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Objectification of Subjectivity: International
Experience in Selection of TV Stimuli
In Mass Media Effect Research

Yurii Havrylets *, Volodymyr Rizun, Sergii Tukaiev, Maksym Khylko

Taras Shevchenko National University of Kyiv, Institute of Journalism,
36/1 Melnykova str., 04119 Kyiv, Ukraine

* Corresponding author’s e-mail address: youri1985@gmail.com
ABSTRACT

The objective of the study was to classify the existing methods of the TV news content selection,
and to assess the advantages and shortcomings of each approach. To achieve this goal, the fol-
lowing tasks have been performed: 1) considering the existing approaches to the selection of the
TV news content, applied in the media effects studies; 2) summarizing and classifying the ap-
proaches used for the selection of the TV news stories for experiments in the media effects stud-
ies; 3) analysing the advantages and disadvantages of each technique of the experimental selec-
tion of the TV news content.

The research was conducted through the use of scientific methods of analysis and synthesis,
induction and deduction, transition from the abstract to the concrete, and document review. Sev-
eral criteria were applied to the selection of the studies to be included in the review of methods of
the TV news materials selection: 1) only those experimental articles and thesis were selected, in
which the TV news was the independent variable, and the reaction of surveyed people was the
dependent variable; 2) the articles and theses should include a clear description of the methods of
the TV news selection.

Results and Conclusions. The TV news content was examined as a basic material for experi-
ments in social communications. Based on the academic publications of the American and Euro-
pean scientists, we elaborated the classification of methods for the media content selection in the
media effects studies. Different approaches to the selection of news material were proposed.
According to the proposed classification, all methods of the media content selection were divided
into the primary methods (pool method) and secondary methods (Self-Assessment Mannequin
test; semantic differential method; R. Likert emotion assessment scale; J.B. Haskins scale for the
good-bad news assessment). The validity and reliability of these techniques was proved by the
studies in the TV news effects.

KEYWORDS: media effects; media stimuli; news story; selection method; experiment.
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O0’ekTHBI3aNIA CY0’EKTUBHOCTI: CBITOBUM 10CBI/
BiI0OOPY TeJI€HOBHHHOI0 MaTepiajay B JOCTIIKEHHIX
MeniaedexTiB

Incmumym orcypnanicmuxu Kuiscokoeo nayionanvrozo yunieepcumemy imeni Tapaca Llleeuenka
T'aspuneus FOpiii [Imumposuy, monoowuti HAyKo8ull CnigpOOIMHUK, KAHOUOAmM HAYK i3 CO-
YIanbHUX KOMYHIKayiu

Pizyn Bonooumup Bonooumupoeuu, npoghpecop, 0okmop Qinonociunux Hayx

Tykaee Cepezin Bikmoposuu, cmapuwiuti Haykoguii cniepoOimuux, KaHouoam 0io102iYHUX HAYK

Xunvko Makcum Mukonaiiosuu, cmapwiuti HAyKo8uil cnispoOimHuK, KaHouoam Qinocogcorux
HayK

Pesrome

VY nmocnimKeHHI po3MIITHYTO HOBHHHHM KOHTEHT TesleOaueHHs sSK 0a30BHII MaTepiai I eKcre-
PHMEHTIB y COLiaIbHIX KOMYHIKaIisfX. 3a HAYKOBUMH IpalsMi aMEPUKAHCHKHUX Ta €BPOICHCH-
KHX YYCHHUX 3allpONOHOBAHO KJIACH(]IKAIliF0 METOIB BiZOOpPY KOHTEHTY 3ac00iB MacoBOi KOMY-
HiKaIil y KOHTEKCTI JOCIITHUIBKOI MapagurMu MeaiacexTiB. [IpomoHyroThes pi3HI MigX0Au 10
BiIOOpY HOBHMHHOTO Matepiaiy. 3TiHO 3 HaBeIeHOI KiacH(iKaliero, BCi METOIUKH BigOopy
HOBHHHOTO KOHTEHTY PO3JiJICHI Ha MEpBHHHI (MeTOA Myiy) Ta BTopuHHI (Tect Self-Assessment
Mannequin, METOJl ceMaHTHYHOTO audepeHitiany, mkana P. Jlikepra 1 mo3HaYCHHS SMOIIii,
mikana Jx. Xackinca st OI[iHKH MO3UTHBHOCTI / HEraTUBHOCTI HOBWH). BaiqHICTh 1 HAMIHHICTD
LMX METOJMK JIOBE/IeHa iX YCIIIIHUM 3aCTOCYBaHHSM Y JOCIIKEHHIX MEiaBIUINBIB, 30KpeMa y
nparsix i3 e(eKTiB TeNeBi31MHUX HOBHH.

