Furthermore, this indicates the metaphysical (spiritual) nature of Truth and the
Word.

We found out that as the Supreme Communicant, God is revealed already in the first texts of
the Bible, at the moment of the world's creation: "In the beginning, God created Heaven and earth.
And the earth was empty and empty, and darkness was over the deep, and the Spirit of God hovered
over the surface of the water. And God said: "Let there be light! And there was light" (Genesis 1:1-
3). In the 1st chapter of the Book of Genesis, the phrase "And God said" is used 10 times. The first
8 uses accompany a certain stage of creation and sound like self-command in an impersonal
spiritual space; the last 2 are addressed to man and woman created by God: "...and God said to
them..." (Genesis 1:28). At the same time, the Creator's communication with the man in the biblical
discourse is not only one- vector - God speaks ("said" - 464 times, "speaks " - 379, " spoke " - 358,
" call/-e/-u, call /- hear / -kav " — 71, "called" — 2), but also as a two- vector (God "hears/-in/-is/-

° We capitalize this word, indicating with this on Good as spiritual category of transcendental origin and Love, Wisdom.

¢ Here and further, references to the Bible are given according to the Ukrainian translation of professor 1. Ogienko
(Ogienko, 2007). Abbreviations of the names of the books of the Bible are given at the end of the article, in the Appendix.
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yu" — 47, " will hear / -v/-yu" - 26, "spoken" - 2, " answered /-v/-m/ -daye /" - 42, "reasoned" - 3)
and multi-vector - in the form of dialogic communication between God and man (Ex . 3).
Therefore, the main content of God's communication with man must be the discovery (message)
to man and humanity of the Truth, which is laid primarily in the spiritual (moral) laws of the
world order established by the Creator, the Truth that is good for man and humanity as a whole.
Moreover, this message, the discovery of the Truth, takes place through the Word.

In biblical discourse, the Word is revealed as a means of communication and creation. God
as the Supreme Communicator In a word communicates (" And God said..." Gen. 1:9) and creates
(" ...And it was so," ibid.). In this, we see the special creative meaning of the Word, which
primarily has a spiritual nature and is aimed at life ("At the beginning of time was the Word, and
the Word was with God, and God was the Word. It was with God from the beginning of time.
Everything arose through Him, and nothing that arose did not arise without Him. And life was in
Him, and life was the Light of men " John 1:1-4). This gives grounds for asserting that the Word
has special — creative-constructive (senso-creating) — purpose and action/impact. This creative
and constructive action/influence of the Word is since the fundamental basis of the Word is
True, which comes from God as the Supreme Communicator: "Truth is the foundation of Your
word, and the judgments of Your truth are forever" (Ps. 118:160), "Your word is truth" (John
17:17).

To assume that the Truth is a fundamental base, filling, meaning given to a person word,
language as a means of communication, and precisely thanks to the Truth as the essence of the
Word, the Word given to humanity is meaningful, creative, and constructive. Accordingly, a
word without Truth loses its constructiveness and acquires signs of destruction (as we see it
happens with the words of the undervalued, pathogenic vocabulary). We consider this awareness
to be crucial for professionals of the SC and journalism. In our opinion, professional
communicators should become aware of the spiritual nature and essence of words, the first
necessary condition of socially responsible journalism. The second necessary condition is the
ability to operate with the Word at the spiritual level, unconditionally adhering to the Truth -
motive's Truth, the word's Truth, the action's Truth, the fact's Truth. Therefore, such journalism
has grounds to claim the definition of "truth journalism" and classification as a distinct socially
oriented and Truth-centered type of journalistic activity. This kind of journalism can contribute
to the practical solution of the problem of Truth in the modern global communication space.

Here it is appropriate to explain that as a result of the research, not only the vital signs and
properties of Truth as a multidimensional, multicomponent metaphysical phenomenon were
clarified (Petrenko, 2020, p.109-134, 161-173), but also that the multidimensionality of Truth is
reflected in forms of its existence. There are four of them: 1) the Truth of the Word (TW); 2) the
Truth of the motive/opinion (TM); 3) the Truth of action (TA); 4) the Truth of the fact (TF). The
results of this study were published in scientific works (Petrenko, 2019, 2020). We note only that
the forms of existence of Truth (FET) are closely related, are structural elements mechanism of
action of Truth (MAT), and determine the corresponding social consequences.

It is worth noting that, as follows from the biblical discourse, it was in the Word as the Absolute
that the exclusive (absolute) unity of Truth was revealed Words, Truths Motive, Pravda Actions,
Truths The fact. This is due to the Divine essence of the Word, which is revealed in the real spiritual
and social interaction of the Word (in the New Testament - Jesus Christ) with humanity (Ogienko,
2007, p. 1180).

This draws our attention to the spiritual nature and corresponding functions of the Word and
language, substantiating the importance of which is his research by O. Fedyk (2000). In particular,
the scientist singles out the function of transmission and preservation of the Spirit (p. 48) and the
function of spiritual appeal (p. 42), the latter of which "performs a specific communication load:
the provision of information is verbal in nature, and the so-called "feedback" is non-verbal: the
Word does not return to a person, but spiritual energy, spiritual support, spiritual power, which
testifies in favor of the sacredness of language, which is capable through the verbal level (that is,
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through its system, through its means) of appealing to the highest supernatural power and evoking
in a person's sense of spiritual space" (Fedyk, 2000, p. 42).

The pragmatics of human thinking in a highly technological society limits the range of
knowledge to the level of material things and rational processes. However, in our opinion, this
restriction is artificial and has negative social consequences on a global scale. The events of the
modern world, particularly the war in Ukraine, which is taking on global characteristics, confirm
this. The world has already joined the open political and economic confrontation with the Russian
aggressor and the allied financial and military support of Ukraine. This is a pragmatic aspect.

However, a spiritual aspect is also evident in this war. From the first days of the large-scale
invasion of Ukraine, we have observed the decisive action of spiritual forces - the spirit that leads
to the unification of the government and the people, and this is the spirit of Good and the spirits of
evil - aggression, cruelty, abuse, murder, destruction. We see how the spiritual nature of the Word
manifests its powerful constructive effect, finding its place in the rhetoric of the President of
Ukraine, Volodymyr Zelensky, who already, on the second morning of the large-scale invasion of
the Russian army into Ukraine, proclaimed: "We are on our land. The Truth is behind us. It will
not work to destroy our character. Caliber missiles are helpless against our freedom" (Zelensky,
2022, February 25). As never before, in the rhetoric of President V. Zelensky and his team, spiritual
categories — Truth and lies, Good and evil, light and darkness, freedom/will, and slavery — have
become frequently used. Moreover, the category of Truth is critical, as the defensive war of
Ukrainians.

The mighty spirit of the Word was also revealed in President V. Zelensky's address to
Ukrainians at the beginning of the 7th day of the Russian attack: "The 7th day of this terrible war
has begun. A war about which we all feel the same way. During this time, we have more unity than
in 30 years. At first, we were equally scared, then equally painful. Moreover, now everything is
the same. In addition to winning. Apart from the Truth. Apart from peace. Apart from the peace,
we want to come to. Apart from the lives of our people, for whom we worry, apart from Ukraine.
During this time, we truly became one. We have forgiven each other a lot. We fell in love with
each other. We help each other. We fear for each other. Yesterday morning on Freedom Square,
we were all Kharkiv residents. Then the enemy destroyed us all with blows to residential buildings
in Borodyanka. Yesterday evening we were bombed again in Kyiv, and we all died again in Baby
Yar. From a missile strike. Although the whole world promises. He constantly promises: NEVER
AGAIN..." (Zelensky, 2022a, March 3). And on the same day: "The holy place is now battered by
war. They are not afraid even of this. They take advantage of the fact that God does not give an
instant rebuff. However, God sees everything and answers. He answers in such a way that you
cannot hide. There is no such bunker to experience an answer from God. And we will definitely
restore the cathedral so that no trace of the war remains. Moreover, even if you destroy all our
cathedrals and churches, you will not destroy our faith, our sincere faith in Ukraine and God.
Believe in people... And we will not forget those who died. We. Together with God" (Zelensky,
2022b, March 3). And addressing the European Parliament: "Prove that you are Europeans. And
then life will conquer death, and the world will conquer darkness" (Zelensky, 2022, March 1).

We are observing the action of the Word, full of the spirit of Good, God's Spirit, which carries
in its Word - Truth and, as a result - Victory. It is worth noting that the rhetoric of war due to the
spiritual nature of the Word opens a new plane of scientific research in the field of SC and
journalism. Not only theoretical but primarily empirical. After all, we have the opportunity to
observe and study the spiritual effect of the Word and its consequences in real-time. This creates a
practical basis for the crystallization of Truth-centered journalism - "Truth Journalism", with both
words capitalized.

Moreover, this is a challenge for journalism education, which should offer appropriate
programs for journalism educational and professional training. And for now, the forces of truth-
centered journalism are beginning to be formed by the holy war of the Ukrainian people. In the
field. In the epicenter of events.
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Conclusions. As a result of the study, we found out and draw attention to the fact that the
Word, by its spiritual nature, should contain the Truth in its primary senses and be inseparably
connected with it. In the transcendental (spiritual) dimension, the Truth of the Word is absolute,
and its primary essence is revealed in the Word of the Absolute (the Supreme Communicant), in
which Word, motive, and action are based on the signs, properties, and law of Absolute Truth and
are in unbroken integrity and harmony.

An important conclusion is that the spiritual nature of the Word, based on Truth, is aimed at
the creation, spiritual development, and harmonization of society and the individual. Therefore, we
consider awareness of the creative and constructive nature of the Word and the ability to operate
with the Word at the level of its spiritual nature to be the most crucial competence of a professional
in social communications and socially responsible journalism. Furthermore, this Word should
become a tool for cleaning communication space from pathogenic, manipulative, and vulgar
vocabulary streams. Journalism education is called to play a significant role in this, training
professionals of Truth-centered journalism - "Truth Journalists". At the same time, the prospects
for scientific research related to the study of the spiritual nature of the Word, its essence, place,
and role in social communications and journalism are opening up, as well as new tasks are facing
science, journalism education, and journalism - "returning the word to the emanation of the Divine
Logos" (Sverstyuk, 2009, p.99).

Appendix. List of abbreviations for references to the Bible.

Genesis - Book of Genesis

Ex. - Book Exodus

Iv. - Gospel from St. John

1 John - Cathedral Message of St. Apostle John
Ps. - Book of Psalms
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AHOTALIA
Leit maTepian momaHo 10 0OTOBOPEHHS HA CTOPiHKAX JKypHary. Bin Mae cratyc pobodoro Bapia-
HTa, YePHETKH MOXJINBOI CTATTi, MPEIPUHTY. YUacTh B OOTOBOPEHHI MOXKe OpaT Oyab-XTo, I0-
nmatoun y po3ain "uckycii Ta 00roBopeHHS" HACTYITHUX BUITYCKiB CBOi MaTepiaiy 3 MOKINKAHHIM
Ha Il MaTepiai. ABTOp IIbOTO XX Martepiaiy, y BHIAIKy HalMCAaHHS HayKOBOi CTaTTi, IIOBHHEH
000B' I3K0BO 3pOOUTH TOKJIMKAHHA Ha CBilf MaTepial, SKuii BiH moJaBaB Ha o0roBopeHHs. [Ipoekt
CTaTTi MPHUCBIYEHO OHJIAHH-BUCTYITYy aBTOpa Ha 29-My MiXHapOIHOMY AOCIITHUIIEKOMY CHMIIO-
3iyMmi 3i 3B’s13KiB 3 rpoMacekicTio (BledCom) (Slovenia) 1 uepHst 2022 poky
(https://www.bledcom.com/com/copy-of-bledcom-2022-to-introduce-hybrid-conference-access).
Buctynaroun Ha TeMy, aBTOp MOSICHUB Pi3Hi BUMIpH KOMYHIKaIlil, IKi CTaIN OYEBUHUMH B PI3HUX
MICISIX 1 MIXK PI3HUMH 3al[iKaBJICHUMH CTOPOHAMH MiCJsl pOCIiCBKOro BTOPTHEHHS B YKpainy 24
JIFOTOTO.

KJIFOYOBI CJIOBA: Pocis, BiitHa, paranpaa momiika [lyTiHa, mpodeciifHi KOMyHIKaTOpPH.

Dear colleagues!

My name is Dmytro Oltarzhevskyi. I'm from Ukraine.

First of all, I would like to express my deep gratitude to the organizers of BledCom for the
invitation. And especially to Dr Dejan Vercic, who supported my country, my family and me since
the first days of the war. Great writer Erik Maria Remarque said that dark times always reveal
people. Today, I am pleased to be among professionals and bright people.

On February 24, my daughter and I had to fly to Norway. It was our dream to see the northern
lights. The taxi was supposed to pick us up at the airport at 6 a.m. But my scared wife woke me up
at 4.30 and said, "The war has begun." I browsed Facebook. People all over the country wrote
about explosions and destruction. In an instant, air-raid sirens screamed, and air defence shots rang
out beside us. Russian missiles attacked my peaceful country. They brought death and ruined
houses. Millions of Ukrainians woke up that morning in a new brutal reality called the war.

I still can’t forget the beginning of this endless nightmare. No one believed that all this could
happen in the 21st century. The war was a real mind earthquake for each of us. It has changed our
looks at fundamental things.

The majority of human values are simple and familiar to us from childhood. They originate
from our mother's fairy tales — peace, love, kindness, justice. As adults, we rarely use these para-
mount words. Everyday worries push them out of our lexicon. However, being with my family in
a bomb shelter, I realized that all the vital things fit in one backpack. And the most loved people
are the ones you can hug at the moment that seems to be the last in your life. The same is about
moral values. There aren't many of them. And they are uncovered, crystallized, and come to the
fore during a war.

This explosion checked eternal human values for durability. The main one of these is freedom.
Putin's fatal mistake was to send slaves to battle with free people. He never recognised that freedom
is the sense of our lives. This is what each of us is ready to stand for to the end. The desire for
freedom and the support of people of goodwill worldwide have given us unbeatable strength.

Events in Ukraine also force us to take a new look at our profession and the communications
field in general. And now, I would like to share my thoughts on this with you.

1. Unfortunately, humanity is still not fully aware of the strong dual power of communications
as well their potential and threats. It's like nuclear energy that can heat and light homes or demol-
ish. Communications can be a tool for creating, and vice versa, a weapon that kills.

Actually, it was not putin's missiles that started the war in Ukraine, but so-called "ordinary
Russian journalists." They were streaming nonsense into the citizens' ears every day for many
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years. They sculpted myths about "Ukrainian Nazis" and "secret chemical labs." Most Russians
have been zombied and infected with hate by ongoing lies. They supported their dictator and his
pathological need for so-called "military operations" in Chechnya, Georgia, Syria. The apotheosis
of this madness was the genocide of the Ukrainian people. Under the guise of "liberation", Russian
soldiers killed civilians. They raped women, tortured children in Bucha, Hostomel, Irpin’ near my
home city Kyiv. They destroyed the peaceful cities of Mariupol, Kharkiv, Chernihiv, Sumy. That
is why the blood of thousands of innocent people is on propagandists’ hands, who legitimized the
war in the minds of Russians. However, we all understand that propaganda is a bubble. It can be
inflated to incredible size, but sooner or later, it bursts. Similarly, any dictator is always doomed
to inevitable defeat.

2. Now, let's look again closely at the principles and consequences of our work. Communica-
tions are like X-rays. They change society's behaviour at the cellular level. But their impact is much
more complex and unpredictable than one can imagine.

Communications’ purposes are not just to manage an information circulation and create a fa-
vourable image. They have a higher mission: to formulate meanings, bind a framework of values,
and pave the way for human conduct. Given this, each of us is responsible to society for results of
communications.

Unfortunately, you won’t find a truth index among key performance indicators of communi-
cations. But it is the moral base of such activities. The truth is not always convenient. It may not
permanently be enjoyable for our stakeholders. The truth can disturb, disappoint or offend. How-
ever, when you tell even the most painful truth, it can destroy one time what is restorable. Instead,
the habit of lying is a systemic error that leads to a profound disaster. Thus, each of us, working in
large and small communications, in government, corporations or third sector, has no right to lie
and manipulate because it breeds destructive evil.

3. Professional communicators should be not just repeaters but co-authors and reviewers of
ideas. It is no coincidence that Arthur Page, one of the fathers of PR, called himself an adviser, not
a communicator. He emphasized that 90% of effective public relations consisted of what we actu-
ally done and only 10% of what we said. Actions are always more eloquent than words. Of course,
we need to be even more confident in using communications as a decision-making lever and a
strategic function.

But the question is, are we ready to sacrifice careers, money and other personal interests for
general values? In my opinion, every PR professional should be a checkpoint of conscience in their
organization. He must have the will, principle and strength to veto chiefs' decisions counter to
common sense and human morality. Such steadiness must be a strong core within us. It must de-
termine our choices and influence a stakeholders™ solutions. After all, it is about our personal re-
sponsibility and professional reputation.

4. We focused on finding and cultivating tales about celebrities and brands. But in fact, ordi-
nary people can complete the most authentic and incredible stories. When exposed to extreme sit-
uations, they reveal their best features. A grey-haired postman from Chernihiv knocked down a
Russian fighter plane. A fragile girl volunteer from Irpin’ evacuated disabled dogs under fire...
These individuals are becoming our time heroes. And they deserve stories to be dedicated to them.
This again proves that storytelling and communications, in general, must be human-centred. That
is, focused primarily on ordinary people and their needs. Not on contrived values, wealth, and even
revolutionary innovations that can change the world. But for citizens who live among us. About
whom we, unfortunately, know not enough and talk so little.

Human-centred is also about a dialogues tone of voice. Earlier, we could make sure how the
inevitable global problem of Covid-19 has united people. A communications tonality has changed
since then. Paphos, insincerity, and hypocrisy are out of fashion. Conversely, empathy, humanity,
and trust are sound more clearly. Nowadays, the war changed us and made us genuine. We focused
even more on our true here and now feelings. In conditions of fear and uncertainty, we seek salva-
tion in the present. We strive to live every moment. Surprisingly, such terrible crises become
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catalysts for cleansing and resetting human relations. And this, of course, changes the style of
communications. It makes them more friendly, sincere and emotional, as it should be in normal
human life.

5. Indian leader Mahatma Gandhi suggested “A man is the product of his thoughts. What he
(or she) thinks, he (or she) becomes.” Thoughts materialize in words. We have to pay great atten-
tion to what and how we say.

Recent studies demonstrated an informational oversaturation as a negative trend. Today we
live in a social networks world that has no limits. It's like a choir that has no conductor and notes.
On the other hand, organizations and corporations strive to be present in this communication envi-
ronment with all their might. They speak in digital space so often and loudly that they drown each
other out. It is terrible when powerful, persuasive words are wasted for hype, cheap popularity, and
self-affirmation at the expense of others. But it is even worse when vital ideas that should determine
the future of humanity are lost in an excessive number of empty phrases.

What's the way out? In my opinion, the PR community should think about new ethical stand-
ards. It would encourage professionals to have self-control in disseminating information. It is sim-
ilar to issues of environmental protection and waste management. The principles of self-limitation
should also prevail here. There is a pearl of Chinese wisdom: "Don't say if it doesn't change the
silence for the better." The practicality of communication should be governed by a personal ques-
tion: what useful things do my messages bring to people? Will a post on social media solve other
somebody’s current problem? In other words, communications must make sense. They must help,
involve, and inspire.

6. True values have another peculiarity. They are like a magnet that can bring people together.
We must constantly remind ourselves that the communications groundwork is the search for mutual
understanding and harmonization. Edward Bernays named this approach the engineering of con-
sent. It enables people to cooperate, implement win-win strategies, and prevent wars.

The power of mutual understanding is a willingness to come to aid those in need immediately.
When Russian shells hit my neighbours' house, we, along with other caring people, stood side by
side and started to put out the fire without waiting for fireman. It was not time to express concern
as the United Nations and other respected international institutions do in such situations. Sorry,
war has no halftones. When danger arises, we need to act quickly and decisively. In this way,
citizens and countries around the world self-organized and helped Ukraine in the fight against
rushists. And this is the best illustration of the proverb: "4 friend in need is a friend indeed".

Mutual understanding is also a capital value in relationships between professionals. From the
wars first days, Ukrainian TV channels merged, despite being fierce competitors in peacetime.
They founded the non-stop informational marathon, "United News", creating media content to-
gether and distributing it on all TV channels, FM radio, and digital platforms. Due to this, Ukrain-
ians had constant access to news about the fight against aggression. It also helped to withstand
massive information Russian attacks and did not allow to break us psychologically.

Respected Ukrainian scientist Anatoliy Moskalenko, quoting his student Yuriy Daragan, stated
that journalists have one blood type. His words apply to all of us working in communications. We
have shared values that join us. We should be in touch, strengthen mutual understanding, exchange
views, projecting the future of our industry and the world.

What does this mean for us, scientists, educators and professionals?

On the one hand, the war in Ukraine is an occasion to rethink values and set new priorities.
We need to pay more attention to moral and ethical aspects in our lectures and textbooks to make
communication more responsible. On the other hand, we need to carefully analyze what happened
and how it changed the game's rules. How to communicate with different groups of stakeholders
in such situations? What can be said and what not? How should the information be disseminated?
All this may be a new page in crisis communications research. Our scientific work must prevent
such crises and provide a credible plan B to minimize their negative impact.
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In the first days of the war, during the storming of Hostomel® airport, the occupiers destroyed
the only world's largest cargo plane, made in Ukraine. It was called Mriya, which means Dream.
Russian barbarians shot the aircraft. But they couldn't kill our dream of living in a free country.
We will wipe away tears, heal wounds and rebuild ruins. And we all together, the whole civilized
world, will do everything possible so that no one can destroy our lives, values and dreams.
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ABSTRACT

The article analyzes the journalist’s personal brand (PB). The article
aims to discover the most essential characteristics of a journalist’s PB,
which make it possible to shape its success as part of the media. Special
attention is paid to developing a journalist’s PB through social media.
We used the search and analytical research methods - to identify
scientific developments on a given topic, concretization - to detail and
systematize scientific knowledge, abstraction - to distinguish the

media image, media personality, components of PB, content analysis - to study specific PB of media
social networks, media audience personalities, and extrapolation - to formulate the characteristics of a

journalist’s PB.

A journalist’s PB covers more characteristics than a media brand,
including personal preferences, unusual circumstances, the emotional
component, advantages and disadvantages of communication with the
audience. Individual characteristics of PB are an image with which a
journalist conveys the sense, declares principles and interests, strengths
and weaknesses, demonstrates individual qualities and attitude to events
in the world that belong to a media resource, and maintains one’s
reputation. The image of a journalist’s PB does not always correspond
to the genuine person. Accounts in social media are part of PB. PB
includes visual, behavioral, and verbal components.
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AHOTANIA
V crarTi aHaNi3y€eThCS IepCOHANBHIN OpeHia xypHaiicta. Mera cTaTTi — HaBeCTH HalBaXKJIMBIII
xapakrepuctuku [1b xypHanicTa, siki 1al0Th 3MOry c(OpMyBAaTH YCHIIIHICTb HOTO SIK YaCTHHH
Mmenia. OcobnuBa yBara npuinena po3sutky 115 xypHanicra yepe3 conianbhi mepexi. Cepen me-
TOJIB JOCII/DKEHHsI CIIi/I 3a3HAYNUTH ITTOIIYKOBO-aHAIITHYHUN — JUI BHSBJICHHS HayKOBUX pO-
3po0OK Ha 3a1aHy TeMy, KOHKpPETH3aIlil - U1 eTaji3allii Ta cucTeMaTn3allii HayKOBHUX 3HaHb, a0-
CTparyBaHHS — JJI1 BUOKpeMJICHHs CKiIagHuKiB [1b, KoHTeHT-aHANI3y — 11 JOCTIPKEHHS KOH-
kpetHux [1b MemiaocobucrocTe, excTpanomsmii — 3am1st GopmyoBaHHs xapakrepucTuk [1b
KypHaJicTa.
I1b xypHamicta mupire 3a OpeHx Mexia, BKIIOYae eMOIiifHy CKIaoBY, IMepeBaru Ta HEJONIKH
KOMYHIKaIlii 3 ayauropiero. [HauBigyansHi xapakrepuctuku [1b — e 00pas, 3a J0moMororo sSKoro
KYPHAJIICT IOHOCUTH CYTb, IEKJIapy€e NPUHIUIN 1 BHOAOOAHHS, CUIIbHI Ta ClIaOKKU CTOPOHH, Jie-
MOHCTPY€ 1HIUBIyaJIbHI SIKOCTI 1 BITHOIICHHS JI0 MOJI B CBIiTi, IPHHAIEKHICTB JI0 Meliapecypcy.
O06pa3 I1b xypHaiicta He 3aBXIu BiAnoBigae peanbHiii nepconi. Yactunoto I1b € akaynru y
couianbHuX Mepexax. [1b Bkitovae Bi3yalibHi, TOBEIiHKOBI, BepOaJIbHI CKIIaIHUKH.
KJIFOUYOBI CJIOBA: meniabpen; nepcoHaIbHUI OPSHIUHT; IMIDK Me/Iia; MEAia0COOHCTICTh;
comianbHI MEpexi; ayTuTopis Memia

Introduction

The modern information field is becoming more complex every year, the crisis of attention
and trust has affected many media. Mass media carefully study the audience’s requests, attract
readers in various ways and formats, and try to become the media without which the reader cannot
imagine his (her) existence, that becomes a part of everyday life, a friend, an interlocutor. To this
end, the media pays tremendous attention to its reputation, development, and support of the media
brand, when the reader knows for sure when and what to expect from his media resource. On the
other hand, there is a trend in the modern world. When journalists get as close as possible to their
readers through the Internet, communicate with them outside the media resource, encourage the
development of specific topics, and respond to comments, i.e., allow each reader to become a co-
creator of a journalistic content. An important place here is the personality of the journalist or his
personal brand.

Personal brand (PB) is how a journalist or media personality positions him- or herself, a unique
combination of visual, behavioral, social characteristics, habits, and experience, in personal and
professional life, with colleagues and opponents, with close people and strangers, but so what the
journalist wants to be seen by the audience. PB of a media personality consists of stories and
phrases, photos and videos, short lines, and long texts on various topics. So that a holistic view of
the person, one’s behavior, communication style, lifestyle, attitude to society’s problems and life
situations, and sense of humor will be gathered as well as about political position, professional
achievements, and cultural level.

In the prior research, there are various concepts to denote a person who creates his own brand:
media persona (Brown, 2015), media character (Cohen, 2001), media figure (Giles, 2002), media
friend (Meyrowitz, 2008), persona (Hoffner, 2005), performer (Hawes, 2009).

In most scientific works, journalists and participants of news items, those who speak to the
viewer or listener, are included as media persons: (Horton, 1956, p. 216):
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A person is a typical figure of the social sphere, presented on radio and

television. To say that she is familiar and intimate is to use pale and weak

language to describe the pervasiveness and closeness many people feel to media

personalities.

K. Syvazh uses the concept of "media person" as a concept in social communications, which
emphasizes the communicative and perceptive features of persons who communicate with the
audience through mass media (Syvazh, 2018). She refers to media persons as television presenters,
showpeople, journalists, bloggers, as well as famous people whose faces appear in the media and
who shape public opinion. Based on the works of media psychologists (L. Naidyonova, Yu.
Chaplinska, I. Zhylavska), K. Syvazh considers the characteristics of this persona, infers that media
persona causes reactions in media consumer, prompts specific actions, affects the psycho-
emotional state, changes the opinion, i.e., enters the parasocial interaction. When defining a media
personality, L. Naidyonova uses the term "simulacrum" (a model without a primary analog)
(Naidyonova, 2009). In the book “Simulacra and Simulations”, J. Baudrillard examined in detail
simulacra as symbols that construct reality, signs that depict something that does not exist or that
existed but disappeared over time (Baudrillard, 1981). Fictional characters from movies, series,
and cartoons, are often referred to as "media persona" (Bocarnea, 2007): "A media persona is a
real person or a popular fictional character to whom media consumers respond".

Therefore, professional journalists, presenters, bloggers, showpeople, newsmakers, well-
known politicians, actors, political scientists, talk show guests, characters in films, TV series,
advertisements, cartoons, and heroes of journalistic materials can be considered media
personalities. Moreover, each of these personalities significantly impacts the audience, conveys
their own ideas and content, and shapes public opinion. Thanks to PB, the journalist’s personality
is identified with how the target audience perceives him. In our article, we consider the PB of
professional journalists whose brand is correlated with the brand of the media in which the
journalist works.

Modern media positions itself as a brand with unique content and visual characteristics that
are memorable and distinguish the media from competitors on the market. Numerous studies of the
media audience confirm that more than 80% of people do not trust either advertising or the brands
that create them. However, the same audience is ready to trust people whose lives they know and
with whom they have virtually communicated. In 2009, Professor V. Ivanov noted that the media
could be a substitute for interpersonal communication (Ivanov, 2009, p. 68): "When there is a
shortage of one type of communication, a person immediately subconsciously seeks to compensate
for it with another".

Trust in the media can come through trust in the journalist, i.e., there is a need for the parallel
existence of the media brand and the PB of the media employees. In the age of fake news, there
are many "fake" people, which means that people tend to distinguish truth from fake and seek to
read media that involves journalists they know. Audiences prefer real people. Although, on the
other hand, real journalists in their PB appear not or not necessary in a way they are in real life.

In this article, we focused on media personalities who are professional journalists and
examined their media resource as a brand while acting as PB themselves.

Accordingly, the article’s main objective is to find out the most essential characteristics of a
journalist’s PB, which make it possible to shape his or her success as part of the media. For this,
we performed the following steps:

e singled out the characteristics that are effective for the development of the
journalist’s brand as part of the media

e found out how the development of a journalist’s PB is carried out through social
networks.
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Methods

We proposed a study to formulate the characteristics of PB of media personalities.
Accordingly, we first applied a search-analytic method to identify scientific developments on this
topic, focusing on PB’s understanding and analysis. The most suitable for this are theoretical
methods: for the detailing and systematization of scientific knowledge - the concretization method,
for separating components of PB based on the examining scientific sources - the abstraction
method. Then, while searching specific PBs of journalists, we applied the method of content
analysis (we collected and analyzed the verbal and visual content of the personal pages of 28
journalists, their publications, and comments in the media and social media). In the final stage, we
applied the analysis and synthesis method to generalize scholars’ views and the obtained practical
results. Finally, the extrapolation method enabled us to formulate the most critical characteristics
of a journalist’s PB, which make it possible to shape a brand’s success as part of the media.

Results

The journalist’s PB is a system of signs that a person broadcasts and which reflect, on the one
hand, certain traits of the character, social role, and communicative attitudes, and on the other hand,
create a new public virtual persona that interacts with the media consumer. At the same time, in
most cases, a genuine person and the brand may differ significantly. It is like the work of a writer
who associates himself with the character of his work and attributes this hero to the traits he would
like to have himself. Alternatively, specific brand characteristics are created later according to the
request or interest of the target audience. E.g., the audience loves cats, so a media personality
occasionally tells stories about their pet’s life. PB is built according to a pre-deliberated template,
which includes visual, behavioral, and verbal structures. Y. Chaplinska points out that media
personalities often broadcast an artificially created image through the screens, bringing their
individuality to it. The viewer interacts with this image, not with a real person, adding their
meanings to it (Chaplinska, 2014, p. 102).

Journalists are detached from the media whose face they represent, use a conversational style,
and speak, addressing the reader (spectator) directly, building a monologue in such a way as to
evoke reciprocity from the audience. E.g., Sonya Koshkina prepares the audience for the release
of new material through social networks before each publication in "Livyy Bereg" (“Left Bank™):
"Do not go to sleep! Soon it will be "bang!".

A vital part of PB is the image it creates - the journalist should look like a person with the same
problems as the audience, with the difference that the audience has problems. The media person
found a solution to some of them and is ready to share his or her experience. The purpose of PB is
not to advertise goods or services, not to offer specific things, but to attract the audience through
one’s personality, hint indirectly, talk about a problem, and draw attention to a specific issue. E.g.,
the deputy editor-in-chief of Hromadske, Nastya Stanko, shares her experience of engaging the
audience in social media: it is very easy to study the audience and understand the image which
should be used. You need to know how to present content so that it is attractive to the public and,
at the same time, find a balance not only to entertain but also to discuss serious issues.

By creating PB, one provides an opportunity to emphasize the strengths and develop the
abilities of a media personality that relate to either the journalism craft or the subject of the content
or may find feedback from a potential audience. This gives readers the impression that they know
a particular journalist better and, accordingly, trust them more. Trust and a positive or negative
attitude can arise subconsciously only because media consumers are already familiar with the
journalist’s name. F. Koenig and H. Lessan (Koenig, 1985, p. 263) note:

Media personalities regularly appear in people’s homes; the viewer can even
organize his weekly schedule around their virtual presence. They take on
identifiable traits, always speak and behave according to a specific pattern that
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has been specially designed and has already produced positive results, making

the media persona attractive.

Journalists become something more than "people on screens", turning into acquaintances and
friends. Nevertheless, simultaneously, the viewer’s personal relationship with them is sometimes
not only equal to but also more significant than interpersonal relationships.

A journalist’s PB, in many cases, stimulates readers and viewers to use the media more often.
It is possible to maintain a media personality’s PB, first of all, by raising regularity of
communication with the audience. It does not matter how often content is published or updated on
a media website or how often a person appears on the screen - it is crucial that the audience expects
a message that warms the attention on certain days and times. A journalist offers constant
communication that a person embeds in everyday personal life. Supporters of a particular journalist
expect content from him, not from the media, adjust their time, comment, ask questions and wait
for answers, sometimes imitating and adjusting their actions following the journalist’s image.

The audience subscribed to the media personality has the opportunity before and after each
piece of content, interview, and broadcast to ask questions and participate in the process of creating
media content. In this way, media consumers feel like creators of a specific program, they are
pleased to know that their opinion is considered, and the journalist, in one way or another, has
direct contact and reacts to the reader’s message. For a successful PB, a journalist must not only
possess those features that impress the audience but also be an expert on the subject he or she
covers since the audience is mostly well versed in the issue details.

A journalist who develops his or her brand is personally responsible for what he or she creates
and is ready for discussion, positive or negative attention to every word, photo, and interference in
his or her personal life. The audience wants to see and know everything about a person, to look
behind the public image. For example, from the beginning of her cancer disease, Alla Mazur openly
shared her experience with people. She told a broad audience how to overcome the disease from
her experience. She did not die herself, return to her previous hairstyle, with which all viewers
remembered her.

And even changing my hairstyle, which cannot be avoided after chemical
treatment, I found my advantage. My new image is completely in the European
style. There they save for natural beauty and are not afraid of gray hair. Even
young girls today are repainted in gray color - this is the new trend of the year
(Mazur, 2020).

This is how trust is formed: the audience trusts the journalist, which means they also trust the
media journalist represents.

Another important aspect related to a journalist’s PB is reputational and image, achieved by
daily work on PB: systematic publishing of relevant content, responses to comments, regular
communication with the target audience, involving experts and persons who enjoy respect and
interest of the target audience. Thus, a unique image appears in the minds of people, which is
associated with a person-brand ("intellectual”, "competent", "emotional”, "sincerely open soul",
"empathetic", "scandalous") and creates the necessary social image.

The crucial part of PB are accounts on social media used by media readers, these accounts
must be open to everyone (not private), and the journalist must respond to not-so-pleasant
comments. PB is not what a journalist presents to the public but what people discuss after reading
or viewing a message that a journalist has published. On the personal page of a media personality,
there must be an actual portrait photo, not an abstract image, because readers need to see a person,
recognize, and perceive him or her as their friend. Besides, connecting personal information to a
journalist’s brand or media is necessary. This holds true also for partially professional information,
e.g., in which media the journalist worked previously, which awards he or she has, in which
projects participated. In addition, in each content item, the media personality provides a link to the
publication in the media. In this way, the audience of the media itself is significantly expanded.
L.e., before each of her interviews, Yanina Sokolova not only makes a preview but encourages
viewers to ask questions that she later addresses during the interview.
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Since people spend much time on social media, they are a kind of leisure for them. Journalists
use them as "another type of digital marketing channel to communicate with consumers through
advertising content" (Savytska, 2020, p.119). The content on personal pages in social media is
mainly entertaining, in a lighter form than in the media. On Twitter, PBs are built through “fame
by association”, asymmetrical communication, and “lifestreaming” (Olausson, 2018), but
primarily as self-promotion.

To improve the status of a journalist and develop PB, friends and subscribers must include
famous people - both politicians and actors or singers, scientists, and business people who support
the discussion and react to certain journalist publications. The more a journalist demonstrates his
ties with the media community or has real experts among his friends, the more audience trusts him.
Personal information does not contribute to the brand’s formation; it only adds emotionality and
indicates the closeness of the journalist to the audience.

During russia’s war against Ukraine, journalists cover military operations at the fronts and
their unique reports become the hallmark of the media for which they work. On their personal
pages on social media, such journalists gather a large audience waiting for news and veiled hints
about events that cannot be written and discussed due to the non-disclosure of military secrets.
Yuriy Butusov has been discussing the events at the front for more than one year; his active position
and independence have always caused outrage from the authorities and public conflicts with those
who rule the country. The journalist’s comments and analysis received mixed reactions from
politicians; i.e., Maryana Bezugla, a member of the Defense, Security, and Intelligence Committee
of the Verkhovna Rada, demanded that the Security Service of Ukraine (SSU) open a case against
Butusov because of the information he disseminates. However, millions of readers are waiting for
his photos and texts, and the popularity of his website, Censor.net, rests on this journalist’s
undeniable independence and objectivity.

Each social media is used by journalists for a different purpose, according to the requests of
the audience. E.g., on Facebook, the audience is ready to discuss serious issues and read long texts.
Therefore it makes sense to publish not only a preview of articles but also entire articles. In this
way, the communication property of the brand is strengthened and more people can go to the
material in the media and familiarize themselves with it. In Telegram, readers subscribe to channels
to regularly receive operational information, watch short videos, and participate in discussions.
Instagram is an excellent platform for increasing the love and loyalty of readership to the editorial
office. There is no point in posting serious materials. However, readers are interested in backstage
photos from filming and funny moments from the life of the editorial office, which will show what
interesting people make media content. On Instagram, emotional stories and social videos get many
views. In addition, photo and video content uploaded to Stories and Instagram and receives user
support engages the audience on Facebook and Instagram simultaneously. However, for this, the
images must be of high quality and accompanied by thematic hashtags.

The journalist’s PB encompasses much more characteristics than a media brand, including
personal preferences, unusual circumstances, and locations where the consumer of information can
meet, from a sports club, and cooking recipes to business cards on the table in the dentist’s waiting
room, from stories on Instagram with a favorite cat, to discuss family problems on the Facebook
page. Therefore, it is essential to follow the journalist’s style and manner, which are unique and
not like others. Individual style should be followed in everything: conversation, clothes, individual
words or addresses to the audience, intonations, and reactions to situations. It connects all
components of the brand and determines the brand’s integrity and its image. Yaroslava Gres claims
that the basis of PB is authenticity. "Everything else is based only on authenticity. First the mission
and values, then beliefs and mantra, then experience, legend, emotions, competences, uniqueness".
(Sudakova, 2019). E.g.,, Tetyana Mykytenko, journalist of the project Ragulivna
(https://www.youtube.com/channel/UCf4A8MGpasfQTa28 WncefreQ), in which she discusses the
speeches of public figures for whom she feels "Spanish shame". She expresses a subjective opinion
about why something is wrong with them, has a unique style and manner, and positions herself as
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a person who opens up in seemingly familiar speeches, sarcastic and stylistically marked
expressions. The journalist uses YouTube as a PR platform, where the audience expresses its
affection and respect in the chat of the online broadcast.

Journalists’ social media accounts contribute to a fan community’s creation and existence.
Such account’s success is directly related to the content: there should not be publications for the
sake of publication; there should always be a purpose for which the content is created. E.g., draw
attention to the problem, expand the audience through opening new issues, encourage the audience
to do something, to be involved in the discussion. It is also crucial for the audience that the stated
topic was resolved, or that it had inevitable consequences or continuation, and that the journalist
responded to comments and gave feedback. Appealing to values that are important to the audience,
that shape the public consciousness, contributes to the fact that in the audience there is a desire to
spread the message, express their own opinion or develop the topic according to their preferences.
The individual style of Vadym Karpyak, the host of the "Freedom of Speech" (ICTV) program -
poise, intelligence - makes it possible to express critical opinions on personal pages that do not
cause aggression or disturb the audience. Such opinions are more attractive than those shouted by
opponents in arguments. People are affected by short, catchy phrases expressed by the journalist,
and they wait for programs in which they expect a continuation.

Regularly filling accounts on social media and monitoring their effectiveness, reactions of
subscribers, distribution of content from them, as well as responding to readers’ comments,
involving experts and famous persons in the discussion contributes to the reputation of the
journalist’s PB. Reputation management is a critical component of PB. It can develop trust in
information, encourages discussion, stimulates the popularity of media content, and is
simultaneously a sign of the editorial team’s corporate unity.

The success of a journalist’s PB is based on consistent development while adhering to a pre-
selected concept and style. This applies first of all to visual characteristics — profile photo, color
scheme, fonts, style of photos, and presence of certain symbols. Besides, the PB of a journalist who
represents a media includes factors that reflect the attributes of the brand symbols of this media
(logo, colors, fonts), to which are added individual characteristics that characterize the personality.
E.g., Yuliya Borysko, when she left the "1+1" channel, she created the "Yellow sneakers" project,
and this color and sneakers became the visual business card of the journalist’s PB.

Discussion

A journalist should be careful about his or her PB, constantly scan the audience and respond
to its appeals while expanding new topics and trying to attract a wider audience. Every journalist
who works in a particular media is its representative, its face. On the one hand, a media person
broadcasts individual opinions; on the other hand, as part of a media resource with appropriate
background and given status, he or she involves in discussion and broadcasts the concept of media.

The initial hypothesis that a journalist’s PB is the personification of a media brand was partially
confirmed: a journalist’s brand is broader than a media brand, PB includes an emotional
component, advantages and disadvantages of free communication with the audience, and
interference in private life. At the same time, the journalist in PB is not who he or she is in real life
but whom he or she wants to be perceived by the audience. This is achieved by the characteristics
of the journalist’s PB, which develop it as part of the media.

The individual characteristics of a journalist’s brand are the image with which he or she
conveys the meaning and content of this persona, declares his or her principles and preferences,
strengths, and weaknesses, demonstrates individual qualities and attitude to events in the world,
affiliation to a media resource. PB is also individual because a person cannot be similar to someone
else. Emotionality and individual qualities interest and retain the audience. Professionalism and
depth of personality expand the circle of readers. Therefore, before creating and developing PB,
the journalist carefully studies the audience’s interests and requests. In addition to regular articles
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waiting for the audience of subscribers to the journalist’s page, it is necessary to work to attract a

new audience, try to expand the topic in-depth, and add accents for which those who have not yet

become an audience are looking. Interestingly, any content that is not made to meet the needs of
the core audience can interest and encourage new consumers of information to subscribing.

Conclusions

Consideration of the characteristics of PB as a whole and the study of specific existing PBs of
journalists made it possible to formulate individual characteristics that affect PB:

e personality characteristic that forms an image;

e the main topic on which the journalist specializes (focuses);

e an idea that only the brand owner can solve;

e communication with the audience, attitude towards other people;

e legend and personal history.

A PB includes visual, behavioral, and verbal components of an individual image that
communicate the brand’s characteristics to the audience in the media and on social media:

e name (pseudonym);

e avisual image that is comfortable for a journalist (i.e., the hats and open dresses of
Kateryna Osadcha, the casual look of Savik Shuster, the glasses and bright clothes
of Garik Korogodskyi ) and that is remembered by consumers of information;

¢ individual content features of PB (phrases, address, style of communication with
the audience, voice, pronunciation, and catchphrases);

e social image as a member of society (attitude to socially significant topics, reaction
to current problems, participation in events);

e formation of a community of like-minded people and direct communication with
them on social media (communication takes place both with familiar people and
with strangers because acquaintances can immediately set the desired tone in
communication and turn questions in a specific direction);

e collaboration with other people and brands to support each other and stimulate
discussion on various issues;

e consistent development of the PB concept;

e imperfection, the image of a real person with flaws like all people, the possibility
of making mistakes, doubting;

e the effect of presence (live broadcasts, recording of video programs, family
holidays or traditions, life problems, quick reaction to current events related to the
main topic);

e reputation management;

e professionalism, experience, and knowledge.

Social media accounts are an integral part of PB. Content analysis of journalists’ accounts
made it possible to identify several types of content used in PB, to which consumers of information
respond better. The balance and systematic mix of viral, expert, issue-oriented, and analytical
content, provocative reposts warm attention to the journalist and expands such attention to the
media itself. It is through personalities that comes trust in the media. The regularity and stability
of the disclosure of certain topics make readers wait for each journalist’s post. With the opportunity
to communicate, react, and comment on the journalist’s posts, the audience becomes a co-creator
of media content, feels its importance, and can influence the processes in society.

The journalist’s PB stimulates readers and viewers to turn to the media more often. Examining
journalists’ personal pages allows us to assert that personal data play a predominantly emotional
role, and audience engagement is facilitated by a conversational style and addressing the reader
directly. In order to expand the audience, it is more important to connect with the media itself,
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other well-known brands and personalities, and a lively discussion in which both media consumers
and experts, other journalists, and politicians participate; there is a link to the media content. It
fully corresponds to the modern cross-media world, the need of information consumers for
multimedia, and the use of various platforms for information consumption. Therefore, in the
modern information environment, not only the media brand becomes cross-media. The same holds
relevant for journalists’ personal brands.
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ABSTRACT

This article is presented with a deductive method orientation, with
a paradigm of hermeneutic order, based on experience, carried out under
an exclusively qualitative approach, which will serve as a scaffold for a
next study of digital media. Communications are a means or mechanism
of organization for coexistence in society. The political economy of
communication has its origin in the theories or critical approaches of
Frankfurt and cultural studies, which has analyzed the role of the owners
or concessionaires of large radio and television corporations,
highlighting the bias they have given to the dissemination of information
and culture, orienting it towards the defense of their ideology or their
commercial interests, thus leading to the alienation and training of large
masses of audience. In these modern times, the massification of the
media is the result of technological convergences, where three
disciplines or spaces are at work: information technology,
telecommunications and the Internet, which is the axis or center of the
new communications ecosystem. Social networks allow feedback
between sender and receiver of news, transforming the unidirectional
communication process provided by conventional media.
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AHOTANIA

Ls crarTs mpezcraBiieHa 3 Opi€HTAL€I0 HA JEAYKTHBHUH METOJ, 3 MapaJiurMol0 repMeHeBTHY-
HOTO TIOPSIKY, 3aCHOBAHOI Ha TOCBiIi, 34iiICHEHOMY B paMKaX BHKJIIOYHO SIKICHOTO MiAXOY, SIKHHA
CIIyTyBaTHMe OCHOBOIO JUII HACTYITHOTO TOCHTIDKeHHS g poBux Mernia. KomyHikarii € 3acobom
abo MexaHi3MOM oOprasizamii cHiBiCHYBaHHS B CycHuTbCTBI. [loyiTHdHA €KOHOMIsS KOMYHIKamii
Oepe CBiif TOYATOK y TEOpisfiX a00 KPUTHIHHX IMiIxomax (paHKQYpPTCHKUX i KyIbTYpPHHX JIO-
CJIiJKEHB, SKi aHATI3yBaJIM POJIb BIACHUKIB a00 KOHIIECIOHEPIB BEMKUX Pajlio- Ta TEIEBi3IHHNX
KOPIIOpAaIii, MiIKPECcITIOI0YH yIIepeHKEeHICTh, IKy BOHH HaJaBalli OIIMPEHHIO iH(opMarlii i KyIb-
Typi, OPIEHTYIOUNCH HA 3aXHUCT CBOET 1J1€0JIOTIT YU CBOTX KOMEPLIHHUX IHTEPECIB, 0 NPU3BOANUTD
JI0 BiI4y KEHHS Ta HABYaHHS IIMPOKUX Mac ayuTopii. Y Hall yac MacoBi3allisi Meflia € pe3yJibTa-
TOM TEXHOJIOTIYHOI KOHBEpIeHIlii, I IPaloTh TPU AUCIMILIIHK abo mpoctopu: iHdopmaiiiui
TEXHOJIOT1, TeJIeKOMyHiKaii Ta [HTepHeT, akuii € Biccro a0 IIEHTPOM HOBOT KOMYHIKaIii{HOT eKo-
cucremu. CouianbHi Mepexi 3a0e3euyloTh 3BOPOTHHI 3B’ 130K MK BiJIIPAaBHUKOM 1 O€PKyBa-
4YeM HOBHH, NIEPETBOPIOIOYN OJHOCHPSMOBAHMHN Mpoliec KOMyHIKalil, sSIKuid 3a0e3neuyroTh 3BU-
YaiiHi Menia.