KarouoBi caoBa: wmeniaedexT, MeaiacTUMyJ, HOBUHHHUI CIOKET, METOJHMKa BiiOODY,
eKCTIEPUMEHT.

I'agpuuen 10./1., Pusyn B.B., Tykaes C.B., Xuabko M.H. O0bekTHBU3anus cy0beKTUBHO-
CTH: MHMPOBO# ONBIT BHIOOPKU TeJEHOBOCTHOI0 MaTepuajia B HCCIeAOBAHUAIX Meauad Q-
(dexToB.

Pe3tome. B nccnenoBanny pacCMOTPEH HOBOCTHOM KOHTEHT TEJICBHCHUS KaK 0a30BbIA MaTepH-
aJ Ui SKCICPUMEHTOB B COIMANBHBIX KOMMYHHKanusax. Ha oCHOBaHMH Hay4YHBIX TPYAOB ame-
PUKAaHCKUX M €BPONEHWCKHUX YYEHBIX MpEIOKeHa KIacCH(pHKAIUs METOIOB OTOOpa KOHTEHTA
CPEICTB MacCOBOM KOMMYHHUKAITMH B KOHTEKCTE MCCIIEIOBATEIbCKON MapaanrMbel Meauadddex-
ToB. [Ipeiaratorcst pa3Hbie MOIXOABI K 0TOOPY HOBOCTHOTO MaTepuaia. CoriaacHO MPHUBEICHHON
KJaccu(UKaIm, Bce METOANKHA 0TOOpa HOBOCTHOTO KOHTEHTA Pa3/IeIeHbl Ha IEPBUYHBIE (METOX
mysa) u BropuuHsle (tect Self-Assessment Mannequin, MeToa cemManTHueckoro auddepeHnna-
na, mkana P. Jlukepra uis 0003HaueHust SMonuii, mkana Jx. XacKkuHca sl OLCHKH O3UTHBHO-
CTH / HETaTUBHOCTH HOBOCTEH). BaMTHOCTD M HaeKHOCTh JaHHBIX METOAMK JIOKa3aHa yCIell-
HBIM HCIIOJIb30BaHHEM B paboTax IO MCCIEJOBAHHIO MEIMABINSIHUN, B YACTHOCTH, MO HCCIIENO-
BaHMIO (P (HEKTOB TeIEeBU3NOHHBIX HOBOCTEH.

KaioueBble ciaoBa: Meamadddext, MenuacTUMys, HOBOCTHOHM CIOKET, METOJHMKa OTOOpa,
9KCTIEPUMEHT.
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1. Introduction

Several problems still remain not fully solved within the contemporary media effects studies.
Often, the choice of the media content to study is determined by the media representatives them-
selves as the research clients. And it remains unclear how accurate the selected media stimuli
reflect the content of media material and the methods of its presentation in mass media [1]. An-
other major problem is that the researchers usually pay more attention to the process of selection
of human subjects for the study than to selection of media stimuli. While the research value of
study depends on quality of both of these criteria. B. Reeves notes that over the past decades, the
issue of media stimuli selection dropped off radar of the media effects studies, it lacks the re-
searchers’ attention and has been conducted just technically [1]. The lack of attention to the
proper selection of the media content as an independent variable in the experiments is a common
problem for the media effects studies.

In this study, we use the term "media stimulus" or "stimulus material” that means the mate-
rial of experimental research within the paradigm of media effects to be demonstrated to the
sample human subjects to verify the interrelation between the media content and further psycho-
physiological state or behaviour of the human subjects. Within the TV news effects study, the
newscasts and news stories are considered as media stimuli.

So far, any set of generally accepted criteria of material selection for the media influence
studies does not exist, not to speak about the system of such selection. This opens up opportuni-
ties for its elaboration in order to overcome the subjectivity in media stimuli selection. Some
scientists try to reduce subjectivity to the minimum, and clearly substantiate the selection proce-
dure [2; 3], while in other studies [4; 5] only the types of TV news are indicated (positive, nega-
tive and neutral) without adequate detailing of the selection procedure.

Psycho-physiological studies in the mass media effects began relatively recently, about 30-
40 years ago. These works are interdisciplinary by their nature, as they apply tools and theoreti-
cal foundations of various areas of science to generate the data of new quality. Contemporary
media psychology has a wide range of methods for data collecting, processing and interpretation
concerning the perception of heterogeneous mass media content, including the news, feature
films, advertisements and reality shows. However, since the approaches to the media content
selection have not been systemised yet, we devoted our study to this issue.