KJIFOUYOBI CJIOBA: 3MI, inpopmaniiini Mesia, KOMyHIiKallis, KOMyHIKaIlii{Hi JOCIIUKEHHS Ta
MOJTITHKA

Introduction

The objective of this essay is to analyze the referential framework of communication sciences,
as a fundamental part of social relations, as well as to describe the political economy of
communication (PCE), understood as a bias of ideological and commercial interests of the
concessionaires; at the same time describing digital media and social networks. The purpose of this
study is to set the theoretical and conceptual framework for subsequent works to be presented on
modern or digital media.

The approach of this article is based on the deductive method, through which access to
knowledge is generated in reasoning and in the creation of abstract systems with a high degree of
universality (Finol & Vera, 2020, p. 10), following a paradigm of hermeneutic character, which is
given by the experience in having worked in a traditional media (radio), addressing an exclusively
qualitative approach, since descriptions of situations or defined behaviors are made, to analyze a
segment of reality, without using statistical information in depth (Garcia, 2020, p. 34-35).

The mass media have been present throughout our lives, especially those considered traditional
or conventional (radio, television, print), which have always been influenced by the ideology and
interests that permeated their owners or concessionaires, so the political economy of
communication analyzes these behaviors and attitudes.

The first point deals with the theoretical aspect of communication sciences, pointing out the
definition and characteristics that will serve as a frame of reference, as well as describing the
approaches that have approached the study of communication theory.

The second point deals with the subject of the political economy of communication, oriented
from the Latin American scope, which is heir to neo-Marxism and the historical structural current
of Latin America, as well as cultural studies. A third point briefly addresses the aspect of modern
or digital media, which will serve us in the not too distant future to reflect on these issues that have
stood out in the last decade.

1. Conceptual framework of communication sciences

Communication sciences are also known in other countries or regions as social
communication, communicology or simply communication. The objective of the communication
sciences is to analyze information and the action and effect of human communication itself, as well
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as the study of the mass media and the relationships between them. The best known disciplines
that can address communications are political science, sociology, psychology and marketing.

TECH Technological University (2021, p. 4) notes in its presentation of the doctorate in the
area of communication sciences: “Communication sciences study, analyze and discuss phenomena
related to the transmission of information between people, mass media and cultural industrialists.
It is, therefore, an area in constant change in which the advance of technology has a direct impact”.

According to T. Ballesteros (Ballesteros & Martinez, 2019, p. 28) "To communicate means to
exchange information", therefore when we talk about communication technologies we refer to the
means that human beings have created in order to make it easier to exchange information with their
fellow human beings. For Sinnaps (2019; cited by Méndez, 2020, p. 41) communication: "...is the
basis of the evolution of humanity. Since the origin of communication and its elements, the
transmission of information and knowledge has always been identified as one of the most primitive
needs of our being".

J. Aguado (2004, p. 9; Infosol, 2021) comments that the term communication is used in a great
variety of contexts and with a wide diversity of meanings, which can sometimes cause confusion,
in this regard P. Natta and E. Pelosio (2008, p. 11; cited by Infosol, 2021) write about the theory
of communication:

The field of communication is one of the newest as a scientific discipline.
There is not yet an agreement that delimits these different views in a more or
less similar point of view, as if it exists in Physics or Chemistry... there is no
model in which the vast majority of communication scholars agree. Each theory
functions as a lens that allows us to approach reality, but at the same time
establishes its own rules.

From Edison Otero's text (2020, Ch. 1) I derive several senses or approaches in which the word

communication can be used:

e Fact: To refer to the contact and relationship of people with their peers. Here people talk
to each other, make phone calls, send messages. It is also a fact that the mass media
(television, radio and the press) report news or activities of general interest.

e  Educational: To refer to an area of study in universities, where students, professors and
researchers address the phenomenon or area related to communication. In this vision,
theories, concepts and methodologies are treated as the objective of study of the first sense
(fact).

e Engineering or persuation: Referred to the field of those who consider themselves 'experts'
in communication (publicists, marketers, producers of television and radio campaigns).
People whose profession consists in the use of techniques or procedures aimed at
influencing the tastes or preferences of consumers.

Similarly, and following Otero, the concept of communication can be used: 1) as a fact:
gestures, conversation, use of technological resources and media programming; 2) as a theory:
models, hypotheses, intellectual products; and 3) as engineering: advertising, propaganda and
public good campaigns.

Regarding the elements that make up communication, Sinnaps (2019; cited by Méndez, 2020,
p. 41) indicates that it is composed of six elements:

Sender: creates and emits message.

Receiver: receives the transmitted information.

Channel: means of transmission.

Message: data and information.

Code: set of signs.

Context: set of temporal, spatial or sociocultural circumstances that allow the receiver to
understand the message.

VVVVVY

It is also often said that experience shows that theoretical and engineering approaches to
communication do not usually intersect, since they operate on separate tracks that do not usually
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converge in the academic world and the communications industry, in this sense Edison Otero
(2020, Ch. 1) states:
The academic world mixes a certain disdain for the communicational
medium and a certain ignorance about its dynamics; in turn, the media and
advertising world generally exhibits a considerable ignorance of the findings of
academic-scientific research and a cheerful activism in terms of mythologies
about the unrestricted power of their trades.

Communication is a means or mechanism of social organization, which is an intrinsic part of
the life of human beings as a whole, regardless of the language spoken,; it is impossible to conceive
of a world without communication. Science is advancing by leaps and bounds, with which the
means of communication are developing in an incredible way and its application can be seen during
the last two decades at its peak.

The science or theory of communication can be explained or analyzed with the help of several
social sciences, mainly sociology, psychology and political science, thereby generating a persistent
interest in understanding the role or role of the media in society (Otero, 2020, Ch. 3).

Garcia Jiménez (2019, p. 39) makes two important notes on the best-known classifications of
the conceptualization of communication:

» Robert Graig (1999) raises the seven traditions that historically communication has been
analyzed: socio-psychological, sociocultural, critical, cybernetic, phenomenological,
semiotic and rhetorical. These seven traditions or forms have dominated the field of
communication research and therefore have historically responded to the cultural contexts
of Western countries.

» Rodrigo-Alsina (2001) explicitly refers to three epistemological paradigms of
communication: functionalist, critical and interpretative.

The functionalist perspective would correspond to Graig's socio-psychological tradition,
where both visions point to the importance of mass communication research, the analysis of the
effects of communication (interpersonal, group and media), where these studies come from
American socio-logy. In a context where communication processes produce distortions and social
inequalities, there is room for the critical perspective or current, which tends to denounce abuses
and domination. The interpretative perspective would correspond to Graig's phenomenological and
sociocultural perspectives, where social meanings are reproduced through interaction.

For the Infosol Consulting Team (2021) these are some of the communication theories that
have been developed over the last century, presenting their main exponents:

+« Information Theory: also known as mathematical theory of communication or information

mathematics, proposed by Claude Shannon and Warren Weaver in the late 1940s, which

sought to design a mathematical framework for message coding.

< Structural functionalist theory: elaborated by Harold Lasswell in 1948, completed by Paul
Lazar-feld and Robert Merton, it takes from biology the idea that every agent must be
considered part of an organic system.

% Critical theory and Frankfurt school: the former, already mentioned, while the Frankfurt
current was founded by Theodor Adorno, Herbert Marcuse, Erich Fromm and Jiirgen
Habermas in 1923, whereby a means of communication could broadcast certain
information in order to achieve or attain a specific end.

« Theory of effects: its antecedents are the consolidation of the cinema, the press, the radio,
as well as industrial and urban expansion; its exponents are Max Weber, Emile Durkheim
and Max Horkheimer, who saw journalism as a persuasive mechanism.

« Theory of behaviorism or limited effects: with their actions, the media are able to
influence the public, as long as the latter wants them to, pointing out that the media no
longer totally determine social behavior.
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« Agenda-setting theory: it is derived from the theory of effects, stating that the media select
the topics that will be talked about and discussed, previously elaborated by means of an
agenda.

< Hypodermic needle theory: developed between 1900 and 1940, in the scenario from the
Russian revolution to the coming to power of Mussolini, Hitler and Franco. The media
'inject' information and content to the user public in order to influence them.

« Semiology: emerged at the beginning of the 20th century with Ferdinand Saussure and
Charles Pierce, allowing a structural explanation of the phenomena of culture and
communication.

« Cultural studies: emerged in the 1950s in England. Raymond Williams and Stuart Hall

studied the daily life of the popular sectors of society, drawing on areas such as sociology,

economics, history and psychology.

According to M. Castells (2009, p. 216; cited by Lotero et al. (2020, p. 73), research on
communication has identified three major processes in the relationship between media and people,
particularly with the broadcasting and reception of news: 1) Media agenda; 2) Prioritization; and
3) Framing. Agenda-setting is the theory that attempts to explain the contribution of the masses
with respect to current affairs and information events. In this sense Zunino & Grilli (2020, p. 402)
note: “The concept of media agenda stems from the Agenda Setting theory. It was coined by Mc
Combs and Shaw in 1972 and identifies the list of issues that the media offer to public opinion....”

Agenda-setting is composed of the news that make us reflect and think (about what and how),
as well as the objects of attention and the selection of frames or frames for thinking. S. Iyengar
(1990, p. 4; quoted by Lotero et al, 2020, p. 75) states: "The well-known agenda-setting effect
refers to the tendency of people to cite issues 'in the news' when asked to identify the significant
problems facing the nation".

Communication theory was reconstructed in the course of the past half century and now has
its place among the sciences or scientific knowledge (Serrano, 2019, p. 5-6). From the period from
1968 to 2018 there were two significant facts or innovations in information technologies that
influenced co-communications, the use of which produced social and historical changes, adding
Martin Serrano (2019, p. 20) in this regard:

That stage has been analyzed in retrospective key, because it began in the
mid-sixties of the last century and lasted until the nineties, which was when
referential communication was in-integrated with —multidimensional
communication. Since then, communication and information share the digital
networks that establish the technological foundations for the creation of a
virtual "space".

In reference to which are the constructs (concepts, propositions, contexts, theories) that make
up the communication sciences, Castillo Hilario (2020, p. 328-329) distinguishes four types of
constructs:

o Technical: body of knowledge taught in schools or faculties of communication sciences:

advertising, journalism, public relations and new professions that have emerged with
ICTs.

o Normative: it is made up of laws and deontological norms referring to the media and

communication spaces.

o Scientific: knowledge derived from scientific research on communication, including

cultural studies.

o Philosophical: it is made up of existential reflections on communications, in fields such

as morals and ethics.

In the vast majority of cases, communication careers or postgraduate courses are usually called
communication sciences, but for Castillo Hilario (2020, p. 330-331) they cannot be called sciences
since, due to the type, structure, objectives and methods of their constructs, they should be called
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schools or faculties of engineering or communication technologies, as Castillo himself explains
(2020, p. 339):
...Iin the schools, generally, communication researchers are not trained, but

communication professionals. And the profession has to do with knowing how

to do and doing, rather than with knowing. In other words, students and

graduates of schools of communication sciences are often trained to do

journalism, advertising or manage communication in organizations, but not to

do scientific communication research.

Other authors use the term broadcast media, which covers a wide range of media including
television, radio, podcasts, blogs, advertising, websites, online streaming and digital journalism,
whereby broadcast media provide useful and valuable information to inform and educate, including
daily news, weather forecasts, interviews and documentaries. In this sense Zambrano Granda
(2021, p. 10) points out:

...television and radio have traditionally covered most of the broadcasting,
the digital era brings with it a set of communication and entertainment media
with infinite possibilities and which are based on technological advances
derived from the digitalization of content, which has been called New-Media
(European Graduate Center, 2021).

2. Political Economy of Communication
For Bernadette Califano (2021, p. 57) the political economy of communication (PCE) was
born in the mid-twentieth century, when theorists trained in the neoclassical economic schools and
Marxist theory planned the need to analyze the media as industrial organizations that produce and
distribute goods of a cultural order, expressing:
Thus, they began to inquire into the economic specificity of the cultural
industries and their products, and into the relationships established between
States, media companies and large corporations. As the industries of the
communication sector expanded and gained relevant weight in the world
economy, the PCE became one of the central approaches for the study of the
economic behavior of the media, their productive processes, forms of growth
and development, and public policies in the area.

Approaching the PCE from the neomarxist approach, from the reading of Guillermo Mastrini
(2017, p. 142) I entress the concept and the objective of the political economy of communication:

The role of the media in the process of capital accumulation, the problem

of social classes, the media and the legitimization of social stratification, the

relationship between material production and intellectual production constitute

the analytical basis of the Political Economy of Communication. The

conceptual theoretical approach of political economy is, then, a valid tool for

the analysis of the communicational structure in Latin America.

According to Curran & Sheton, and McNair (1977; 1998; cited by Gémez, 2004, p. 58) it has
been observed that the owners of the large radio and television concession corporations tend to
limit the fields of information and general culture, orienting and biasing them to the defense of
their ideology or commercial interests, increasingly shaping communication to what has been
called 'infotainment'.

During the last two decades, the field of communication in Latin America, as well as the
treatment occurred in England, in the opinion of C. Bolaiio et al (2017, p. 154) was divided into
two theoretical perspectives, which are linked and complementary: 1) Political economy of
communication (PCE), heir to Marxism and Latin American historical structuralism (Celso
Furtado the most prominent); and 2) Cultural studies, which incorporates the current of
anthropology to communication studies.

In 1960, Canadian Dallas Smythe wrote one of the first articles on CPE, for which he is
considered one of its founders, together with American Herbert Schiller, who in 1969 wrote the
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book entitled 'Mass Communication and Yankee Imperialism', years later, in 1973 the English
Graham Murdock and Peter Golding write their work on the political economy of mass co-
communication, while Nicholas Garnham publishes a similar work in the same year, then the
French Bernard Miege and Patrice Flichy address related topics at the end of the eighties (Califano,
2021, p. 61-63).

The CPE in Latin America emerges linked to the structuralist and national liberation currents
or schools, where the theories of dependence and cultural imperialism, which emerged after the
Second World War, give conceptual support and which are born as a response to the movement of
the theories of modernization and global movements of decolonization of the metropolis.

Of the first Latin American exponents of the 1970s of the CPE, Bernadette Califano (2021, p.
67) writes about the role of one of the most important think tanks that conducted analyses on these
issues:

Among the pioneering research centers that contributed to the consolidation
of work in the field was the creation of the Latin American Institute of
Transnational Studies (ILET), which brought together a group of South
American intellectuals exiled in Mexico in the context of military governments
in several countries of the region. ILET was founded by Chileans Juan Somavia
and Fernando Reyes Mata in 1975. Its Communication and Development
division has become the most dynamic area...

In this regard, I am very pleased to remember that during my undergraduate studies I had the
opportunity to enjoy the knowledge of excellent professors who came from Central and South
America exiled by military governments, one of whom came from Nicaragua and two others from
Peru, one of whom was my Seminar teacher for three semesters.

Within the Latin American perspective, Bolafo, Narvaez & Lopez (2014; cited by Califano,
2021, p. 67) mention that CPE can be conceived in its triple facet:

o As an approach: it constitutes an epistemological alternative that constructs its object

(media and communication industries) from its insertion in the depths of capitalism.

o As a field: it brings together researchers for whom it represents a real possibility of

interpreting and transforming communication relations in society.

o  As a cultural community: in the academy, it is grouped in organizations that allow it to

project itself internationally as interlocutors of Anglo-Saxon studies.

The CPE current began to regain strength in the second half of the 1990s, vindicated by the
foundations of the Latin American critical school and reinforced by economic analyses of the
communications sector. CPE is considered to be a branch within communication studies, which
draws on contributions from economics, political science, sociology and history.

From the critical school of Frankfurt and cultural studies derives the CPE, which like all
political economy in general, considers with tendencies of Marxist order, with some exceptions.
This theory tries to explain the context of communications and the adjacent causes that explain its
origin and development within the development of the capitalist system. In the opinion of
Guillermo Mastrini (2017, p. 141) the EPC is contrary to the explanations of neoclassical economic
theory and also has differences with Marxist currents, expressing in this regard:

But in addition, the economics of communication and culture present
specifications that defy both the presuppositions of the neoclassical school and
those of Marxist approaches. For example, the theory of marginal costs cannot
be applied to cultural production due to its symbolic character and, on the other
hand, it is very difficult to transform concrete labor into abstract labor.

Garcia Calderon & Olmedo Neri (2019, p. 86) tell us that CPE has its origins in the following
disciplines:
o Sociology: it takes up the basis of the Frankfurt School and cultural studies, studying the
context of the commodification of the cultural industry.
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o Communication: it takes up the effects that have been felt in the media, as a result of
technological advances, where individuals and capital appear interconnected.

o Economy: recovers the Marxist tradition in the productive and mercantile field and the
set of social relations of production (bourgeoisie-proletariat), which are executed and
modified according to the dynamics demanded and demanded by the capitalist system.

Since the sixties of the last century, the critical school has tried to integrate the economic
analysis to the considered industry of culture and communication, although it was not achieved in
a hegemonic way, however, during the last thirty years progress has been observed. Culture can be
approached from an economic perspective, in such sense Guillermo Mastrini (2017, p. 141) ex-
presses:

This means that cultural industries, one of the economic forms of cultural
production, contain the sector of mass communication of a commercial nature
including television...The Political Economy of Communication can be
considered as the result of the crossroads of various academic fields:
economics, political science and the so-called communication or information
sciences.

It should be remembered that in their origins the written press and radio broadcasting were
more linked to the dissemination and communication of ideas and messages than to the search for
economic profit. In their different historical stages, the traditional media (press, radio and
television) came from technological changes that favored their development, and the times in
which these changes took place are shortening in shorter periods, as is the case of the digitalization
of the current media.

With the incorporation of capital to the process of cultural production, the analysis of the
economic dimension in communication studies becomes understandable, but one must avoid
falling into the error of economic reductionism, as Vicent Mosco (2006, p. 18; quoted by Mastrini,
2017, p. 142) states: "The Political Economy of Communication can be understood as a gateway
to the understanding of communicational phenomena, but in no way can it aspire to give a complete
account of the communicational phenomenon".

Regarding the industrial production of culture, this occurs when commercial and profit
characteristics are superimposed on cultural purposes, the United Nations Educational, Scientific
and Cultural Organization (UNESCO, 1982; cited by Mastrini, 2017, p. 145), expresses on this
subject:

It is generally considered that a cultural industry exists when cultural goods
and services are produced, reproduced, preserved and disseminated according
to industrial and commercial criteria, that is, in series and applying a strategy
of an economic type, instead of pursuing a cultural development purpose.

I close this chapter with the words expressed by Bernadette Califano (2021, p. 81) in her
conclusions on the Political Economy of Communication (PEC):
The variety of issues addressed from the PCE has been expanding since its
origins, and has established crossings with other branches of communication
and with other approaches and disciplines, in an attempt to carry out holistic
analyses of the media. Nevertheless, the essence of the work framed within the
critical school preserves the emphasis of the initial studies on the question of
power relations in the processes of production, distribution and consumption of
communicational goods and resources, although in a different and expanded
context...

3. Modern digital and social media

It is well known the phrase of Heraclitus of Ephesus, a Greek philosopher who was born
between 550-480 B.C. "the only permanent thing is change". I bring this up in view of the dizzying
changes that social media are undergoing in our times.
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When we talk about the digital world, we must analyze three objectives or pillars that apply to
people and businesses: communication, sales and customer service. In this way, communication
becomes the first of the objectives and the most popular in social networks, trying to make our
qualities or products known. The digital ecosystem is understood as the set of platforms that we
will use to make ourselves known or to take our products into account.

The second pillar of the digital world refers to the commercial aspect and can be carried out
by individuals or companies on a large scale, where this objective can be channeled through e-
commerce activity. The third pillar is closely linked to sales and is the careful attention that must
be given to the customer, both before and after the sale is made.

The digital era is dragging communication along a dizzying path of changes. Van Glabbeek
(2020; Zambrano, 2021, p. 11) asserts that one of the objectives of digital communication is to
attract people, seeking to give them an improved experience through which they feel attracted and
retained, while the world moves towards the digital space, new forms and channels of co-
communication are appearing, including platforms that create interpersonal opportunities and that
also work for business.

Within the theoretical field, the science of communication has been subject to two
transformations generated by the global digital society: 1) The modern context that bases the
subject as the guiding axis, which has found a broad development with the use of the Internet and
social and digital networks; 2) These changes have resulted in modifications on the communication
process itself, specifically concerning the virtual space (Olmedo, 2020, p. 157).

As aresult of the digital revolution seen in the last two decades, human beings are undergoing
important changes in their daily routines and contexts, such that the ways of establishing contact,
creating bonds of friendship, planning leisure activities and obtaining learning have changed
substantially. In this regard, Baron Pulido et al (2021, p. 125) note the following:

The digital revolution can be understood as the growth in the supply of
digital technology and the rapid replacement of mechanical and electronic
technologies by digital ones...Thus, a number of interactions, which previously
made sense through physical face-to-face communication, have changed or
moved to the context of the digital plane.

As a result of the use of new information and communication technologies (ICT), it has been
stated that traditional media (print, radio and television) tend to become extinct, where digital
media will occupy the positions left by the former, on this aspect Jauregui & Ortega (2020, p. 360)
make us see the following:

...the reality is that the media are useful as long as society assumes them to
be necessary, that is why media convergence has turned out over the years to
be a tool with multiple instrumental purposes for the social structure.

Esteban Zunino & Grilli Fox (2020, p. 401) consider that digital media were born in the
nineties, adopting a continuous logic with radio and television rather than with printed newspapers,
noting that in Ibero-America digital media are released in 1995 and digitization substantially
changed the ways of information consumption of audiences, in addition to the entire media
ecosystem was modified by the irruption of the information society.

The continuous and exponential advances in technological aspects in recent years have given
rise to the global digital culture of communication, observing changes in practices and public
spaces. According to Quispe Roman (2015, p. 49; cited by Ponce et al, 2021, p. 4) digital
communication practices should be understood as the set of individual, group or institutional
activities that were digitized, which implies their transformation to a mass of bits.

Following this order, communication models are defined that affect and go beyond the
different educational, political, economic, social and organizational contexts to which we belong
as social subjects and in which relationships and modes of production are modified in a meaningful
way (Ponce et al, 2021, p. 5).
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In a similar sense, Cebrian Herreros (2009, p.16; Jauregui & Ortega, 2020, p. 360) states that
the starting point is a conception of cybermedia as processes different from traditional
communication processes; however, they are not radically opposed, but on the contrary, they
establish links between one and the other media.

The privilege of communicating is no longer restricted to analog mass media, nor to filters in
the communication process; now there is the possibility of creating alternative content in the digital
space. For A. Hermida (2018, p. 507; cited by Olmedo, 2020, p. 162) "sociological networks
operate as an external space to the institutional and hierarchical structures of publishing in
journalism".

Before advancing on the topic, it is convenient to understand what media are, according to the
newspaper La Tribuna de Honduras (2017; cited by Alberto Vizueta et al, 2020, p. 2):

Digital media are those that are used on the internet for the dissemination
of content and information. They appeared at the end of the twentieth century,
thanks to the development of informatics and new information and
communication technologies, and since then, they have strongly invaded the
context of human communications, causing a revolution in the way people
consume, produce and interact with information.

On the specific part of digital communication, Andrea Pastor (cited by Baumann, 2021) points
out the following:
Effective digital communication occurs when the message that is intended
to be sent reaches the receiver in the most similar way possible to the idea that
was intended to be expressed. For this, it is essential to know the characteristics
of the user's personality and culture.

In addition to the significant progress that has been achieved as a link and friendly relationship
between people, digital communication has become a very important part for business today, in
that sense Hans Baumann (2021) expresses:

Digital communication is any online transmission of a message of an
organization through a wide range of online channels. Such as a website, social
networks, blogs, etc., which allow companies to connect with their customers,
employees and other stakeholders of the organization.

In today's societies, the participation of users connected to the network makes them act
interrelated, it can be said that on equal terms from mobile devices that make it possible to produce
and broadcast content in the online ecosystem. In the opinion of Calvo et al (cited by Garcia &
Pérez, 2020, p. 8), we must try to diagnose and ensure media literacy, which will allow us to
empower citizens and reduce the digital divide, guarantee access to quality information, reduce
media manipulation and communicate safely.

Two terms that are often used as synonyms are social communities and social networks: the
former are usually driven by a specific target topic and are controlled by moderators or guides,
having an organizational architecture that can be framed in a specific area or place; while social
networks are not centered on a place, but on the individuals involved in them, have self-
organization and a random dynamic, which makes them user-controlled (Martin, 2016; cited by
Baron, 2021, p. 129).

The emergence of new media is the result of what has been considered as technological
convergence, where three communication spaces interact: 1) Computer science; 2)
Telecommunications; and 3) The internet, which is the center of interconnection and the new
communication ecosystem, Bisbal (2020, p. 15) states on this subject:

Internet is the medium of the media. We are in the era of the internet and
all that derives from it. The figures that are thrown in different investigations
are telling us that people spend many hours of their free or leisure time in front
of the network. The statistics speak for themselves....

In the same sense, it is worth differentiating between social networks and social media,
according to Ba-ron Pulido et al (2021, p. 129-130):
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In line with this distinction, it is worth referring to the confusion that is
often made between social networks and social media. While the former refers
to groups of individuals who share interests and passions, the latter refers to the
instrument, the means by which the former can be initiated or strengthened.

Social media helps people to connect with the help of technology, while social networks
enhance this connection, since people only connect in social networks because they have common
interests and purposes. In the same sense, RD Station (2021) mentions that social networks and
social media for many people are the same and the terms can be used as synonyms, but this is not
correct, pointing out in this regard:

Social media is the use of technologies to make dialogue between people
interactive, while social network is a social structure formed by people who
share similar interests...The main purpose of social networks is to connect
people. You complete your profile on social media channels and interact with
people based on the details they read about you. It can be said that social
networking is a category of social media...Social media, in turn, is a broad term,
encompassing different media, such as videos, blogs and the aforementioned
social networks.

The term social networks began to be used in the mid-1950s by English anthropologists and
sociologists, characterizing the set of human relationships that have a lasting impact on the life of
an individual and that offer patterns for everyday life, where this concept was consolidated in the
1970s and became widely used at the end of the 20th century.

Since the end of the 20th century, information and communication have been intensified and
enhanced, with digital communication tools, especially social networks that have transformed the
unidirectional communication processes, typical of conventional and printed media, to achieve
mass communication flows in which users are also producers of content, as shown by M. Castells
(Lotero et al, 2020, p. 96).

Websites and social networks are considered a form of communication, because they provide
and can exchange information and data in real time, allowing feedback between sender and
receiver. Hans Baumann (2021) mentions the 12 characteristics of digital communication:

e Immediacy: It allows us to collect information at all times.

e  Multimedia integration: access to content in real time through multiple channels.

e Interactivity: User participation and interaction is fundamental.

e Real-time updating: Editing and updating of any content in real time.

e  Multidirectional: The sender can be at the same time a passive or active subject.

e  Objective: Communication is not only written, there are mixtures of images, audio and
text.

Self-branding: Application of personal concepts and ideas.

Dematerialization of relationships: It makes it easier to meet new people and products.
Content production: It allows to transmit messages that will be heard or seen.

Verbal communication: Oral or verbal communication predominates in the messages.
Content publishing: Texts, images and videos that will leave evidence.

Social groups with similar interests: It is considered a way of socializing.

Speaking of multimedia integration, Jauregui & Ortega (2020, p. 360) point out about this
concept:
Multimedia development is defined as a new way of creating applications
in which concepts such as sound, video, music, interactivity, graphic design,
etc.[...] Multimedia is the combination of text, graphics, sound, animation and
video to achieve a presentation (Izanola, 2005).

Digital communication has general characteristics inherent to its codified language process, L.
Manovich (2005, p. 64-72; Jauregui & Ortega, 2020, p. 361) mentions other characteristics of
digital co-communication: 1) Digitalization; 2) Modularity; 3) Variability; 4) Automation; and 5)
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Transcoding. In reference to the channels or types of digital communication, (Baumann, 2021)
mentions the following:
o Video: Extremely effective for driving traffic and conversations.
o Social networks: Effective channel to engage in conversations and promote products.
o Blog: Spaces designed to provide information on specific or specialized topics, thus
increasing the visibility of what they want to make known.
o Audio: Podcasts have increased the quality of audios and can arouse emotions.
o Email marketing: Channel to deliver a personalized message to those who show interest.

The digitization of audio gives room for the transmission of sound broadcasts on Internet
platforms, although many of the digital audio products used creative combination of voice, effects
and music taken from traditional radio. Such is the symbiosis that the contents preferred by digital
audio consumers coincide with the top three places of open radio: music, news and sports. Mejia
Barquera (2020) adds: "Let's enjoy this new stage of radio, digital audio and radio language".

Social networks are transforming the way people and companies communicate through their
brands. One-way communication is less and less used, social networks, in addition to serving as a
means of mass communication for people, can ensure that businesses have an appropriate channel
for the view of their products or services.

A few decades ago there were only a few channels and means of communication to express
oneself freely, with the revolution of Information and Communication Technologies (ICT) the
media openness is much wider. In the virtual space there is a great variety of possibilities of
presentation, derived from the use of the Internet, represented by platforms such as Facebook,
YouTube, Twitter, Instagram, among others.

Conclusions

Communication is a means or mechanism of social organization that is part of life in society.
The science or theory of communication can be explained with the help of other sciences, such as
sociology, psychology and politics, where it will aim to understand the role or role of the media in
society. The communication sciences have been approached from the following approaches:
Information or mathematical; Structural functionalist; Criticism and Frankfurt School; of the
effects; Agenda-setting; Hypodermic needle; Semiology; and Cultural studies.

The political economy of communication is identified with two theoretical schools or
approaches to communication: Frankfurt criticism and cultural studies. In their approach, the
concessionaires of the large private radio and television corporations set the tone and the limits of
information and culture, biasing them towards the defense of their commercial interests or their
ideology, seeking to alienate and entertain the masses.

The emergence of digital media is the result of technological convergences, where three
disciplines or spaces act: information technology, telecommunications and the Internet (which is
considered the center of the new communications ecosystem). Social media make it possible for
people to be united through the use of technology, while social networks connect individuals who
share common interests and goals.

Social networks provide information in real time, allowing feedback between sender and
receiver, transforming the unidirectional communication process typical of traditional media
(television, radio and print), turning users into producers as well. Until fifteen years ago, there were
few communication channels to express oneself freely, but ICTs have allowed a much wider
opening, with a great variety of communication possibilities.
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AHOTANIA
Mera mocniKeHHsI — JIOBECTH HAsBHICTh B YKPaiHCBKHMX CYYacHHMX COLaJbHUX KOMYHIKamisx
MIPaKTUYHHUX CIPOO Y KepyBaHHI TPETiM KOMIIOHEHTOM MaCOBOKOMYHIKaIliHHOTO TIOCTaHHS — Ma-
COBOEMOIIIHHUM. AJDKE y TTOTIEPEIHIX JOCTIDKEHHIX aBTOpKa JOBOJMIIA, IO B OCHOBI IPHPOIU
COITIAJIbHUX KOMYHIKAIlill B CY9acCHOMY JUDKHTAIHLHOMY COIiYMi JIS)KHUTH €THICTH MacoBoi iH(O-
pMariii, MacoBoi iHTepIpeTallii Ta MaCOBHX eMOIlill. BayxIMBO BiAHAWTH peaybHI CIIpOOH OpraHi-
3aTOpPiB MEBHUX MOJITUYHHUX JUCKYPCIB KEPYBAaTH MACOBUMH €MOIlISIMU B COIIaTbHUX KOMYHiKa-
IifAX 3a JOIIOMOIOI0 MeJia.
I"0y10BHI BUCHOBKH JIOCHIJDKEHHS: T1ITBEPIMIIOCS HAYKOBE MPHITYIIIEHHS 111010 HasiBHOCTI B COLIi-
aIBHUX KOMYHIKaLisX CIPo0 KepyBaHHsS MAaCOBUMH €MOIISIMU Yepe3 ayAioBi3yallbHi Ta AUKUTa-
nbHI BiTunsHsiHi 3MK. B ykpaiHChKHX collialIbHUX KOMYHIKalLisX MeJlia MaloTh O3HaKH BUKOPHC-
TaHHS KOMYHIKAI[IHHUX TeXHOJIOTiH. [{ns Toro, mo0 yTBOpHUBCS pia KOJEKTHBHOI AyIi IMiJ Yac
KOMYHIKaIlil, KOMyHIKaTOpH MTOCITyTOBYIOTHCS TPAAUIIIHHUMU Meaia (Tene0aueHHs Ta TeJeuloy),
aJKe BOHM 3a0€3Me4y0Th MacOBY MOiH(OPMOBAHICTh Y KOMYHIKAI[IHHOMY JIQHIIOXKKY: 3p0O3yMi-
JCTPH 3HAKY, 3pO3YMLIICTh TEKCTY, BceHapoaHy iHpopmoBaricTs yepe3 3MK, BceHapomHy iHTEp-
TMIpeTaIliio, BceHapOIHE PO3YMIHHS Ta PO3PaXOBYIOTh HA MACOBY PEAKINIO ¥ BUTIISAI MacOBOi €MO-
ii. ToMy Ba)XJTMBOIO € TIOJAITBIIIE 3aBIAHHS ITOTIHOICHO TOCTIIUTH HayKOBY IpobieMy (QyHKITi-
OHYBaHHSI MacOBHX €MOIlill y cdepi comiaabHUX KOMYHIKaIid Ta TAHOIIe JOCTITUTH COIiaibHi
KOMYHIKaIlii sk cepy HyHKIIOHYBaHHS MaCOBHX €MOIIIH.
Meroau, 110 OyJM 3aCTOCOBHI HiJl 4ac JOCHI/PKEHHS IS JOCSTHEHHS METH, - METOJl KOHTEHT-MOHITOPH-
HTY, TIOPIBHSHHS, y3araJibHEHHsI, aHaNi3y TEKCTIB.
KJIFOUOBI CJIOBA: corianbHa KOMYHiKallis, MAaCOBI eMoIIii, MacoBa iH(opMaIlis, iHIuBIqya-
JIbHA Ta MacoBa IHTEPIPETAIlisl B COLIATLHUX KOMYHIKAI[isSX

Introduction

Today in the world and in Ukrainian social communications, there are many signs of operating
with mass emotions. They are an essential part of social communications. Media messages have
many signs of using mass-emotional communication technologies. The development of
information technologies today has led to the fact that every participant at any moment of social
communication can express his opinion on any occasion. It becomes available to a mass audience
in a few seconds. A new community has been created in the world, aptly called the "Internet
community" (internet-community, internet-audience, internet-media audience). When the
information society is digitized as much as possible, the community (internet community) ceases
to be a passive consumer of information, a patient of the activity of social communication institutes.
Understanding this, not only the media but also bloggers on social networks, film directors,
producers of TV shows, and editors of TV programs trying to impersonate the audience.

Moreover, media push them to "correct”" behavior, thus stimulating social changes. However,
from time to time, emotional synchronization occurs in society. That is, among different emotions,
some emotional setting becomes dominant and captures the majority of this society.

This study aims to prove the hypothesis of the presence in modern Ukrainian social
communications of practical attempts to manage mass emotions as the third component of social
communications. After all, in previous studies, we proved that the nature of social communications
in the modern digital society is based on the unity of mass information, mass interpretation, and
mass emotions. Therefore, it is crucial to find actual attempts of media participation from the
organizers of certain political discourses guided by mass emotions in social communications.

Our previous studies have shown that the nature of social communications in today's digital
society is probably based on the unity of mass information, mass interpretation, and mass emotions.
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Therefore, an urgent task is to investigate social communications as a sphere of mass emotions
functioning.

Content and Method

In this research we used the method of content monitoring of the Google search engine for the
keyword "LibertyReport.ai research". This method proved that the information of sociologists from
the LibertyReport.ai platform about the state of mass emotions in Ukraine becomes media
information within the TOP-20 search engine results for a given keyword. Furthermore, the method
of content monitoring made it possible to prove the prevalence of the negative modality of media
materials in the Google search engine. It enabled us to make assumptions about the pragmatic
intention to manage mass emotions in this way in the social communications in modern Ukraine.

The comparison method revealed a change in the positioning of the Open Mind Foundation in
2022. This made it possible to point to a change in the organizational form, to declare the
impossibility of a commercial component of the institution, and probably to hide the pragmatic
goal of the organizers of this discourse.

The analysis of scientific literature made it possible to review scientific opinion for a general
exploration of the topic and to put forward one's hypothesis regarding mass emotions in social
communications. The application of the method proved the absence of even a single theory
regarding social communications as a field of mass emotions development.

The topic of controlling the audience through individual emotions entered the scientific
discourse through the works of Aristotle. His "Politics", as the first treatise on the state, contains
the beginnings of the management theory in this domain. Next, we consider the role of emotional
speech in communication between people: "Man is a social being to a greater extent than bees and
all kinds of herd animals ... only a person with all living beings is gifted with speech. The voice
conveys sadness and joy. Therefore, it is also inherent in other living beings (since their natural
properties are developed enough to feel joy and sadness and convey these feelings to each other).
Nevertheless, only speech can express what is useful and what is harmful, as well as what is just
and unjust" (Aristotle, 2016).

Signs of the theory about controlling the audience through individual emotions can already be
found in the first book of humanity - the Bible. Research has shown that the word "heart" is used
more than six hundred times. The organ itself is a metaphorical symbol of an unconscious,
defenseless human organ against external influence (forces of evil): "As Jesus Christ teaches, "from
the heart come evil thoughts, murders, adultery, theft", (Matthew 15:19), the heart is the source of
all mental and emotional, moral, and volitional, mysterious and mystical life of a person. Therefore,
the task of the Christian life is to purify the heart: "Blessed are the pure in heart, for they will see
God" (Lepakhin, 2022). Perhaps that is why a whole stream of so-called theologians of the heart -
Isachists (sparingly criticized by opponents) arose in Christianity, who minimized emotions in their
lives through "smart-heart" prayer, thus achieving a minimization of the emotional impact on
themselves from the side of functionaries from Christianity. After all, the Christian church, as an
ancient institution of public opinion management, knew how to ensure the supremacy of the heart
over the mind (emotions over the ratio), thereby effectively influencing the flock, and the Isachists,
as adepts of "smart-heart" prayer, tried to limit this influence - they reduced emotions to a
minimum, concentrated on the ratio in continuous prayer.

The single components of the new theory regarding mass emotion in social communications
should be sought in the classical theory of mass communication, namely in its behavioral aspects.
Thus, the D. McQuail theory (McQuail, 2010) is based on the following scientific view on the
issue of mass information in mass communication. Information moves through mass media
channels from the sender to the recipient with feedback from the audience (it is provided, in
particular, by the media of collective participation - the Internet). This scientific view of
intersubject communication resonates with the views of the authors of the theory of linear
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communication H. Lasswell (Lasswell, 1946), the inventor of the theory of hot and cold media, M.
MacLuhan (Macluhan, 2003), the author of the theory of active audience W. Schramm (Schramm,
2003), domestic theoretician and practitioner of mass communication prof. V. Rizun (Rizun, 2008).
According to the Ukrainian scientist, a significant role in the effectiveness of communication is
played by "a certain physical, the emotional-volitional or mental reaction of people", and "the goal
of mass communication always lies in the plane of the communicator's behavior" (Rizun, 2008,
57).

The classic theory and methodology of human understanding of information and, as a result,
its reactions to communication phenomena were confirmed by hermeneutic scientists, who
introduced the concept of information interpretation into scientific circulation.

After all, communication is interpersonal: everyone reads the media by himself, watches TV
himself, and interprets the information he receives. The classic of hermeneutics, H.-G. Gadamer,
emphasized the two-sidedness of the communication process (Hadamer H.-G., 1988), and the
Ukrainian researcher of mass hermenecutics in journalism, prof. V. Vladymyrov identified the
unique role of media information in forming a hermeneutics chain from individual pre-
understanding to the creation of mass understanding (Vladymyrov, 2003, 43). However, in all these
theories, the logical chain from mass information through mass interpretations formed with the
help of mass communication had no development and completion to the theory of the functioning
of mass emotions in social communications.

Philosophers of the main philosophical fields and schools of the 20th century (hermeneutics,
formalism, structuralism, poststructuralism, neopositivism, relativism, and practical
communicative philosophy) laid the foundations without which it is impossible to start researching
large-scale and universal phenomenon as mass emotions in social communications. The correlation
of emotions and information can be traced in the writings of Thomas Aquinas, Thomas Hobbes,
and the structuralist M. Foucault substantiated through his theory of thinking about the change of
humanity in the perception of information, giving reasons to explain the modern phenomenon of
"post-truth”, developed his theory of lies as an alternative opinion postmodernist philosophers M.
Luther and S. Kierkegaard (Beletska, 2018).

Having determined the foundations of the study of the role of a person in social
communications, these researchers have not reached (and could not reach through another subject
frame) the research of the pragmatic essence of mass emotional states in communication processes.
However, social psychologists coped much better with this objective.

The theorist of mass psychology, G.Lebon, believed that it is information that excites certain
feelings of individuals and turns them into masses. It was G. Lebon who defined the term "spiritual
crowd" (Lebon, 1999), where emotions prevail over information.

Thus, the existence of mass information (classical theory of mass communication), mass
interpretation (theory of hermeneutics of mass communication), the fact of the informational nature
of modern Internet society in post-truth times (Kotlar, 2017) with the pragmatic goal of ensuring
mass understanding gives grounds for talk about the possibility of the existence of the third element
and a new interpretation of the nature of modern social communications: just the mass emotions in
social communications.

We have now to clarify what we mean precisely by mass emotions in social communications:
"Mass emotions in social communications are the emotional response of large masses of people to
the appearance of socially significant information" (Beletska, 2016), Social networks, news media,
television shows provide the audience with sensuality and are tools the embodiment of
communication through mass information, mass interpretation, mass emotions, which should lead
to social changes conceived by the organizers of the discourse.

© 2022 Current Issues of Mass Communication
57



ISSN 2312-5160
online ISSN 2786-4502

Results

It is worth noting that the fundamental research of social communication theorists did not cover
the problem of the media’s role in the formation of mass emotions as a sphere of social
communication. "Researchers were based on different ideas about the essence of mass
communication, the process of information perception by a person, and the patterns of formation
of public opinion. However, it should be noted that the majority of scientists who dealt with these
important, still unsolved issues were sociologists, philosophers, psychologists, and not journalists
(...) journalism was considered, and it continues in our time, as a purely practical field, that only
representatives of other fields can investigate", reveals researcher of mass communication
problems prof. V. Ivanov (Ivanov, 2010).

As the current study of the Ukrainian media space has shown, Ukrainian managers-
communicators are engaged in measuring mass emotions in society, forming a specific political
discourse, and organizing social communications using the sociology of emotions. The example
below analyzes the presence of the sociology of emotions in media information generated by order
of the Open Mind Foundation and attempts to create mass emotions in social communications
using the media.

"Open Mind Foundation is an international non-profit public institution for the study of group
and mass emotions and their impact on everyday life”, this is a quote from the website of this
international research organization, as it positions itself from the second half of 2022 (International
Research Foundation Open Mind Foundation, 2022). Here it is worth noting that we will return
later since the positioning of the fund at the specified time changed along with the political situation
in Ukraine - the full-scale invasion of the Russian Federation into Ukraine.

Among the fund's announced prospective studies, a close connection with the political
discourse in Ukraine and the social communications that shape and feed it can be traced: "...The
study of mass emotions in a single territory will tell a lot about the emotional state of its population.
Such research will help to clarify the causes of mass mistakes and predict violent mass protests.
This knowledge will save thousands of lives. If we aspire to build a free, responsible, and liberal
society, then we must monitor the development of basic mass emotions, such as hope, fear,
humiliation, and anger, and also be able to determine the moment when a mixture of these emotions
can lead to an explosion" - Savik Shuster, the President of this Foundation, says (International
Research Foundation Open Mind Foundation, 2022).

One could consider such a practice in the sociology of emotions as an imitation of the school
of social psychologists G. Tard and G. Lebon if it were not for the fact that the President of the
Fund - Savik Shuster - is one of the most experienced journalists, the host of the popular talk shows
"Svoboda slova" and "Shuster-live" (each of which has an audience of several millions of viewers)
in Russia (2001-2004) and Ukraine (2005-2021).

Officially, the Open Mind Foundation's goal is analyzing the situation with mass emotions of
large groups of people as a psychological phenomenon. But first, sociologists helped Savik Shuster
to obtain figures on the mass emotions of Ukrainians. Later sociological data appeared in the news
discourse of Ukraine with the help of modern Ukrainian media and the TV program "Svoboda
slova", broadcast in Ukraine until 2021.

Here is an example of such management: a study conducted in June 2021 by sociologists of
the LibertyReport.ai platform commissioned by the Open Mind Foundation showed the emotional
state of 23,400 Ukrainians who took part in the survey. "The emotional state of Ukrainians has
improved. In 9 months, the level of hope of Ukrainians increased by 6%" (International Research
Foundation Open Mind Foundation, 2022).

This information was interpreted in the Ukrainian media as follows: "Young people hope, the
elderly are afraid". It is the title given to the material about this sociological study in the analysis
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of the UNIAN News Agency (Petrenko, 2021). "Humiliation due to the conditions in which you

live" - this emotion is felt most by Ukrainians aged 45-59. In general, 19% of all respondents called

humiliation their "dominant" emotion (in September 2020, there were 21%), - the author of the

UNIAN article, Iryna Petrenko writes. She emphasizes the response of Ukrainians that the primary

source of humiliation is "what is happening in my country". Compared to the primary source, the
analytical material allows for an evaluative judgment by an expert in this material.

The fact of such a free choice of modality for submitting the material prompted the idea to
monitor all news materials with statistics of LibertyReport.ai sociologists acting on behalf of the
Open Mind Foundation. In January 2022, we conducted research using the content monitoring
method of the Google search engine on the keyword "LibertyReport.ai research" according to the
following mechanics:

- carried out a sampling of research units on the keyword "LibertyReport.ai research". 34 links
were included in the sample because that is how many materials contained the subject of the
research - texts about the results of the work of sociologists of the company "LibertyReport.ai",
which officials ordered from the "Open Mind Foundation";

- carried out an initial analysis of the modality of information in the search engine regarding
data from LibertyReport.ai and their media interpretation;

- made a temporal analysis of the appearance of publications regarding the moments of the
appearance of messages about sociological surveys of the emotional states of Ukrainians,
organized by LibertyReport.ai in 2020-2021;

- revealed the relationships and identified the sources that publish the most negativity about
the results of sociologists;

- verified the original source of the publications - LibertyReport.ai and made assumptions
about the pragmatism of the probable "customers" - the Open Mind Foundation and the possible
ultimate beneficiaries of the management of mass emotions in social communications through the
media;

- assessed the likely consequences for the discourse of the pro-government political discourse
from the appearance of a negative issue in the information space of the Google search engine about
the sociology of emotions from the "Open Mind Foundation".

As a result, we can claim that the information of sociologists from the LibertyReport.ai
platform about the state of mass emotions in Ukraine, published on the website of the customer of
these sociological studies - "Open Mind Foundation" has become part of the information space of
the Google search engine. We received 34 Internet links, of which 19 were of a news nature, and
12 materials had negative semantics in the title. Here are examples of the negative modality of
media information: "More than half of Ukrainians are afraid that Putin will seize new territories.
Research LibertyReport.ai" (More than half of Ukrainians fear that Putin will seize new territories".
Research. LibertyReport.ai, 2021), "Almost half of Ukrainians are concerned about the Sternenko
lawsuit, - survey" (Almost half of Ukrainians are concerned about Sternenko's lawsuit, 2020),
"How many Ukrainians want to leave Nenka [Homeland] to live abroad?" (How many Ukrainians
want to leave Nenka to live abroad? 2020).

Discussion

If we apply these results to the famous mass communication formula developed by the
American scientist H. Laswell and look for the place of mass emotions in it, we get the following:

"Who reports? — Foundation founded by international journalist Savik Shuster and sociologists
hired by him.

"What does it say?" - about the emotional moods of Ukrainians, presenting it as a sociological
study.

"What channel?" - through the TV show, which positions itself as talk show No. 1, authored
by Savik Shuster, "Svoboda slova" on the Ukrainian TV channel; through popular internet media
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such as the RBC-Ukraine News Agencies, UNIAN News Agencies, the Obozrevatel internet
portal, and Ukraine's most popular internet news service ukr.net. Most of the publications from this
info drive have negative semantics in their title complex, forming a negative modality of the
Ukrainian information space.

"To whom reports"? - to the readers of these internet media and for viewers of the TV show
«Svoboda slovay. These are very popular and readable media, so their audience can be called a
mass audience (in 2021, TRK Ukraine declared its leadership in the Ukrainian television space,
citing the number of viewers of Savik Shuster's talk show at 15 million Ukrainians ("Ukraine" is
channel Nel in 2021", 2022).

"With what consequences?" — in order to massificate the audience against the current
Ukrainian government, which in 2019 was in a confrontation with the Ukrainian oligarch Rinat
Akhmetov, the owner of the Ukraine channel, where journalist Savik Shuster works; for the
management of mass emotions in social communications of Ukraine.

Another indirect proof of the pragmatic nature of the Open Mind Foundation's communication
in this discourse is the change in this organization's positioning after the Russian Federation's
invasion into the territory of sovereign Ukraine. As of February 2022, the Open Mind Foundation
has positioned itself as "an international research foundation on individual, collective and mass
emotions" (Open Mind Foundation, 2020). However, in July 2022, we already see a change in
positioning: "This is an international non-profit public institution for the study of group and mass
emotions and their impact on everyday life" (International research foundation Open Mind
Foundation, 2022). Let us say the new positioning hides the institution's commercial component
and the pragmatic goals of the organizers of this discourse. After all, with the appearance of a new
positioning of this organization, headed by the famous TV journalist Savik Shuster, the material
with the title disappeared from the website. Nevertheless, it partially explains the goal of the
initiators of measuring the emotional moods of Ukrainians: "People's feelings influence their
choices more than logic" (People's feelings influence their choices more than logic, 2020).

According to the Ukrainian researcher G. Pocheptsov, the media has almost the most important
role in modeling the modality of public opinion: "The world given to us by the media only partially
coincides with ours. Everyone has their interests: the government has its own, the population has
its own... The media must combine these interests in a single picture of the world, which is probably
their main function. However, the media often adapts to the main player, promoting his picture of
the world to everyone" (Pocheptsov, 2022).

Conclusions

First, there are clear signs of attempts to manage mass emotions as part of social
communications in Ukrainian social communications. The media demonstrate manifestations of
mass emotional communication technologies. The communicators use traditional media (television
and TV shows), fill Internet sites to create a collective soul during communication, and search
engines with derivative news from the primary source. All of them provide mass awareness in the
communication chain: intelligibility of the sign, intelligibility of the text, mass awareness through
mass media, mass interpretation, mass understanding, and assume the presence of a mass reaction
in the form of a mass emotion (as the first step). Mass emotion is part of the social communication
space. It is a tool for increasing mass information impact on the audience and has become an
influential management resource.

Suppose it is established that media information fulfills its role programmed by communicators
in managing mass emotions in modern Ukrainian social communications. In that case, it is essential
to investigate further its nature, real abilities, the resources of growing effectiveness in this process,
and the effectiveness of communicators' actions.

Further research on the mass-emotional component of a mass information product is socially
significant. Because new knowledge about the structure of mass emotions will count to the modern
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theory of social communications and a deeper understanding of its nature, the mass media
institutions will be given new knowledge to improve the effectiveness of working with a mass
audience and knowledge about the risks of becoming participants in specific political discourse
and given communication technologies.

Referenses

Apucrotenb. (2016). [Tomituka. http://www.libok.net/writer/402 1/kniga/56479/aristotel/poli-
tika/read

Beneupka, A. (2018). OmopHai @¢inocopchki MO3MIIT AUCKYpCYy COLIANBHOI KOMYHIKAIIil.
Menianpocrip: npoGiemMu i BHKIMKH ChOTOJIEHHS: Marepianu BceykpaiHchbkoi HayKoBO-
NpakTHYHOI KoH(epeHwii CTYeHTIB Ta MOJIOAUX BueHNX. KuiB: I[HCTUTYT *KypHaiCTHKH,
C. 44-51.

Benenpka, A. (2016). IIpupoma MacoBOEMOIIIITHIX TEXHOJIOTIH y colianbHii KoMyHikarii. [apop-
MarliifHe cycminbcTBo, BUI. 24, 63-77.

Binpire monoBuHM yKpaiHIiB OosThes, mo [TyTin 3axonuTts HOBI TepuTopii. Jocmimkenns Liber-
tyReport.ai». (2021, kBiteHb, 17). Chas.cv.ua https://chas.cv.ua/war/84884-
%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-
%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-
%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-
%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html

Bragumupos, B. (2008). IIpoGnema po3ymiHHs iHpOpMaLii B KypHAIICTHLI: JUcepTalis JI-pa
¢inon. Hayk: KuiBcebkwii HamioHansHWE yH-T iM. Tapaca IlleBuenka. ImctuTyT Xyp-
Hamctuku. Kuis, 2003.

Tlamamep, X.-T". (1988). Uctrra 1 MeTon: OcHOBEI (huitoc. repmeHeBTHKH: [1ep. ¢ HeM. / OO0, pe.
u Bety. cT. b. H. becconosa. Mockaa: Ilporpecc.

IBanoB, B. (2010). OcHOBHI Teopii MacoBOI KOMYHiKamiii XypHaJIicTUKA: HaB4. moci0./ Ilix 3a-
ramsH. pen. npod. B. B. Pisyna. — Kuis: Llertp BinpHOI mpecu, AkageMis ykpaiHCBKOT
TIPecH.

Kotisip A., (2017). “IIpaBna ourMa nocT-npasan”’, THKHEBUK “J[3epkaio TvxHs’, iHTepB 1o 3 ['e-
opriem IMouemnosum. https://zn.ua/SOCIUM/pravda-glazami-postpravdy- .html

JIeoon, I'. (1999). IIcuxonorust mac/ JIeoou ['roctaB. — Mocksa: MucTuTyT nicuxonoruu PAH. U3 n-
BO «KCII+».

Jlemaxin, B. (2022). Icixa3m: 3micT mOHATTS Ta Horo Mexi. http://8ref.com/6/referat 67336.html

Lasswell, G. Smith, B. Casey, R. (1946). Propaganda, Communication and Public Order.

Princeton.

Maifke TooBUHA YKpaiHIiB cTypOOBaHi cymoBoio cupaBoio CTepHEHKay, - onuTyBaHH:, (2020),
Rbc.ua. https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-
1614440512 .html

Makdtoes, I'. (2003). Ilonnmanue menna. BHeninue pacimpenus yeinoBeka. — Mocksa.

Maxk-Kgeiin, /1. (2010). Teopist MacoBoi komyHikauii / riep. 3 anri. O.BosbHa, I'.Cramkis. — JIbBiB:
Jlitornc.

MixHaponuuit  nocmiguuuekuii  Gory  Open  Mind  Foundation (2022).  Omf.fund.
https://www.omf.fund/videos?lang=uk

MixHapomauii  gocmigaunbkuii  Gorg  Open Mind  Foundation (2020). Omf.fund.
https://web.archive.org/web/20200805134005/http://omf.fund/pro-nas/

ITerpenko, 1. (2021). Momoap CIOMIBAE€ThCSA, JIOAW TOXWIOTO BiKy OosaTbea". Unian.ua.
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-
stariki-boyatsya-novosti-ukrainy-

© 2022 Current Issues of Mass Communication
61


http://www.libok.net/writer/4021/kniga/56479/aristotel/politika/read
http://www.libok.net/writer/4021/kniga/56479/aristotel/politika/read
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://zn.ua/SOCIUM/pravda-glazami-postpravdy-_.html
http://8ref.com/6/referat_67336.html
https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-1614440512.html
https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-1614440512.html
https://www.omf.fund/videos?lang=uk
https://web.archive.org/web/20200805134005/http:/omf.fund/pro-nas/
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo

ISSN 2312-5160

online ISSN 2786-4502
11450368.htm1?fbclid=IwAR08VOuivaoUGLHD20jow WREsRQOMyw-kXK G-
XB5CRIYjfyz8HAb-7vRIjZo

Pizyn, B. (2006). Teopist macoBoi komyHikauii: miapyd. s cryn. / B.B. PizyH. - Kuis: Bunasuu-
quit mentp “TIpocsiTa”.

[Mouenmos, I'. (2022), KoHCTpyKTOpH pO3yMy: SIK Y TOJIOBaX OyIyIOTh CBIT, IKOTO HACIPaBIi
HeMae. Aup.com.ua. https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-
budu/?fbelid=IwAR21MbrvogRSZO14E3ytdP8PquotFDIIZghfOkk9OtQaGSPcp8yz7bkS
bF4

[TouyTTs moelt BIUTMBAIOTH HA iX BUOIp CHIIBbHIIIE, HiX Jtorika. (2020).
https://web.archive.org/web/20200805124942/http://omf.fund/statti/pochuttya-lyudej-
vplivayut-na-yih-vibir-silnishe-nizh-logika/

CKinbKM yKpaTHIiB OaxkatoTh NokuHyTH HeHbky, abu >xutu 3a kopaonom? (2020). Panio Tpexk:

HOBUHU. https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-abi-
zhiti-za-kordonom-dani 269391.html.

«Ykpaina» — kanai Nel y 2021 porii (2022). CKM. https://www.scm.com.ua/news/ukrajina-kanal-
1-u-2021-roci

Ipamm, V. (2003). IIpupoma KOMMYHHKAIMA MeXay JIoabMHU. [Iporiecc u 3¢ (HeKThl MacCOBBIX
KOMMYHHKaui. Mocksa.

Almost half of Ukrainians are concerned about Sternenko's lawsuit (2020, February 21), RBC.ua.
https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-
1614440512 .html

Aristotle. (2016). Polityka. [Politics]. http://loveread.ec/view_global.php?id=59114

Beletska, A. (2016). Pryroda masovoemocijnykh tekhnologhij u socialjnij komunikaciji [Nature of
Mass Emotion Technologies in Social Communication]. Information Society, 24, 63-77

Beletska, A. (2018, April 25). “Supporting philosophical positions of the discourse of social
communication. Media space: problems and challenges of today: materials of the All-
Ukrainian scientific-practical conference of students and young scientists”, p. 44-51. Kyiv:
Institute of Journalism.

International research foundation Open Mind Foundation. (2022, July 11). Omf.fund.
https://www.omf.fund/videos?lang=uk

Ivanov, V. (2010). Osnovni teoriji masovoji komunikacijii zhurnalistyky [Basic theories of mass
communication and journalism]: Manual /In general. ed. prof. V.V. Rizun]. Kyiv: Center
for Free Press, Academy of Ukrainian Press.

Gadamer H.-G. (1988). Istyna i metod: Osnovy fylos. ghermenevtyky [Truth and Method:
Fundamentals of Philosophy of the Hermeneutics], Trans. from German / Common editor
and introd. B. Bessonov. Moscow: Progress.

How many Ukrainians want to leave Nenka [Homeland] to live abroad? (2020, May 03), Radio
Track: NEWS: https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-
abi-zhiti-za-kordonom-dani_269391 .html

Kotlar, A. (2017, March 24). The truth is clear post-pravdi. ZN.ua. https://zn.ua/SOCIUM/pravda-
glazami-postpravdy-_.html

Smith, B., Lasswell, G., & Casey, R. (1946). Propaganda, Communication and Public Order.
Princeton University Press.

Lebon, G. (1999). Psykhologhyja mas. [Psychology of Mass]. Moscow: “KSP+”.

Lepakhin, V. (2022) Isikhazm: zmist ponjattja ta jogho mezhi. [isichasm: the content of the concept
and its boundaries]. https://azbyka.ru/isixazm-soderzhanie-ponyatiya-i-ego-granicy
MacLuhan G. (2003). Ponymanye medya. Vneshnye rasshyrenyja cheloveka [Understanding

Media. External expansion of rights]. Moscow.

© 2022 AKTyanbHi NUTaHHS MacoBOi KOMYHikaLil
62


https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://web.archive.org/web/20200805124942/http:/omf.fund/statti/pochuttya-lyudej-vplivayut-na-yih-vibir-silnishe-nizh-logika/
https://web.archive.org/web/20200805124942/http:/omf.fund/statti/pochuttya-lyudej-vplivayut-na-yih-vibir-silnishe-nizh-logika/
https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-abi-zhiti-za-kordonom-dani_269391.html
https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-abi-zhiti-za-kordonom-dani_269391.html
https://www.scm.com.ua/news/ukrajina-kanal-1-u-2021-roci
https://www.scm.com.ua/news/ukrajina-kanal-1-u-2021-roci
https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-1614440512.html
https://www.rbc.ua/ukr/news/polovina-ukraintsev-obespokoeny-sudebnym-1614440512.html
http://loveread.ec/view_global.php?id=59114
https://www.omf.fund/videos?lang=uk
https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-abi-zhiti-za-kordonom-dani_269391.html
https://radiotrek.rv.ua/articles/skilki-ukrayinciv-hochut-pokinuti-nenku-abi-zhiti-za-kordonom-dani_269391.html
https://zn.ua/SOCIUM/pravda-glazami-postpravdy-_.html
https://zn.ua/SOCIUM/pravda-glazami-postpravdy-_.html
https://azbyka.ru/isixazm-soderzhanie-ponyatiya-i-ego-granicy

ISSN 2312-5160
online ISSN 2786-4502

McQuail, D. (2010). Teorija masovoji komunikaciji / per. z anghl. O.Vozjna, Gh.Stashki.
[McQuail's Mass Communication Theory]. Lviv: Litopys.

Rizun, V. (2008). Teorija masovoji komunikaciji [Theory of Mass Communication], textbook for
students. Kyiv: Vydavnychyj centr “Prosvita” [Publishing Center ‘“Prosvita”].

Schramm, U. (2003). Pryroda kommunykacyj mezhdu ljudjmy. Protsessy i effekty massovych
kommunykacyj [The Nature of Communications Between People. The process and effects
of mass communication]. Moscow.

Petrenko, 1. (2021, June 11). Young people are hope, the elderly are afraid. (2021). Unian.ua.
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-
stariki-boyatsya-novosti-ukrainy-
11450368.htm1?fbclid=IwAR08VOuivaoUGLHD20jow WREsRQOMyw-kXK G-
XB5CRIYjfyz8HAb-7vRIJjZo

Pocheptsov, G. (2022, June 16). Designers of the mind: how in the head they build a world that
does not really exist. Aup.com.ua. https://www.aup.com.ua/konstruktori-rozumu-yak-u-
golovakh-
budu/?fbelid=IwAR21MbrvogRSZO14E3ytdP8PquotFDIIZghfOkk9OtQaGSPcp8yz7bkS
bF4

More than half of Ukrainians fear that Putin will seize new territories”. Research.
LibertyReport.ai, (2021, April 17). Chas.cv.ua.
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5
-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1
%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D
0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.ht
ml

Open Mind Foundation. (2020, August 10). Omf.fund.ua.
https://web.archive.org/web/20200805134005/http:/omf.fund/pro-nas/

People's feelings influence their choices more than logic. (2020, August 05).
https://web.archive.org/web/20200805 124942 /http://omf. fund/statti/pochuttya-lyude;j-
vplivayut-na-yih-vibir-silnishe-nizh-logika/

Vladymyrov, V. (2003). Problema rozuminnja informaciji v zhurnalistyci: dysertacija d-ra filol.
nauk: Kyjivsjkyj nacionaljnyj un-t im. Tarasa Shevchenka. [The Problem of Understanding
the Information in Journalism: Abstract of the D.Sc. Diss (philology. sci.). Kyiv: Institute
of Journalism, Taras Shevchenko National University of Kyiv.

«Ukrainey is channel Nel in 2021». (2022, January 10). SCM.

https://www.scm.com.ua/news/ukrajina-kanal-1-u-2021-roci

© 2022 Current Issues of Mass Communication
63


https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.unian.net/society/emocionalnoe-sostoyanie-ukraincev-molodezh-nadeetsya-stariki-boyatsya-novosti-ukrainy-11450368.html?fbclid=IwAR08VOuivaoUGLHD2ojowWREsRQMyw-kXKG-XB5CR9Yjfyz8HAb-7vRJjZo
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://www.aup.com.ua/konstruktori-rozumu-yak-u-golovakh-budu/?fbclid=IwAR21MbrvoqRSZO14E3ytdP8PquotFDllZghfOkk9OtQaGSPcp8yz7bk5bF4
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://chas.cv.ua/war/84884-%D0%B1%D1%96%D0%BB%D1%8C%D1%88%D0%B5-%D0%BF%D0%BE%D0%BB%D0%BE%D0%B2%D0%B8%D0%BD%D0%B8-%D1%83%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D1%86%D1%96%D0%B2-%D0%B1%D0%BE%D1%8F%D1%82%D1%8C%D1%81%D1%8F-%D1%89%D0%BE.html
https://web.archive.org/web/20200805134005/http:/omf.fund/pro-nas/
https://web.archive.org/web/20200805124942/http:/omf.fund/statti/pochuttya-lyudej-vplivayut-na-yih-vibir-silnishe-nizh-logika/
https://web.archive.org/web/20200805124942/http:/omf.fund/statti/pochuttya-lyudej-vplivayut-na-yih-vibir-silnishe-nizh-logika/
https://www.scm.com.ua/news/ukrajina-kanal-1-u-2021-roci

ISSN 2312-5160
online ISSN 2786-4502

Current Issues of Mass Communication, Issue 31 (2022)

Journal homepage: https://cimc.knu.ua/index

RESEARCH ARTICLES
JOCHIAHUIBKI CTATTI

Making up Real Media Reports’ Sample on COVID-19
for Use in Experimental Studies

Volodymyr Rizun®, Yurii Havrylets®", Alla Petrenko-Lysak®,
Sergii Tukaiev?, Daryna Ivaskevych®©, Yuliia Yachnik®, Anton Popov®

@ D.Sci.(Philology), Director of the Educational and Scientific Institute of Journalism,
Taras Shevchenko National University of Kyiv,
ORCID: 0000-0002-5216-3755
E-mail: v.v.rizun@knu.ua
PhD (Social Communications), Associate Professor of the Educational and Scientific
Institute of Journalism, Taras Shevchenko National University of Kyiv,
ORCID: 0000-0002-4899-5815
© PhD (Sociology), Associate professor of the Faculty of Sociology,
Taras Shevchenko National University of Kyiv,
ORCID: 0000-0002-1316-5002
E-mail: petrenko-lysak@knu.ua
@ PhD (Biology), Researcher of the Educational and Scientific Institute of Journalism,
Taras Shevchenko National University of Kyiv,
ORCID: 0000-0002-6342-1879
E-mail: tsv.serg.69@gmail.com
© Researcher of the Educational and Scientific Institute of Journalism,
Taras Shevchenko National University of Kyiv,
ORCID: 0000-0003-3722-5652
E-mail: kashpur.dariya@gmail.com
® Doctor Psychologist of the University Clinic,
Taras Shevchenko National University of Kyiv,
ORCID: 0000-0002-4284-3626
E-mail: yuliaya4nik@gmail.com
® PhD (Electronic Engineering), Associate Professor of the Department
of Electronic Engineering), National Technical University of Ukraine
“Igor Sikorsky Kyiv Politechnic Institute”
ORCID: 0000-0002-1194-4424
E-mail: popov.kpil@gmail.com

(by*

* Corresponding author’s e-mail address: youril 985@gmail.com

© 2022 AKTyanbHi NUTaHHS MacoBOi KOMYHikaLil
64


mailto:v.v.rizun@knu.ua
mailto:tsv.serg.69@gmail.com
mailto:youri1985@gmail.com

ISSN 2312-5160
online ISSN 2786-4502

https://doi.org/10.17721/CIMC.2022.31.64-86
UDC 007:303.833:303.523

ARTICLE INFO ABSTRACT
Received: 08 June 2022 The article reveals the procedure of selecting real media reports
Accepted: 10 June 2022 (RMR) on the COVID-19 pandemic in experimental studies. We as-
Published: 01 August 2022 sumed that RMR during the pandemic and several lockdowns had a real
impact on people from different social groups. To monitor messages
KEYWORDS about COVID-19, we used the online service "Software product
real media report, LOOQME" The algorithm to form the RMR sample was as follows: (a)
COVID-19, search for all media messages available on the platform, (b) analysis of
issue relevance scale, selected RMR by online service, (¢) forming of an experimental content
media selection sample and its embedding in the experiment. The method of selecting
procedures, RMR considered in this article includes a theoretical rationale for RMR;
topic life cycle broad thematic selection of RMR using media monitoring systems;

forming an experimental content sample with the use of parameters and
selection criteria; additional procedure for rating the selected RMR ac-
cording to a particular criterion with the participation of experts.

Citation: Rizun, V., Havrylets, Y., Petrenko-Lysak, A., Tukaiev, S., Ivaskevych, D., Yachnik, Y., & Popov,
A. (2022). Making up Real Media Reports” Sample on COVID-19 for Use in Experimental Studies. Current
Issues of Mass Communication, (31), 64-86. https://doi.org/10.17721/CIMC.2022.31.64-86

Copyright: © 2022 Rizun, V. et al. This is an open-access draft article distributed under the terms of the
Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums
is permitted, provided the original author(s) or licensor are credited and that the original publication
in this journal is cited, in accordance with accepted academic practice. No use, distribution or
reproduction is permitted which does not comply with these terms.

AHOTANIA
VY crarTi po3rISAEThCs MpoLEAypa BiIOOpY peaIbHHX MeEAIaloBiIOMIEHb PO MaHIEMI0
COVID-19 st BUKOPUCTAHHS IX B €KCIIEPUMEHTAIIBHUX JOCIIKEHHSX, 1110 IPOBOIMINCS B PaM-
KaxX HayKOBOTO NMpOeKTy «CTpecoreHHi eNeMEHTH JIATEHTHOTO BIUIMBY PEATbHUX MEIIWHUX I10-
BigomiieHb npo nangemito COVID-19 Ha conianbai rpynn», GpinancoBanoro HarionaasHum ¢oH-
JIOM JOCIiKeHb YKpainu. Mu Buxoauinu 3 Toro, mo PMII (peanbHi MenianoBiioMiIeHHsT) i dac
NaHjeMii Ta KapaHTUHIB YMHATH PeaJbHUM BIUIMB Ha JIIOAEH 13 PI3HUX COLIAIBLHUX IpyIl. SIK Baxk-
mBO (POKYCyBaTH yBary IOCIHITHWKIB Ha (popMyBaHHI BHOIpKM IMiIAOCIITHHUX, TaK 1 BaXKIUBO
TOYHO PO3YMITH Ta OOIPYHTOBYBATH Y CBOIX IpaIlsiX, YOMY caMe IIeBHI HOBHHHI icTopii BigOupa-
I0ThCS IS 3aCTOCYBAHHS B €KCIEPUMEHTAIBHHUX JOCHIIPKCHHSX.
s moHiTOpHHTY TIoBimoMiIeHb Ha TeMy COVID-19 mu Bukopucranu oHinaiH-cepBic «[Iporpam-
auit npoxykr LOOQME (CepBic MOHITOPHHTY Ta aHANi3y 3TadyBaHb y 3ac00ax MacoBoi iH(pop-
Marii Ta comianpbHuX Meaia LOOQME)y.
Aunroput™ pobotu 1uist popmyBanHs BuOGipku PMII OyB Takwuii: (a) oprasizariist IoIyKy ycix, Npu-
CYTHIX Ha I1aT$OpMi y CTPIULll HOBUH MeIialloBiIOMJICHb, 1 BiOip 32 BU3HAYCHUMH [TapaMeTpaMu
THX, SIKI BinoBigaoTs kpurepism PMII, (6) anani3 Bigiopanux PMII 3acobamu oniaiiH-cepBicy,
(B) popMyBaHHS eKCIIEPUMEHTAILHOT BUOIPKH 1 BKIIIOYEHHSI ii B €KCIIEPUMEHT.
3anpornoHoBaHi NpoIeaypH Bimoopy memianoBigomieHns Ha Temy COVID-19 mis npoBemeHHs
EKCIIEpUMEHTY 3 BUBUEHHS JIATEHTHOTO cTpecoreHHoro BrumBy PMII Ha ayauropiro, mo Haie-
JKUTB JIO PI3HUX COIIaNIbHUX TPYII, BAPTO PO3TILAATH K MOITYK METOIUKH BiTOOPY MEIiaroBiIoM-
JICHb 32 KOHTEHTOM JUTsl (POpMYBaHHs eKcriepuMeHTabHO1 Bubipku. [Ipencrasnena meronuka 6e3-
NIepeyHo MTOBHHHA MTPOMTH ampoOarito i Moke OyTH yHIBEPCAIBHOIO 32 MPOLEAYPaMH JUIS BUKO-
pHCTaHHS B NOAIOHUX EKCIIEPUMEHTaX.
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PosrisiHyTa y Wi cTaTTi METOAMKa BiOOPY peanbHUX MEianoBiJOMIICHb BKIIIOYAE: TEOPETUYHE
oOrpynTyBanHs noHsttsi PMII; 3araneuuit remarnunmii Binodip PMII 3a nonmomororo MeaiaMmoHiTo-
PHHTOBHX CHCTEM (OHJIaiH-cepBiciB); popMyBaHHS ekcriepuMeHTabHOT BuOipku PMIT i3 3acrocy-
BaHHAM TapaMeTpiB Ta KpHUTEpiiB BinOOpy; AOAATKOBa IpOIeaypa pEeHTHHTYBaHHA BimiOpaHMX
PMII 3a BH3HAaYEHNM KPUTEPI€EM 3 YIACTIO EKCIIEPTIB.

KJIFOYOBI CJIOBA: peanshe memianoBigomneHas, COVID-19, mkana akTyaJbHOCTI TeM,
umeratuHi PMII, nponiexypu Bizbopy MemianoBiIOMIICHb.

Introduction

This article focuses on real media reports (RMR) on COVID-19 that function in the public
discourse during pandemics and seriously affect people belonging to different social groups. In
particular, we considered RMR in terms of functioning when they are of interest to researchers as
experimental material used to study the latent stressful effects on members of different social
groups. During the experiment preparation, several questions arose: what messages can be
considered real, i.e., "alive" in terms of their relevance to the society; how to "catch," record such
messages and select them for the experiment; how to avoid obsolescence of messages, i.e., loss of
their relevance, and thus, their unsuitability for the investigation.

Therefore, the purpose of this article is to describe the procedures for capturing RMR from a
live stream of media messages and selecting them for the experiment. Note that our recording and
selection procedures can make sense while examining media messages of any topic.

Thus, to study the latent impact of media reports about COVID-19 on social groups, it is first
necessary to form a database of such messages and their experimental sample.

Sampling should meet two criteria:

(1) media messages should be relevant to the media audience, i.e., exist in the space-time
continuum in which the audience is, and be carriers of the psychological states experienced by the
audience. In other words, media messages should "feed" a "COVID-19" discourse, because outside
of it, the news will not cause the same reactions (effects) in the audience that they caused in the
context of the discourse;

(2) media messages should be "removed" from the top of the thematic messaging system,
which is determined by the percentage of the COVID-19 topic from other relevant issues at the
time of selection.

To denote media messages that meet these two criteria, we proposed in 2020 the term real
media reports (RMR):

... we should understand RMR as those messages that are relevant and “alive”
in the real spatial and temporal continuum of communication. Because the pe-
culiarities of perception and understanding messages significantly depend on
the environmental conditions of perception and the emotional and mental state
of the recipients. Media audiences can be in two states: passive, when "experi-
encing" an issue is already inhibited, fades into the background, deactivates. In
this view, the perception of the message on an irrelevant issue will be different
from the same message should it be perceived at the time of active experience,
when everyone is excited and "knowingly" discusses the events, waiting for the
solution, the outcome of the event and so on. Under the latter option, we mean
the active state of the media audience. Media effects in this state are completely
different from the passive. Consequently, the effectiveness of media messages
is also different. Thus, media messages during the active state of the media au-
dience are called RMR” (Rizun et al., 2020, p. 14).

Researchers have been studying the impact of news content on the audience for a long time.
New hypotheses and theories of media effects are constantly emerging. Unfortunately,
communication science has not created a unified theory (and there is doubt that this will ever
happen and whether there is a real need for it).
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However, according to some scholars (Reeves et al., 2016), the research paradigm of media
effects combines so many different theoretical approaches that there is a need to identify the main
criteria for content in research. After all, it is the content of the media that acts as an independent
variable. Reeves and colleagues argue that media effects research pays much more attention to
dependent variables (people's behavior under the influence of the media, anxiety, depression, mood
swings, etc.). Some fundamental theories, such as the agenda-setting theory (AST) and the
cultivation hypothesis (CH), demonstrate this approach. AST considers content only in general
terms. Content refers to specific topics or issues that are broadly interpreted and are indicated only
in one or two words without much detail: "domestic policy," "economic crisis,”" "corruption or
scandals". It explains the high correlation between the so-called media agenda and public agendas
- 0.9 McCombs & Shaw, 1972).

On the other hand, the cultivation hypothesis does not distinguish content genres (Gerbner et
al., 1994). Mostly its adherents rely on self-reports when respondents fill out special diaries about
what programs and how long they watched. Although this approach considers the impact of RMR,
in our terminology, this approach eliminates the researcher’s intervention in the selection of content
for media effects studies but only captures the actual media perception (Potter & Chang, 1990).

Against this background, we observe some attempts to systematize approaches to selecting and
analyzing the independent variable of media effects research, i.e., the content. In the article "The
use of media in media psychology", Reeves and colleagues emphasize that the bulk of studies
explain why specific content samples were used in the study too poorly. According to Reeves and
colleagues, this approach is essentially wrong (Reeves et al., 2016) because scholars should pay
equal attention to arranging the participant and content samples. A balance between both variables
has the biggest priority. By adhering to the criteria of objectivity and the representativeness of the
selection, scholars can maintain this balance. I.e., the units of information demonstrated in the
course of research are typical and specific for their thematic or geographical segments.

Typically, media effects research relies on one of two content selection strategies for empirical
research, whether it is observation or experiment:

1. Researchers select news reports from the pool of several hundred for a certain period. Their
number narrows down by cutting off those units of information that do not meet or less meet the
criteria necessary for the study. American scholars Lang (Lang et al., 1999; Lang et al., 2013) and
Grabe (Grabe et al., 2000; Grabe et al., 2001; Grabe et al., 2003) applied this approach in their
research. Overall, it is a sound method of selecting content for social communications, when
readers and other scholars will then have a minimum of questions such as "why did you use this
content in the study?" (Havrylets et al., 2016).

2. Researchers select news reports randomly: from a pool of media messages for a certain
period using a random number generator, they choose the necessary experimental content. This
approach is much less widespread (e.g., Rojkova et al., 2015) and assumes no researcher’s
influence on selecting content. Still, the disadvantage of this selection option is difficulty in taking
into account many (more than 2-3) variables in the analysis of research data.

3. Szabo and Hopkinson (2007) applied the least common approach. The researchers solely
recorded TV news reports on the morning of the experiment day. As we may infer, researchers do
not manipulate content selection in this case. But scholars reach the top novelty of media content
for experiments and, thus, the perceived reality of the content in subjects. However, not all news
items we see today are the same on the experiment day. Some attract a more significant share of
audience attention, others significantly less. How can we explain this? First of all, with the status
of the material: if it is news on a relevant topic, it will attract more audience. This trend is more
relevant when discussing negative news.

What makes negative news so popular? The audience acknowledges that there is too much
violence, disasters, and war in the media but continues to watch content that strikes it. White-
Venables (2012) refers to a news message as a risk signal. Humans, like higher primates, constantly
unconsciously monitor the environment for possible physical danger or threats. Two dimensions
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characterize the magnitude of this risk signal: 1) magnitude of change (before and after the event);
2) relevance of this change for the safety of a person or group of people. These are two "whales"
that hold public interest in the news. Sensational tabloid articles with the absent personal
importance of the event for a particular reader may be of little interest to him. And this will allow
journalists to unleash the potential of the news only in half for this reader. According to White-
Wenables, journalists often manipulate these two dimensions: the degree of change and the
relevance of the event for personal security - to maximize the success of a particular message. They
do this by amplifying and changing accents - frames.

Instead, Landau (2016) argues that there is a certain threshold of relevance in the perception
of news reports. If the news is more relevant than this threshold, then this topic is at its peak; it is
wide open for discussion in society. However, we should bear in mind that the journalist affects
the measurement of relevance minimally or indirectly by creating a specific agenda. Instead, under
the greater control of journalists and gatekeepers is the first dimension - how drastic is the change
of current state, which is the essence of the news.

Our article considers RMR based on the second dimension - relevance.

Journalists and media editors manipulate the threshold of relevance by raising or lowering this
threshold. And at any given time, if the entry is high, few topics about current events and socially
significant issues are at their peak. Accordingly, the specific concentration of relevance for each
message will be higher. Instead, such a threshold may be lower in periods with no drastic changes
or threats, and the number of topics discussed will be higher.

The recipient has a limited ability to process media information, according to the work of Lang
and her LC4MP (Limited Capacity Model of Mediated Message Processing) (Lang, 2000).
According to this approach, there is a certain threshold of perception of media content when the
viewer can remember the messages seen or read. Because to discuss an issue, one should first pay
attention to it and then recollect it, and we assume that the threshold of perception of Lang and the
point of the relevance of Landau may correlate. Scholars should investigate this question with more
focus on experiments in future research.

The perceived reality of a particular media message is its relevance in society. And this context
is the most engaging for us. After all, if the topic is relevant, it is actively discussed in society, and
then the stories about it will be interesting to audiences (e.g., Thomas et al., 2020). Therefore, we
consider such media reports as real.

We should mention that in the vast majority of media effects studies, in fact, consciously or
unconsciously, researchers study the impact of RMR, not those outdated or no longer relevant.

Methods

To monitor messages on the topic of COVID-19, first of all, we found a technological platform
for searching and processing media messages. To this end, we used the online service "Software
product LOOQME (Service for monitoring and analysis of mentions in the media and social media
LOOQME)" (https://looqme.io/uk).

At the first stage of the research organization, it is necessary to form a sample of RMR to
describe a monitoring technique and selection of such messages. Therefore, we focused our
previous study on the peculiarities of the monitoring procedure (Rizun et al., 2020).

The algorithm for forming the RMR sample is as follows: (a) search of all available media
messages on the platform in the news feed, and selecting by specific parameters those that meet
the RMR criteria, (b) analysis of selected RMR by online service, (¢) making up experimental
content sample and its embedding within the experimental settings.

1. Working with the News Feed.

Newsfeed options.

Working with the news feed of the online resource LOOQME involves the organization of
basic search queries and the actual search for media messages for these queries.
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The object of the search (daily and at random) was COVID-19.

Types of Ukrainian media sources: television, radio, news agencies, Internet (see list in Annex
2).

Tags: vaccination, consequences of vaccination, quarantine, pandemic, PCR test, reaction to
the vaccine, and symptoms.

The role of the search object: primary, secondary, episodic. That is any mention of COVID-
19 in the message.

The tone of the messages: negative, positive, neutral. This message attribute was assigned
manually, in particular, by online service experts.

Geography of messages: country, region, city, i.e., all Ukrainian media were covered.

We took into account all available sources and authors.

The news feed allowed scholars to search by famous words (by frequency). Initially, we
included all messages in the news feed, and in the "Popular words" tab, users can view the most
frequent words in the array of these messages and make a selection by one or more frequency
words.

In addition, only original media messages can get into the news feed, i.e., without duplicates
of these messages. However, the system indicates the number of all found messages (with dubbing)
and the percentage of messages by emotional tone and role.

Search procedure.

Preparing for forming an experimental sample that is necessary to track the issue's trend against
the background of the daily number of messages (in terms of online resource - mentions). This
procedure should be performed daily according to the reports prepared by online resource experts
(see Appendix 1 for an example report). Having recorded the trend of COVID-19 theme in the
spatio-temporal continuum of communication (STCC) in the form of stable daily indicators of
media messages on this topic or the growth of these indicators, we checked the level of
actualization of the issue in society (LATS) due to COVID-19 topics in STCC. I.e., for other topics,
we allocate a nine-day observation period, at the end of which the experiment will take place,
provided that the LATS will remain high throughout the period. Such a topic life cycle (TLC) is
crucial for the organization of the experiment, as there is a chance to capture and select RMR, i.e.,
those messages that will be the focus of the topic (FT). If suddenly TLC experiences a drop in FT
during the forecast period, which will be the result of underestimation of the LATS, in this case, it
is necessary to suspend the definition of LATS, as obtaining RMR will be at risk. Therefore, it is
essential to observe the tendency of topic development and its TLC and allocate another nine days
to track LATS and postpone the experiment.

We began monitoring TLC for COVID-19 on February 26, 2021, at 6:00 PM (we received the
first report from LOOQME under the agreement right at this time). It was a period when the
lockdown intensified in the country and the world. The Ministry of Health discussed the issue of
vaccination and the first side effects in response to the vaccine. According to the report, the
morning news that AstraZeneca plans to develop a new generation of vaccines by the fall of 2021
actively spread during the day (See Table 1). This news had the largest share of distribution - 16.2%
(41 duplications of the original).
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Table 1. Top 10 news

TOII-10 HoBocTel
3HaYeHHe XapaKTePHCTHKH

#

O 0 N O U e WO =

11

Ha JlyranuiiHe HayaJld BaKIHHAIHIO BOEHHEIX ...

Fitch nogTBepauio pedTHHT YKPaHHLI Ha YPOB...
YV JlyranceKin obnacTi posnoyanacsd BaKIWHAL...

o nikapens €C moyYany NoCTaBIATH pPoOOTIB-I...

B cemu 06nacTsiXx YEpaWHEL BCKODE MOTVT BBEC...

CrenaHoB BCTpeTHIIcH ¢ ocnaMu G7 g obey...

[Manara npencTaBuTeNnel onobpHIa MOOTOTOBI. ..

10 KabmuH miaHupyer npogasate COVID-BaKIHH...

EQEFHE

Dona (%) Oy6mu

16,2
4,7
3,6
2,8
2,4
2,4
2,4
2,4
2,4
1,6
59,3

41

[y
3]

= OO o o o O < W

150

Among the sources with a high monthly audience coverage of 419.9 million (see Table 2), the
largest share was reported by Minister of Health Stepanov, who met with G7 ambassadors to
discuss a joint response to the pandemic, unsatisfactory vaccination rates in the country, the
explosion at the Chernivtsi coronavirus hospital.

Table 2. Top 10 news (by coverage)

TOII-10 Horocrei (ITo oxBaTram)

#

0 N AW N =

3HaYeHHe XapaKTepHCTHKH Oons (%)

Ipousomen B3pkIB B TOpoicKoi GoneHue B Ye... 1,9
CrenaHOB BCTpeTHIICA ¢ TocnaMid G7 nis obey... 1,9
TeMnel BaKIIMHAIIMKA 0T KODOHABUDYCa B cTpaH... 1,9
OCHOBHas BepcHs Tpareluy B YepHoBNax - cam... 1,9
3 noHeninka YepHiBenska o0nacrtes crae "4epso... 1,2
Koponagipyc y Kuegi: 580 HoBux Bunapkis, 111... 1,2
Vipaiui 3H0BY 0Oi e 8 THC ig COV... 1,2
Ha ByKOBHHI YeTBepTHil JeHb QiKCYIOTe HOBi p... 1,2
i 1.2
1,2

Opyrue 85,1

OxBaThl
41990000
41990000
41990000
41990000
27070000
27070000
27070000
27070000
27070000
27070000
1887265450

TLC for COVID-19, generated by reports from the online resource, see Figure 1. The blue
“mention” graph and Table 4 show a steady increase in the audience's interest in the COVID-19 as
a monitoring object. On average, we recorded 1369,8571 mentions on this subject for the specified
period. Standard deviation ¢ = & 403,877, the coefficient of variation is v = 29%, which indicates
the homogeneity of mentions’ data for this period. A sharp decline is observed only on weekends.
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The rise above 1774 indicates the particular importance of the COVID-19 issue in reports during
the day.

Monthly observing the topic and the increasing trend in the number of mentions of the COVID-
19, experimenters observed social processes. However, understanding that the coronavirus issue
will not suddenly disappear from STCC, we chose April 7 and the transition to the following
procedure - LATS inspection. Therefore, a few days before the experiment, it was necessary to
start monitoring the dynamics of the COVID-19 issue, among other day topics. This test began on
March 29, 2021, and lasted until April 4, 2021, nine days before the experiment. The nine-day
period is a relative parameter, subjectively determined by the experimenters. In any case,
intuitively, this can not be less than a week because the decline of the topic, as we see, is related to
the weekend, so the weekly period is part of the TLC.

The observation showed a significant predominance of COVID-19 in the STCC (See Table 3)
- 75.2% belonged to this topic, among others. To characterize the LATS, we use the coefficient
(c.L.), which we determine by the formula, where wmmc - the weight of media messages
coefficient (the ratio of the COVID-19 to other topics in all messages), and twc - the topic weight
coefficient for the topic (the ratio of messages per COVID-19 topic to all messages):

c.L.=twc X wmmc
We interpreted c.L. in our previous article (Rizun et al., 2020, p. 15).

Table 3. Topic map

Topic Number of Mentions Share in
the array,
%
29. 30. 31. 01. 02. 03. 04. 05. 06.
Total
03 03 03 04 04 04 04 04 04
Politics 2485 343 359 371 300 287 254 225 178 168 14,14
Economy 1048 120 126 133 130 126 110 105 100 98 5,97
Defense 736 9% 102 99 87 80 67 71 66 68 4,19
Education 88 8 14 21 10 7 6 9 6 7 05
CovID-19 13213 | 1657 | 2000 | 1987 | 1564 | 1723 | 1132 753 1276 | 121 75,2
Total 17570 | 2224 | 2601 | 2611 | 2081 | 2223 | 1569 | 1163 | 1626 | 1462 100
cL. 01504 | 0,149 | 0,1537 | 0,1522 | 0,495 | 0,155 | 0,1442 | 0,129 | 0,1569 | 0,1533

We consider pertinent ¢.L.. = 0.15 for this study because the media daily saturated 75% of the
discourse with COVID-19, which is an essential indicator for understanding that society in absolute
terms was 75 percent immersed in the topic. The basic argument for this decision was the fact that
according to Diagram (Figure 1) and Table 4, 31.03 subtopics for the COVID-19 had the highest
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MYV (media visibility) index for all TLC: “Media Visibility Index is an indicator of visibility... in
media and quality of content media field mentions. For the calculation, we take into account the
parameters of the publication (role of mention, tone) and the source (type and level of media)”
(http://help.loogme.io/ru/articles/3331542-%D1%89%D0%BE-%D1%82%D0%B0%D0%BA %
D0%B5-%D1%96%D0%BD%D0%B4%D0%B5%D0%BA%D1%81-%D0%BF%D0%BE%D0
%BC%D1%96%D1%82%D0%BD%D0%BE%D1%81%D1%82%D1%96-%D0%B2-%D0%B7
%D0%BC%D1%96-mv). It was calculated with the formula:

MV =MV1 +MV2 + MV3 +... MVn

It is also worth noting that according to the scale of topic relevance (see Table 12), the indicator
of c.L. 0.15 for five-topic samples is quite acceptable.

Reports on COVID-19 from March 29 to April 6 were in the focus of high media attention
(see Table 3), i.e., FT (we define FT as the ratio of messages on the topic to other messages during
the day in one media (Rizun et al., 2020, p.15)). The topic in focus means that in all daily issues,
this topic is one hundred percent in this media, i.e., the maximum FT is 100%. Thus, there was
every reason to proceed to the selection of RMR.

Overall, RMR selection cannot only occur during the LATS inspection period. The procedure
for determining c.L. is more precise when it is necessary to confirm researchers' forecast that the
flow of media messages on a given topic is significant, dynamic, and growing, essential for the
daily media agenda. From the news feed, scholars can select those messages that appeared during
the media monitoring period, i.e., from February 26 to April 6, and the number of mentions is
within the standard deviation of mentions ¢ =+ 403,877, i.e., within 966 - 1774. It means that all
COVID-19 messages are RMR if they exist within the standard deviation of references. Messages
beyond 1774, well "embedded" in the audience's minds, were the focus of its attention but with
particular connotations. Because the media space that day was for some reason overwhelmed with
"coronavirus" messages, for which there were probably essential grounds.

Thus, we selected 11 RMR from a vast pool of reports (see Annex 3). All of them are from
within the standard deviation, except for RMR 1 (1987 as of March 31) and 11 (1847 as of March
16). These RMR are salient with a negative tone since we focused on the messages with a negative
connotation. Nevertheless, messages are primarily high on average for their source (see Table 5).

TLC for COVID-19. Xaverage = 1369,8671; o = + 403,877; u =29%
2000

1500

1000

-500

B MV B mentions

Figure 1. The topic life cycle for COVID-19.
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Table 4. The topic life cycle for COVID-19

Date Mentions Coefficient of media
visibility (MV)
27.Feb 1064 759,96875
28.Feb 791 435
01 .Mar 1085 205,3125
02.Mar 1507 407,5
03 Mar 1578 590,5625
04 .Mar 1572 411,09375
05 .Mar 1630 907
06 .Mar 1121 682,4375
07 Mar 609 275,6875
08.Mar 781 345,375
09 Mar 1326 483,5625
10.Mar 1288 467,03125
11.Mar 1610 -195,15625
12 Mar 1432 -57,4375
13 Mar 856 44925
14 Mar 604 445,875
15 .Mar 1373 -559,5
16 .Mar 1847 293,65625
17 Mar 1684 339,96875
18 .Mar 1591 133,21875
19 .Mar 1907 395,15625
20.Mar 1098 684,625
21.Mar 663 143,9375
22 Mar 1593 -474,59375
23 Mar 1940 -356,25
24 Mar 1763 335,625
25.Mar 1770 941,71875
26.Mar 1770 1123,5625
27 Mar 1051 711,625
28 .Mar 610 273,1875
29 Mar 1657 545,1875
30.Mar 2000 691,84375
31.Mar 1987 1120,5625
01.Apr 1564 967,65625
02.Apr 1723 91,5
03.Apr 1132 829,625
04.Apr 753 44271875
05.Apr 1276 310,34375
06.Apr 1582 772,28125
07.Apr 1909 554,90625
08.Apr 1617 1135,34375
09.Apr 1599 626,75
10.Apr 967 647,21875
11.Apr 693 442,0625
12.Apr 1255 786,84375
13.Apr 1296 827,09375
14.Apr 1520 923,84375
15.Apr 1520 1039,375
16.Apr 1559 1034,75
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Table 5. News viewing on average for each source on the release date

: Number RMR
. Number of views for| .

Number of views for . ) . |{original and
RMR an article in this ) )

each source duplicates) in a

source
day

10 15098 37992 31
11 15098 176227 7
4 5879 5457 31
7 3562 7626 22
9 2848 2
3 780 31
5 687 16
3 643 3
2 631
6 334 22
1 316 10

What are the final criteria for selecting these eleven RMR from the content pool? To answer
this question, consider the following sampling procedure for experimental RMR.
2. Analysis of the selected RMR using the online service LOOQME.
The LOOQME online resource, in addition to the news feed, has an Analytics function. Thus,
we processed messages according to specific parameters and visualized the analysis results.
How to select from 41674 RMR those 11 which potentially can get to the experimental sample?
Every experimenter wants to find a selection procedure that would involve using unambiguous
parameters to organize such selection. First of all, from the whole array of RMR, we selected those
with a negative tone and ranked them according to the audience (Fig. 2).
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Figure 2. RMR with negative tone (27.02 — 6.04.2021)
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(ﬁiﬁi;/\ 15.3.2021 0716 © WuTepdake-Yepanua

Higepnakom NPHIMHATE BUKODUCTaHHA BaKLWHW
AstraZeneca 4o 28 Gepesda

130 8310

Yy 23.3.2021 2234 O WuTepdarc-Yupanua
KapaHTuH B HuaepnaHaax Nnpoaied Ha MecL,
03 @ 9670

3 11.3.2021 1215 @ Yepundopm

B MBaHO-DPaHKOBCKE TAMENLIE GONEHbIE N0 482 Yaca
#AYT nog COVID-6onsHALER

5 171

The average audience coverage is 76789. Therefore, according to the sample, RMR with the
highest mean coverage were to be included (Table 6), namely:

Table 6. Negative RMR with the highest audience reach for the day (27.02 - 6.04 2021)

27.Feb
01.Mar
02.Mar
03.Mar
04.Mar
05.Mar
10.Mar
11.Mar
12.Mar
15.Mar
16.Mar
17.Mar
18.Mar
19.Mar
21.Mar
22 .Mar
23.Mar
29.Mar
30.Mar
02.Apr
06.Apr

Date Audience reach

80470
82658
107545
86177
90856
91085
84820
121083
89479
149827
110288
112060
99950
78690
110268
106106
127993
105420
79598
85789
79479

As a result, 21 RMR could be included in the sample according to the parameter of negative

tone.
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Since media reports were monitored by several tags for the COVID-19, it is logical to look at
the daily distribution of tags by frequency (Figure 3 and Figure 4).

Teru

Cyma -~ Bakumnauin - MNangemia - Kapantun

Typuam — MNP tect () Peakuia Ha BaKUMHY Ta CUMNTOMM

250)- Hacnigxku sakumHauil

2,000 4

1,500

1,000

928

Figure 3. Daily distribution of tags (27.02 - 06.04 2021)

Teru - Tabnuus

# (%)
1 BaxkumHauina 408
2 Maxnpgemin 245
3 KapaHTtuH 226
4 Typusm 7.0
5 IIP TecT 3.6
6 Peakuifs Ha BaKUMWHY T2 CUMITTOMM 1.3
7 Hacnigku BakuMHaLl 0.3

Figure 4. The overall distribution of tags (27.02 - 06.04 2021)
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Most news reports, almost 41%, are covered by the tag "vaccination" during the monitoring
period. For the researcher, this parameter allows making a decision: to include RMR with the tag
"vaccination" in the experimental sample.
The daily tag distribution looks like this with an average report rate of 578.32 (see Table 7):

Table 7. Daily distribution of the tag "vaccination" (27.02 - 06.04 2021)

Date Number of news
reports
01.Mar 797
02.Mar 91
03.Mar 7]
04.Mar 835
05.Mar 850
06.Mar 605
07.Mar 1y
12.Mar 643
15.Mar 928
16.Mar 845
19.Mar 740
22 Mar 795
25.Mar 816
29.Mar 839
31.Mar 594
06.Apr 582

As a result, 16 RMR could be included in the sample according to the parameter tag
"vaccination". Thus, according to two parameters, we reduced the list of RMR to 12. I.e., RMR
should be negative with the highest coverage and include the tag "vaccination". Highlighted with
gray, Table 7 shows the dates corresponding to the two parameters.

However, there is another parameter that we can and should use for the selection of RMR - the
role of monitoring subject - COVID-19 in the structure of media reports: primary, secondary,
episodic.

With the leading role - the message is entirely about the topic (object) COVID-19. Therefore,
it is logical to consider the RMR as the central role of the object. Figure 5 shows the result of the
analysis of the negative tone filters for the tag "vaccination".
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pPOnb HEraTuB BaKLUMWHaLia

Cyma lonoena Enizognuna Apyropagxa

Figure 5. Daily distribution of messages by COVID-19 search object role

As a result of applying three parameters for selecting the content of RMR, we received the list
of RMR consisting first of 7 items (data without gray selection), but then the final list contained
11 RMR. We added four more RMR (gray highlight) with below-average coverage for March 25
and March 31 since it was still essential to include RMR with the tag "vaccination" and the primary
role of the search object ™ April 2 RMR with high audience coverage. However, the latter text
belongs to the lower than average messages with the tag "vaccination" and the leading role of the
search object.

Table 8. The list of RMR consisting of 7 items

Date Number of RMR

15.Mar
16.Mar
22.Mar
25.Mar
29.Mar
31.Mar
02.Apr

Rrr[N]w]Rr]N

As aresult, we had a list of 11 RMR (see Annex 3).
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Results

We completed the selection of the RMR on April 2. Still, the monitoring of the TLC continued
until April 6, the day before the experiment (monitoring took place after that until April 16). This
procedure for monitoring online news reports was necessary to monitor the dynamics of topic
development and to understand the fact that on the day of the experiment the same indicators were
kept as the topic had before the measurement of LATS (see Figure 1. blue graph "mention", and
Table 4). L.e., on the day of the experiment RMR must not lose perceived "reality". Otherwise,
researchers risk distorting the results of the experiment. Hypothetically, if it so happened that
suddenly from April 3, TLC started to change sharply, i.e., the schedule would record a sharp drop
in mentions, it would be necessary to move back to c.L. and FT measurements. In this case, we
should have perhaps postponed the experiment or canceled it because RMR would lose their "real"
status. Such situations concerning a sharp break in TLC are quite possible if it was a question of
any local event, not so significant for a society: two-three days discussed - and forgotten! However,
with the topic of COVID-19, such predictions are unrealistic because the worldwide pandemic will
remain in the durable discourse; it cannot disappear from the STCC suddenly and have signs of
"postCOVID syndrome" or something like social anxiety syndrome or social anxiety disorder.

Monitoring reports after April 2 showed the stability of COVID-19.

As part of the preparation of the RMR sample for the experiment, we conducted a pre-
experimental "examination" of the RMR with the participation of subjects from the control group
of the investigation, i.e., young people. These "experts" did not take part in the experiment.

21 respondents, selected from the control group of subjects, examined 11 RMR. Everyone
among so-called experts accidentally fell into this group: someone could not participate further in
the experiment due to lack of a webcam; someone abandoned the experiment; two were unable to
complete the survey due to quarantine restrictions but were eager to be "useful" to the case.
However, all subjects, except two, ID_ XXXCE and ID_YYYCE, approximately two weeks before
the experiment (from 23 to March 25) underwent an incoming, "recruiting" questionnaire to
determine the types (portraits) of respondents in the categories of "attitude to the pandemic", "for
media activity"," features of media consumption"," attitude to pandemic coverage in the media".
Table 9 below presents the social portraits (types) of experts.
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Table 9. Expert group

Types
i i Situational
respondent Attitude to Media Media W Feaemic
the 5z consumptio i Test
. activity the media
pandemic n
ID 149CE | situationist active skeptic optimist
ID 129CE calm passive skeptic optimist
ID 153CE | situationist passive skeptic pessimist 14
T e || e || e e 15
— panicker active
ID 134CE | situationist active skeptic optimist 16
ID 124CE | situationist active skeptic optimist 18
ID XXXCE - - = . 18
1D 164cE | PO active skeptic optimist 19
= panicker
ID 118CE | situationist micd ns rationalist pessimist 20
= active
ID 146CE ped.ant- active rationalist pessimist 20
= panicker
ID 155CE | situationist active skeptic realist 20
ID 130CE | situationist passive skeptic pessimist 21
ID 145CE cnwa:“m‘c active rationalist realist 22
pedant- ; : ] i
ID 148CE ; passive rationalist pessimist 27
i panicker
ID 132CE | situationist active skeptic optimist 30
ID YYYCE - - - - 33
ID 125CE | situationist active rationalist optimist 34
edium-
ID 161CE | situationist | oo trustful | pessimist 36
- active
ID 156CE | situationist passive rationalist pessimist 37
ID 154CE | situationist active rationalist pessimist 39
ID 139CE | situationist passive skeptic pessimist 39

Note that in percentage terms, the types of experts have the following representation:
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mTypel mType 2 mType 3

Types by categories (k1, k2, k3, k4):
: pedantic-panic type (k1); active (k2); trusting (k3); optimist (k4)
: situationist (k1); passive (k2); rationalist (k3); pessimist (k4)

Type 3: calm (k1); moderately active (k2); skeptic (k3); realist (k4)
Figure 6. Percentage of types in the general group and the expert group

Each type in one of the four categories appears in the expert group not evenly from the total
number of each type, but there is a representation. Type 2 is represented in the expert group more
or less evenly. Another pattern may be more interesting: the dependence of the experimental RMR’
selection on the type of expert.

Before working with RMR, each expert underwent a situational test to assess the level of state
anxiety (Spielberger-Khanin test). Two people (ID_149CE, ID_129CE) had low anxiety levels;
six people (ID_YYYCE, ID 125CE, ID_161CE, ID 156CE, ID_154CE, ID 139CE) had
moderate anxiety. There is no natural relationship between the types and anxiety levels in the group
of experts.

The experts got the task: to read the text and determine on a scale from 0 (does not cause) to 5
(highest level of anxiety), what level of anxiety it could potentially cause to the reader (Annex 3).

Work with texts took place through Google form. The rating from the most alarming to the
least alarming RMR (by the most significant number of votes) is as follows:

Table 10. Rating RMR

RMR (according The tiypocheiued o
o AnDer ) anxiety level for Votes, %
the readers
6 5 38,1
4 4 28,6
8 4 33,3
11 4 33,3
3 3 28,6
9 3 38,1
10 3 38,1
7 2-3 23,8
1 2 38,1
2 2 33,3
5 2 47,6
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Table 11. Characteristics of experts who selected experimental RMR

Wiack 1 ok 1 lack 3
[Ty AT RME [EME ROR s ron RvR [ [RME [RME [ [RMR [RR RMR [Radz. [T RME RME Jroag [z
0 4 7 0 0 m m 3 i 7 0 5 m m 3 To o 0 B Tio T
CREES D610 o te1ce [ v s En | sute sure | |
TCE_|0_1860GE io_5cE_[ma [ n i E rp
TB4CE_|ID_164CE D feice D_f04CE__|io_iedcE 1A Ln m Lt m [Paso  [paso Paso. paso lpeso
Sance o ace|b dace ©tasce ry s ) m . T
ra o |p_mece |p_mcE R ATy 7 o m m 0 w0 s Jweo s |  Jew  |wm
X D_1z3ce  [D1mcE vy i) ix £ I
ID_155CE iD_185CE |i0_isscE m s LA SR [ Js= =
o 1488 © 1ucE io_teacE Iy m Ln Fesr FiRe =0
b isice D tsice [ [ £ sam
_tesce [rin mis0
b_vrvee in_vrvee A o
o mce |0 1moce = m e e
GRS oa £
[o_132cE i0_132cE [0 133cE Mo | CT T 3450 | 3450 5450
CRa T T S w0
OOUGE |10 J00E m L = =
0 134cE L w50
io_t53cE m B3
s L R R T
[comenan toomman ! ccmmanor
o pou s, [rm s, [0
RURLE, 11} R 1) [ 0T [ AR sy
[EVYETY [ETTETY [Ty

Abbreviations and designations:

Block 1 - experts who gave the highest level of reader anxiety for each RMR.

Block 2 - level of anxiety of the expert on the state anxiety test: TLA - too low level of anxiety
(<12); LA - low level; MA - moderate level.

Block 3 - types (see also Table 8): SMTP (situationist, moderately active, trusting,
pessimistic); SPRP (situationist, passive, rationalist, pessimist); PASO (pedant-panicker, active,
skeptic, optimist); PARP (pedant-panicker, active, rationalist, pessimist); SASO (situationist,
active, skeptic, optimist); SPSO (situationist, passive, skeptic, optimist); SASR (situationist, active,
skeptic, realist); PPRP (pedant-panicker, passive, rationalist, pessimist); SARP (situationist, active,
rationalist, pessimist); SPSP (situationist, passive, skeptic, pessimist); SARO (situationist, active,
rationalist, optimist).

Discussion of results

Analysis of the scientific literature on the status of media messages showed, on the one hand,
the interest of researchers in the functional nature of media messages (they may be differently
involved in the communication situation, have different attitudes to the speech situation). Secondly,
researchers do not focus on distinguishing, in our terminology - real and "obsolete", those that at
the time of perception are not relevant in a given time and space, messages. Instead, we draw on
the fact that messages concerning the audience and its impact are very "sensitive" to their status:
one thing, media messages on a topic that is relevant, important, understandable to society. But, on
the other hand, messages on a topic that is on the periphery of the audience's interest are not relevant
- the impact of these two types of messages will be significantly different. The authors of this
article, neither here nor in their study on the latent stressful effects of RMR on social groups, do
not yet aim to prove this difference in impact experimentally. Still, such a study is reasonably
possible and vital. But this hypothetical postulate of research is methodologically decisive because
it directs and organizes our scientific work. Of course, suppose it suddenly becomes clear that there
is no fundamental difference between the impact of media report when such message is relevant at
one time and irrelevant at another time. In that case, it will not devalue the results of media effects
research, but this will only make our methodological caution in using special RMR selection
procedures superfluous. But, given the experience of other researchers (Reeves et al., 2016;
Thomas et al., 2020), it is not redundant to assume that there is a difference in perceiving two
different messages, one of which is on the wave of interest from the audience and another is not in
the spotlight.

We emphasize that a powerful monitoring resource, such as the LOOQME online service, has
a vast potential to be used to search and analyze media content. However, the technological
resource itself is only a platform. In any case, such resources are not focused on the automatic

© 2022 AKTyanbHi NUTaHHS MacoBOi KOMYHikaLil
82



ISSN 2312-5160

online ISSN 2786-4502

search for RMR because they "do not see" them since it is not just a search by the current date but

a selection of media content by topic relevant to that date. In addition, a subject may be proper on

a specific date but not on the following day. Therefore, the task of the experimenters is to monitor

TLC to make sure that on the day of the experiment, this topic will still be alive, and media
messages will not lose their importance.

We substantiated the proposed selection method for RMR in the experiment, and at this point,
it is a proven methodological procedure, which requires verification in further research.

Working with the daily reports of the online service LOOQME, or similar monitoring services,
is not a mandatory procedure: you can make an initial selection of messages on the topic, but the
system’s reports save time. However, in any case, what should you pay attention to in the first
place? Is it the number of duplicates (distributions, mentions) of the news or, say, the average
monthly audience of the source? However, the number of duplicates, in this case, 41 (see Table 1,
Table 2, Figure 7), provides a more optimistic interpretation of reaching a potentially large
audience, and most importantly - this figure, and even in comparison with the share of the message
among the array of others (in this case 16.2%) - indicates the relevance of the news. At the same
time, the average monthly audience of Interfax-Ukraine is only 1,790,000, and according to Table
2, among others is a petite figure for a source, this message did not get among the sources with a
large audience. However, a large average monthly audience does not mean that all 41-42 million
will read the news, which does not warrant the topic's relevance.

202. AstraZeneca nnaHupyet paspaboTaTh HOBOE NOKOMEHWE BaKLMHbI K OCEHM TeKylero roaa(41]

COVID-19 (BubpaHi axepena) - 3nusoamueckan | MHTepdake-YepauHa | TOM-100 | 1790000 | 27.02.2021
| 08:08 | Oxgar: 279 | BakumHauia | https://interfax.com.ua/news/general/726794.html

COBMECTHO ¢ OKchHOPACKMM YHUBEPCUTETOM HAMEPEHbI K ocehm TEKYLLEero roja co3faTh HOBOE
NOKONeHWe BaKLWHbI, KOTOPasA NO3BONWUT BOPOTLCA C HOBLIMM BapHUaHTaMM , coobmn
MCMOAHNTENBHBIA AUperTop 6pUTaHCKOro oTaeneHua Komnanum Mene Manranoc Ha TenedpoHHOM
BpuduHre. "Mbl o4eHb XOTUM NoNpoboBaTe cAENaTh 4TO-TO K OCEHM,

Figure 7. Excerpt from the report of the online service

A mandatory procedure for determining the popularity of a topic is to monitor it, among other
issues (see Table 3). However, it is more difficult to establish a topic's relevance by other formal
means than to determine the percentage of a topic in a system of topics produced by different
sources over some time. So, what is the percentage limit of relevance/irrelevance in formal terms?
Rizun and colleagues (2020) address this question by defining c.L. based on the material of 32
television news programs, which comprised various messages, including those about COVID-19.
Based on these actual TV newscasts, we proposed a model that included the following options: 10
newscasts - out of 32 issues, one COVID-19 report in each. Overall, we analyzed 320 news stories
covering ten topics, one of which is COVID-19 for 32 messages. Each of the options includes one
of 32 messages about COVID-19. Data for c.L. is in Table 12.
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Table 12. Working (model) Table of limits of the relevance of the topic (max. ten topics, min.
32 messages, and issues, max. 320 messages and issues), unit of measurement - c.L. (coefficient
of the level of actualization of the topic COVID-19 in society)

WC - weight coefficient.

The boundaries of relevance are highlighted with gray, and it is a scale of topic relevance. We
should remember that the scale of relevance for issues with different topics is diverse. Thus, for
issues on two topics, the scale is from 0.25 to 0.45; for issues on ten topics - from 0.05 to 0.09
depending on the number of messages in the issues.

This model table formed the basis of the Table of limits of the relevance of topics (Table 12),
where N can be understood from one to many messages, issues, publications, programs, etc., on a
given topic.

Table 13. Table of boundaries and scale of the relevance of topics (max. ten topics), unit of
measurement - c.L. (coefficient of the level of actualization of the topic in society)
(https://www.researchgate.net/publication/353807477_Scale_of relevance of topics)

The next step after determining the period when one identifies the analyzed topic COVID-19
as relevant, which is at the peak of the audience's attention, is the transition to the selection of RMR
in the experimental unit. We used, in particular, the tools of the online service LOOQME. The
procedure described above provided one thing - to find the selection parameters.

According to the final experimental sample, the researchers included the following RMR based
on expert decisions:

1. RMR 6, the experts (38.1%) suggested the highest level of reader anxiety.

2. RMR 4 and RMR 11, with a lower level of reader anxiety, but experts primarily ignored
RMR 8 since the selection of RMR4 and 11 involved the most significant total number of experts
- 83.33% and 71.42%, respectively, and for RMR 8 - only 42.85% (see Table 10). In addition,
according to the situational test, five experts each had a low level of anxiety before the task. Only
four experts with a low level of anxiety, including one expert with a shallow level, selected RMR
4,8, 11.

3. We included RMR 9 in the experimental sample with the average level of predicted reader
anxiety, which had RMR 3, 7, 10. The choice focused on RMR 9 and 10, which in assessing the
level of reader anxiety is characterized by the most extensive participation of experts - 38.1%,
against the background of RMR 3 and 7 (see Tables 9, 10). However, the researchers focused on
RMR 9 because this RMR selected the “core” of experts by 87.5% and the expert groups for RMR
3, 7, and 10, while for RMR 10, it was only 62.5%.

4. AsRMR 1, 2, 5 had a low predicted level of anxiety for readers (see Table 9), the researchers
proposed another RMR number 2 (see Annex 3), which was not subject to examination, but,
according to the researchers, had a very high level of reader anxiety. Thus, the sample included a
replaced RMR 2.

5. Annex 4 presents all five RMR included in the experimental sample as of April 7,2021. The
researchers arranged them from the lowest predicted reader anxiety to the highest. Then, on April
7, 2021, we conducted an experiment.

6. From Table 10 (Block 3), we can conclude that the most active type of expert (25.58%) in
assessing the RMR in terms of the highest reader anxiety (within the scale of 3-5) was the type of
SASO - situationist concerning the pandemic, active in media activity, skeptical in assessing the
impact of the media (features of media consumption) and optimistic about the coverage of the
pandemic in the media. At the same time, PASO - 11.62%, PARP and SPSP - 9, 3%; SSDP, SPRP,
SPSO, SASR, PPRP - 6.97%, SARP, SARO - 4.65%.
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Conclusions

The proposed procedures for selecting media content about COVID-19 for an experiment to
study the latent stressful effects of RMR on the audience belonging to different social groups
should be considered a search for methods of selecting media messages for content to form an
experimental sample. The presented technique should be tested and universal in procedures for use
in such experiments.

This method of selecting RMR includes theoretical rationale of the concept RMR; broad
thematic selection of RMR with the help of media monitoring systems (online services); formation
of an experimental sample of RMR with the use of parameters and selection criteria; additional
procedure for rating the selected RMR according to a specific criterion with the participation of
experts.
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AHOTALIA
Penensis Ha nucepramiro Kopooko B. I. «TeneBiziiiHa TOKyMEHTATICTHKA K €KPAHHE BUIOBHUIIIC)
Ha 3700yTTsl HAYKOBOTO CTYIEHs JIokTopa (inocodii, 3axumeny B KuiBcbkoMy HallioHaJbHOMY
yHiBepcureTi imeHi Tapaca llleBuenka.
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Ionii y ceiti Ta Ykpaini, TpaHchopMamiliHi MPOIECH B CY9aCHOMY CYCHIJIIBCTBI 3yMOBHIIN
3MiHH B ycix cdepax #oro XuTTsa. CTBOpEHHS SIKICHOI TeNeBi3iHHOI NJOKYMEHTATICTUKH HE €
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BUHITKOM. IcHye HaranpHa norpeba B MeAiHHIHM npoayKuii, cipssMOBaHii Ha 3a0e3Me4eHHs BUCO-
KOT'0 PiBHS OCBIUEHOCTI Ta 0013HAHOCTI rpoMajsiH YKpaiHy, i3 UM Oe3nocepeiHbo 10B’s13aHa iH-
(dopmariiiina Oe3neka Haroi JeprkaBy.

OCKiTbKY HassBHA CUCTEMA MIATOTOBKH M PO3MOBCIOKEHHS TENEBi3iHOI JOKYMEHTaIiCTUKN
HE 33JI0BOJIFHSE ITOBHOIO MipOI0 IOTPEO CHOTOACHHS SIK 3 MOTIIANY IISJadiB, TaK i 3 MOTIISALY Me-
IHAKIB, a 16 3yMOBIIIOE 3MiHH BUMOT SIK JI0 3MICTY, TaK i 10 IPUHIUIIB ii CTBOPEHHS, CTIOHYKA€E
JI0 TIOIIYKY HOBHX MOJZEJEH Ta XaHPiB, - MOJKHA KOHCTATyBaTH BTN BHOIp aBTOPKOIO TEMHU
pobotwu.

Ha croroxni € morpeba B po3poOJieHHI TEOPETHYHHUX Ta HAYKOBO-METOIMYHUX IOJ0XKEHB
111010 CTBOPEHHSI JIOKYMEHTAJILHOT'O TEJIEKOHTEHTY. He3Baxkarouu Ha HasiBHI HaIIPalOBaHHS 1010
cneuudiky JOKyMEHTaIbHOTO KiHO ISl BEJIMKOTO €KpaHy Ta TeineOayeHHsl, MoTpedye BUPILIeHHS
npobaema (HOpMyBaHHS MiAIPYHTS I PO3BUTKY TEJICBI3iMHOT OKyMeHTanicTuku. HeoOXinHICTh
3a0e3neueHHs] TEOPETUYHNX, METOJMYHHX 1 MPUKIAJHUX JOCITIKEHb, 110 CTBOPIOIOThH IEpey-
MOBH JUIsl TIOIAJIBIIOTO PO3BUTKY TEJEBI31HHOT JOKYMEHTAIIICTUKH Y CBIiTI 3arajoM Ta YKpaiHi 30-
KpeMa, HayKOBO-TEOpPETHYHA Ta MPaKTUYHA 3HAYYLIICTh OKPECICHUX MUTaHb CBI4aTh PO aKTya-
TBHICTE Temu auceprainii Kopooko Beponiku Iropisam.

OOTpyHTOBaHICTh HAYKOBHX IMOJIOKCHb, BUCHOBKIB 1 peKOMeHIaIii, chopMyITsOBaHUX Y IH-
ceprarlii, 3a0e31euyeThcst KOPEKTHICTIO 3IICHEHOTr0 HayKOBOTO aHaNi3y. MeTofoiorigyHe miarpy-
HTS TOCIIDKCHHS TEJEBi3iiHOT JOKYMEHTANIICTHKH CTAaHOBUTH CHCTeMHHU miaxia. L{ro cucremy
PO3TIITHYTO 13 3aJy4eHHAM KOMIUIEKCHOTO aHaNli3y HAyKOBO-TEOPETHYHMX Ta KOHIENTYAIbHHX
MOJIOXKEHb, MOHATTEBO-KATErOPiaJIbHOTO anapaTy Ipanb YKpalHChbKHX i 3apyOiKHHUX aBTOPIB 11010
PI3HHX acreKTiB 11 (PyHKIIOHYBaHHS.

Teopernuny 6a3y chopMOBaHO Ha 3acajax MOE€IHAHHSI MDKIHUCIUIUTIHAPHUX B3a€EMO3B’SI3KIB,
PETPEe3eHTOBAaHNX MPAIlIMH 3 Pi3HUX Taly3el TYMaHITapHOTO Ta TEXHIYHOTO AMCKYPCiB: Teopil
KOMYHIKaIlii, KOMyHIKaIlifHUX TEXHOJIOTiH, Teopii Ta icTopii MUCTENTBA, HOBUX Meiii, BUPOOHN-
TBa MeaiakoHTeHTy. ChopMyIp0BaHi HAYKOBI ITOJIOKEHHS, BUCHOBKH Ta peKOMEHIAII{ 100 Te-
JIeBi31MHOT JOKYMEHTAIICTUKH € OOIPYHTOBAaHUMH, OCKIUJIBKH MiATBEPIKYIOThCS HAYKOBUMH (hak-
TamMH Ta iH(OPMAIli€l0, OTPUMaHOIO 3 MOHOTpadiii, HAyKOBHX CTaTel TOILIO, & TaKOX BepUPIKy-
I0ThCS 32 JIOTIOMOT'00 EMITIPUYHOTO MaTepialy 3 BAKOPUCTaHHSIM IIHPOKOI HOBITHBOT JKEPEIbHOT
6a3u (indopmaniiiHi iHTEpHET-pECYPCH, IHTEPHET-BUIAHHS, TEJIETTPOrpaMH HalllOHAJIbHUX TEJIeKa-
HaJIiB, OJIOTH, KOMYHIKalliifHi TPOEKTH TOLIO).

VY nuceprauii Kopooko Beponiku IropiBan «TeneBiziiiHa TOKyMEHTAIICTHKA K €KpaHHE BU-
JTOBHIIIE» BUSBJICHO CIIEIM(iKy TeIeBi3iiHOI JOKyMEHTANICTHKH SK €KpaHHOTO BUIOBHUINA HA OC-
HOBI aHaJII3y TEOPETUYHUX TOCIIKEHb YKPATHCHKIX Ta 3apyOiKHUX ydaeHux (c. 19-92, 188—-189);
BU3HAYECHO Ta CXaPAKTEPU30BAHO TBOPIO-BUPOOHNYI aCIIEKTH MPOILIECY CTBOPEHHS JOKYMEHTAIb-
HOTO TeJeKOHTeHTY (c. 93—133, 189); BHOKpeMIIeHO KaHPH TeNeBi31HHOT JOKYMEHTAIICTHKH i BU-
3HAYCHO OCHOBHI IXHI CTPYKTypHO-(QYHKIiOHAIBbHI ocodmmBocti (c. 134-187, 189-191); 3’sco-
BaHO npodeciiiHi 3aBAaHHS )KypHATiCTa-JOKYMEHTAIICTa B MIPOIECi CTBOPEHHS €KPaHHOTO BUIO-
BUIIA SIK OKPEMOTO JIOKYMEHTaJIBHOTO0 IPOEKTY (c. 93—105, 191); BcTaHOBIEHO piBeHb Mpodeciii-
HOi 0013HAHOCTI CTYJICHTIB CIEIiaIbHOCTI «ayioBi3yallbHe MHUCTELTBO Ta BUPOOHHUIITBOY» IIOMO
OCHOB TeJIeBi311HOI JokyMeHTanticTuky (c. 181-186, 191-192).

OOrpyHTOBaHHI Ta JOCTOBIpHHMI XapakTep OTpUMaHOi iHpopMalii moA0 cTpaTeriyHuX Ha-
NPSIMIB PO3BUTKY KOMYHIKallill Y KOHTEKCTI TBOPYO-BUPOOHUUYMX ACMEKTIB MPOLECY CTBOPEHHS
JIOKyMEHTaJBHOTO TEJIEKOHTEHTY Ta CTPYKTYPHO-(YHKI[IOHAIBHUX OCOOIMBOCTEH JOKYMEHTaIb-
HUX TeJIeKaHPIB SIK OCHOBM €KPaHHOTO BHJIOBHINA TEJIEBI31MHOI TOKYMEHTATICTHKH 3yMOBJICHUH
YMUIMM Ta JOPEYHUM BHKOPHUCTAaHHSAM METOZOJIOTIYHOTO IHCTPYMEHTAPIl0 ISl MAaKCHMaJIBHO TO-
BHOTO BHICBITJICHHS IIPEeIMETa i YBUpa3HEHHS HAyKOBOI KOHIENii (iHOyKIii, JeTyKIIii, y3araib-
HEHHS HayKOBOTO JOCBiAY ¥ TEPMIHOJOTIYHUH aHali3; MOPIBHILHO-ICTOPHYHIA METOM, CHCTe-
MHO-CTPYKTYPHHUH Ta MDKIUCHUTUTIHAPHAHN I IXOAM; METO aHANII3Yy HAYKOBOTO Mi3HAHHS; MOPIB-
HSUIbHUH METOJI; METO/I JIOTIYHOTO 1 CTPATErivyHOro y3araJbHEHHs, aHalli3y i CuHTe3y, Kiacudi-
Kauii). Baanum € 3BepHeHHS 10 COLIOJIOTIYHUX METOIIB (IHTEPB’ IOBaHHS; aHKETYBaHHSI CTYICHTIB)
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Jutst 310paHHs iHpOpMallii B yKpaiHChKUX JIOKYMEHTAJIICTIB-IIPAKTUKIB IIPO TPOLIEC CTBOPCHHS Te-
JIeBI31MHOT0 JOKYMEHTAJIILHOTO MeJIiaTBOPY; 3’ ICYBaHHs PiBHS 0013HAHOCTI CTYICHTIB MEPIIOTo Ta
4eTBEpPTOro KypciB IHCTUTYTY KypHanicTukn KniBCchbKOro HalioHaIBHOTO yHiBepcuTeTy iMeHi Ta-
paca llleBuenka cremiansHocTi 021 «AymioBizyaqbHe MHCTEUTBO i BUPOOHHUIITBOY» IIOZ0 OCHOB
TeNeBi3iHOT TOKYMEHTAJIICTHKH.

Huceptanis B. I. KopoOko cTpykTypoBaHa, CHCTEMAaTH30BaHA Ta MOCTIIOBHA, IO 3yMOBIICHO
00paHNM MiIXO0Z0M 10 BUBYCHHS JPKEpeNbHOI 0a3nu. PoboTa ckilagaeThes 31 BCTYITy, TPHOX PO3Ii-
JIiB, BUCHOBKIB, CIIFICKY BHKOPHCTAaHUX JDKEpell, JoaaTKiB. Po3minm auceprarii B3a€eMOIOB’ s13aHi
Mix co00r0. Bukiiag po3ropTaeThCs BiJl MPOCTEKEHHS B IEPIIOMY PO3IiJi iCTOPUIHOT TeHe3H J0-
KyMEHTaIICTHKH B KIHO Ta Ha Tele0ayeHH1, HAyKOBOIO 0a3010 JUIsl IKOTO CTallH Tpalli YKpaiHCbKHX
Ta 3apyOKHUX HAyKOBIB 1 PAKTUKIB 3 XYPHAIICTUKU Ta MUCTELITBO3HABCTBA, 10 3’sICyBaHHS B
JIPYrOMY PO3JIiTi OCOOIHUBOCTEH CTBOPEHHS CKPAHHOT'O BUIOBUINA B TEJICBI3IHHIN JOKYMEHTAIIC-
THIIl Ha MIEPETHHI KYPHATICTCHKOT 00’ €KTUBHOCTI Ta XyI0XHbBOI iIHTEepIpeTauii peanbHuX (akTiB,
MepETBOPEHHS JKYPHAIICTA Ha JOKYMEHTAJIICTa, 1 JOCIIHKEHHS B TPETHOMY PO3/LJi )KaHPIiB TOKY-
MEHTaJILHOTO MPOJAYKTY Ha TenebaueHHi Ta mpouecy ix tpaHcdopmanii. Koxen po3nin 3aBepury-
€THCSI IPOMDKHUMH BHCHOBKaMH, SIKi KOPEIIOIOTh 3 BUCHOBKAMH 110 POOOTI 3arajoM i mocrasiie-
HUMU 3aBIAHHSIMU. Y 3TOPKEHICTh T2 BMOTHBOBaHICTh YCIX CKIIQIOBHX AOCIIKEHHS HAJa€ aBToOp-
CBKIil KOHIEMNIT iJTiCHOCTI.

[TepexonimBOIO € HAYKOBa HOBU3HA OfepKaHMX pe3yinbraris: B. I. KopoOko, 3acTocyBaBmn
3araJbHOHAYKOBI, TCOPETHYHI i eMITIpUYHI METO/IH TOCII/DKEHHS, BIIEpIIE 3alIPOIIOHYBajla BU3HA-
YEHHsI TeJICBI31HHOI TOKYMEHTAIICTUKH K POPMHU MEIIIHOTO KOHTEHTY, 110 TPAHCIIOETHCS Ha Te-
nebaveHHi, a0 BiToOpa3UTH B 4aci Ta MPOCTOPi MOAIT A PO3IIMPEHHS 3HAHb PO HABKOJHUIIHII
CBIT IIIsIalbKOT aymuTopil, choKycyBaBIIH 1 yBary Ha coliajbHO 3HaYMMIl iH(opMalil 3a nomno-
MOTOI0 XYJOXHIX Ta JOKyMEHTAJIBHUX 3aC00iB 300paKeHHS AIMCHOCTI Ha eKpaHi; BU3HAYMJIA CITi-
JIBHI 03HAKH TEJIEBi31HHOTO TOKYMEHTAIBHOTO (PiTbMY 3 HOBUHHOIO TEJIEKYPHATIICTUKOIO: METO TN
MOHTaXy (KJIMTOBICTB BiJICOPSLY ); ACIIEKTH ONEPAaTOPCHKOi MaCTEPHOCTI (HECTaHAapTHI paKypcH,
nepeBaXkHa OIBIIICTH BEJIMKKX IUIaHIB); PO3IMOBIJIb )KypHATicCTa, 110 0a3yeThCsl HA AKIEHTYBaHHI
«icTopii po repos» 3 BUKOPUCTAHHIM IIPUHOMIB ITyOIIIIIUCTHYHOTO HAPHUCY; BUKOPUCTAHHS XYI0-
JKHIX 3aC001B Y TEKCTOBIH YaCTHHI CIOXKETY; BCTAHOBHJIA, III0 TBOPYO-BUPOOHMUI aCIIEKTH IPOLIECY
CTBOPEHHS TEJICBI31HOTO TOKYMEHTAJILHOTO KOHTEHTY (OCHOBHI €Tany BUPOOHUIITBA JOKYMEHTA-
JIBHOTO TEJIEKOHTEHTY; CTPYKTypa i KOMITO3HLIs TBOPY; (JOpMyBaHHS BiZeopsiay 3a JOMOMOTO0
MOHTaXYy Ta HaKJIaJaHHs 3BYKY; KUIbKICHHH CKJIaJl 3HIMaIBHOI TpynH) Oe3mocepejHb0 3yMOBIICHI
HOTO XKaHPOBOIO (OPMOIO; 3amporoHyBasla Kiacu]ikallito >KaHPiB TENEBI3iHHOI JOKyMeHTaIiC-
TUKHU: TEJEBi3iiiHI JOKyMeHTaNbHI (QinbMu, TeleBi3iiHI HOBUHHI (iHpOpMaIiiiHi) cepianu, TOKy-
MEHTaJbHE BUIOBUINE Mi3HABAIBHOI TEMAaTHKH, JOKyApaMa Ta MOK IOMEHTapi.

Cepen HayKOBHUX 3100yTKIB — yIOCKOHAJICHHS J1e(iHIIIi OCHOBHUX MOHATH TENEBI3IHHOI 110-
KYMEHTAIICTUKH B CHCTEMi KaHPIB TEJIEBi31iHOI KypHAIICTUKH; CIIOCOOIB MIATOTOBKH O HAIH-
CaHHS CIIEHAPII0 JOKYMEHTAJIBFHOTO TENEeBI3iHHOTO MPOEKTY Ha eTari nepeAnpoaakmay. Ha cxBa-
JICHHSI 3aCIIyTOBYE TaK0)X BU3HAUCHHS JOCIIITHUIICIO XapaKTEPHUX PUC TEJEBi31HHOI TOKyMeHTa-
JICTUKY B YKpaTHCHKIN Ta 3apyOixkHIl Haylli; 0COOJMBOCTEH POOOTH aBTOPIB TOKYMEHTAJIbHUX Te-
nediapMiB Ha KOXKHOMY €Tarli TeJleBi3iiHOro BUpOOHHIITBA.

[TpakTH4yHe 3HaYESHHS O/IEPXKAHUX PE3yJIbTATIB OUEBHHE: BOHU MOXKYTh OYTH KOPUCHUMH SIK
JUIsl ONITUMI3YBaHHSI PO3BHUTKY TEJIEBI31MHOI TIOKYMEHTAIICTUKH, ITOJAJIBIINX JOCITI/HKEHb Y Tary3i
TEJIEBUPOOHMIITBA, TaK 1 B HAaBYaIbHOMY Tporieci B 3BO miz yac miaroToBKy CTyACHTIB CIIeIiallb-
Hocti 061 «Xypramictuka» Ta 021 «AymioBi3yanbHe MUCTENTBO Ta BUPOOHUIITBOY». MOXKHA TTe-
pendaduTh, MO MaTepialid JOCTIHKEHHS B UIOMY MOXYTh OyTH BUKOPHCTaHiI BHPOOHUKAMH Te-
JIeBi31HHOT JOKyMEHTAIBEHOT TPOAYKIIiL.

JIucKyciitHi ToI0KeHHS Ta 3ayBaskeHHS MO0 3MICTy auceprartii. [liqkpecaroroun BaroMicTh
MIPOBEJICHOTO JIOCTI/KEHHS, TOTPiOHO BUCIOBUTH HU3KY 3ayBaXKCHb Ta M100aKaHb, 1[0 MAIOTh pe-
KOMCH/IAIIIHUH XapaKTep.
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1. 3n00yBauka 3a pe3yJbTaTaMH CBOTO JIOCHIPKCHHSI POOUTh BasKJIMBI BUCHOBKH IIOJIO TIPO-
Llecy CTBOPEHHS Ta )KaHPOBOI CUCTEMHM TEJEBi31HHOI JOKYMEHTAJICTUKN B Cy4acHHX yMOBax. Y
Ha3Bi aqucepranii, popMmymoBaHHi 1 00’€kTa Ta NpeaMeTa HE BKa3aHO, 11eThCs PO YKpaiHy 4u
yBech CBiT. BomHO4Wac oOrpyHTYBaHHS XPOHOJOTIYHMX MEX IOB’SA3aHO 3 MOMAIAMH B YKpaiHi.
OT1xe, moTpedye yrouneHHs: oxepskaHi B. I. KopoOko pe3ymnbraTs CTOCYIOTBCS YKPaTHCHKHX pea-
it uu cBiTOBHX?

2. Higpo3min 1.1 «[loHATTEBHH amapat HOCTiKEHHS TENEBI3IHHOI JOKYMEHTATICTHKI Mic-
TUTH BU3HAYCHHS TaKUX TEPMIiHIB, K: «eKpaHHA JOKYMEHTATICTHKa» (c. 24), «BumoBHIIe» (c. 25),
«mosBa i3 opHoro/i3 3TM» (c. 27), «ckietoBaHHI (C. 28), «mmTOpKa/BUTICHEHH» (C. 28), «1ud-
poBuii Bigeoedekt (c. 28) tommo. [linposain 1.2 «TenepiziliHa TOKyMEHTaJIICTHKA 1 TeJIeXypHa-
JICTUKA: CBOEPIIHICTh MOHATH» NPUCBIYCHUI BU3HAYEHHIO TIOHATH «TeJIEBi3iiiHA JOKyMEeHTaic-
THKa» Ta «TejlexypHaiicTukay (c. 32-53). Bunaerbcs qUCKYCIHHOIO JOLIIBHICTD PO3IIISAY IBOX
KJIFOYOBUX TEPMIHIB TUcepTallii B OKPEMOMY ITiAPO3IiIi.

3. OnHUM 3 HayKOBHX 3M00YTKIB, 110 BUHECEHO HA 3aXHUCT, € «BU3HAYCHHS TEJIEBI31HHOT J0-
KyMEHTaIICTHKH SIK (POPMH MEIIHHOTO KOHTEHTY, IO TPAHCIIIOEThCS Ha TejlebadeHHi, abu Bimo-
OpasuTH B Yaci Ta MpOCTOpi MOAIi U1 PO3MIUPEHHS 3HAHb NP0 HABKOJHIIHIHM CBIT TIIAaIBKOT ay-
IUTOPii, cokycyBaBIIH 11 yBary Ha COLiaTbHO 3HAUMMIH 1H(pOpMAIIiT 32 JOMOMOTOFO XYIOXKHIX Ta
JIOKYMEHTaJbHHUX 3ac00iB 300paXkeHHs MIMCHOCTI Ha ekpaHi» (c. 17, 52-53, 92, 188). BogHouac
Ha c. 47 B. 1. Kopo0Oko 3a3nauae: «[pyHTYIOUKMCH Ha IPOAHAIII30BAHHX BHILIE TIOJISIAX HAYKOBIIIB,
MH Ja€MO TaKe BU3HAYCHHS TEJNEeBI3iHHIN JOKYMEHTAICTHIIL: [Ie OJUH 3 TPOSBIB XYA0KHBO-ITyO-
JIIHUCTUYHOTO MUCJIEHHS Y ()OPMi €KpaHHOT'O BHJOBUILA, 3aB/ASKHU SIKOMY BiOyBaeThcs iHpoOpMy-
BaHHJ TJIAJa4iB Ta PO3MOBCIOKEHHS iH(pOpMaIIii 32 TOTOMOTOI0 XYJ0XKHIX 3aC00iB BUPaKEHHS
pobJieM CydacHOTO CBiTy, TOOTO BOHa MOXe CO0OI0 pempe3eHTYyBaTH TeNeBi3iiHy mmyOimuc-
TUKy». IlocTae MUTaHHS: K CHiBBITHOCATHCA I1i BU3HAYCHHS?

4. 3nmo0yBauka MpoaHai3yBaia Cepil0 TENEBI3iHHUX JOKYMEHTAJIbHHUX MPOEKTIB, SKi BHXO-
JIWITN B YKpaiHCBKOMY TeJeeTepi Ha kaHanmax «latepy, «1+1», «CTh» Ta «Daynay. Jogatku mic-
TATH Jy’Ke IiHHY iH(opMalilo, 30KpemMa iHTepB’I0 3 aBTOPKOIO JOKIpaM Ul TenekaHaimy «1+1»
CBiTJIaHOIO YCEHKO, aBTOPKOIO TEJICBi3iHHOrO HOBHHHOTO WMWKy CIOKeTiB mpo Kwurait s
«TCH. Twxnenb» (tenexanain «1+1») Haranero Spmonoro, HapogHUM apTUCTOM YKpaiHH, KiHOM-
paMaTyprom, KiHOpeXHCEpPOM, KypHaIIICTOM, KiHonpoatocepoM Jleonizom Mysxykom. Y xoxi 10-
CJIIZPKEHHS TIPOBE/ICHO ONMTYBAHHS CTYJCHTIB. besnepeuHo, TyMKH UX eKCIIepTiB Ha/laJlu 3MOTY
3pobutn B. I. KopoOko ob6rpynToBani BucHOBKH. OJHAK, Ha HaNly TyMKY, IHTEpB’IO 3 KEpiBHH-
KaM# MeJiaXOJIINHTIB Ta )XypHaiicTamu iHmuX TenekaHaniB («Iarep», «CThy» ta «Daynay) npu-
KpacwuJio O 1o AucepTalliio i Hagaio 3MOTy OKPECIUTH HAIIPSIMA ITOAAIBII0I pOOOTH 31 CTBOPEHHS
JIOKyMEHTaJIbHOTO TEIEKOHTEHTY.

[Mompwm 1i 3ayBaxeHHs, qucepTramiitia pobota Kopodko Beponiku IropiBau Ha Temy «Temnesi-
3iifHa JOKyMEHTAJIICTHKA K €KpaHHE BHIOBHIIEY» € 3aBEPIICHOIO Mparielo, y sIKiii OTpuMaHoO HOBI
HAYKOBO OOTPYHTOBaHI pe3yJIbTATH, III0 B CYKYITHOCTI BUPILIYIOTH BaYKJINBE 3aBIaHH 010 3 SICY-
BaHHS TBOPYO-BHPOOHHMYMX AaCHEKTIB MPOIECY CTBOPEHHS JOKYMEHTAJIbHOTO TEJIEKOHTEHTY Ta
CTPYKTYPHO-(DYHKI[IOHAIbHUX OCOOJMBOCTEH JOKYMEHTAJIBLHHUX TEJISKAHPIB SIK OCHOBH EKpaH-
HOTO BUJIOBUIIA TEJIEBI3iiHOT okyMeHTamicTuku. OOpaHy TeMy TUCEPTAaLiiHOT poOOTH PO3KPUTO
B TIOBHOMY 00Cs131, pO3B’sI3aHO MOCTABJICHI 3aBJaHHs, TOCATHYTO METY JOCII/DKCHHS, OTPHUMAHO
HOBI HayKOBI Pe3yJIbTaTH, SIKi MAIOTh TEOPETHYHE 3HAUCHHS Ta MIPAaKTHYHY LIHHICTB. J{ucepranis
Ma€ KOHIENTYIbHUI Ta MPUKIAJHIN aCIEeKTH, 10 € XapaKTePHUM JUI HayKOBOi pOOOTH.

* Kopo6ko B. 1. (2020). Tenesisiiina qoKyMeHTaTiCTHKA SIK eKpaHHe BuaoBHIIe. HaykoBo-KOHCYIbTa-
niftanit  neatp KwuiBcbkoro HamioHansHOro yHiBepcureTy iMeHi Tapaca IlleBuenka. chrome-
extension://efaidnbmnnnibpcajpcglclefindmkaj/viewer.html?pdfurl=http%3 A%2F%2Fscc.univ.kiev.ua%2F
upload%2Fiblock%2Ffbb%2Fdis_%25D0%259A%25D0%25BE%25D1%2580%25D0%25BE%25D0%25
B1%25D0%25BA%25D0%25BE_%25D0%2592.%25D0%2586..pdf&clen=1926194&chunk=true
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