In mass media effects studies, the content selection procedure is described in the "stimulus"
section. Therefore, each of the analyzed papers contains such a description. Psycho-emotional
effects of the TV news (fear, anxiety and mood changes) were empirically studied by H. Brosius
[6], J.P. Harrell [7], W.M. Johnston and G.C. Davey [8], M. Lombard [9], J.E. Newhagen [10],
Z. Rojkova [4], A. Szabo and K. Hopkinson [11], D. Unz, F. Schwab and P. Winterhoff-Spurk
[2]. W.B. Collins [12] showed the interrelationship between changes in the viewers’ willingness
to donate and the emotional stress of the video news. A. Lang’s and M.E. Grabe’s studies in
cognitive effects of the media influence (the specifics of perception, processing and remembering
of the newscasts’ information by the people subject) are representative in terms of the news sto-
ries selection validity [13; 14; 15; 16; 17]. Over the last decade, it was quite popular within the
media effects research to explore the impact on the audience of the sensational news layout — the
so-called “sensational packaging” that applies video effects (slowing down and inserting the
impressive frames) or audio effects (appropriate music in the background and haunting tone of
the commentator). Among these works, we should mention K. Pinkerton and S. Zhou [18], R.L.
Bailey et al. [19], M.E. Grabe et al. [13; 14].

The aim of this study is to classify the existing methods of selection of the television news
content, to assess the advantages and shortcomings of each approach.

To achieve this goal, the following tasks should be performed:
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1. To consider the existing approaches to the selection of television news content, which are
applied in the media effects research.

2. To summarize and classify the approaches used for the selection of television news for ex-
periments in media effects studies.

3. To analyse the advantages and disadvantages of each technique of the experimental selec-
tion of the television news content.

2. Research Methods

Typically, the methodology section in experimental media effect studies contain the subsec-
tion "Stimuli", which describes in detail the process of selection and the characteristics of the
content in question.

We classified the TV news selection methods on the basis of experimental studies relevant to
TV news effects, including studies in which the effect of the TV news is considered along with
the effect of the other types of content (such as advertisements and movies). We did not cover
content analysis and meta-analysis studies, as well as surveys, focus groupsand observations.

Present study was conducted through the use of scientific methods of analysis and synthesis,
induction and deduction, transition from the abstract to the concrete, and document review.

The following criteria were applied to choose the studies for the inclusion to the review of
methods of the TV news materials selection:

1. It should be the experimental articles and theses, in which television news consumption
was an independent variable, and reaction of surveyed people on this news was a dependent vari-
able.

2. The methods of news selection should be described in the articles and theses. Based on
these descriptions, the classification of TV news material selection methods is to be proposed
applying the following criteria: 1) the main thematic areas of the studies; 2) the nature of the
selected research materials — the whole news releases or the individual TV stories; 3) the subject
of selection procedure — was the selection made by the researcher or by other coders; 4) the
selection method — was the material selected for a certain period and a certain channel from the
large pool which included all the news stories, or not.

3. Results and Discussion

Classification of methods of the news materials selection for the media effects studies.
The majority of the media effect studies report on the selection of media stimuli. But the validity
and reasonability of applying a certain method of media stimuli selection remains a challenging
issue. It is necessary to distinguish between random and arbitrary selections. The selection of
materials for research can be considered random, when certain pieces of content are recorded at
pre-set time, on a certain channel, with minimal interference of the researcher. The selection of
materials is arbitrary, when the researcher selects scenes to be shown at her/his discretion. In this
case, the grounded concerns arise about the representativeness of the selected TV news stories in
terms of their real novelty — with time some TV stories lose their novelty and cannot be per-
ceived as the new ones. Therefore, the selection should include only those topics, which may be
considered as news under any circumstances.

We analysed 23 empirical studies about the TV news media effects prepared by American
and European scientists. Among these works there are 21 scientific articles and 2 dissertation
theses. Geography of the analysed scientific research is the following: almost 70% of the studies
(16 works) were written by American scientists, mainly based of the United States’ information
space. The rest of the works were written by German (2 studies) and the UK (2 studies) scien-
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tists; one study was prepared in Poland and one more in Belgium. Researchers from Hungary and
Japan were co-authors of their Britain and American colleagues.

These works appeared over the last quarter century (the first one in 1993 [6]), five papers
were published in 1990s, 11 papers — in the first decade of the 2000s, and 7 papers — in the
2010s. By their thematic focus, the works on TV news media effects can be divided into the
following segments:

1) emotional and physiological effects of the TV news (anxiety, fear, anger, physiological
indicators of emotional experiences) — 9 papers;

2) cognitive effects (attention, processing and remembering of the information from the me-
dia) — 6 papers;

3) sensationalism (the influence of so-called "sensational news packaging" on the perception
of the content) — 5 papers;

4) priming (imposing on viewer of the stereotypical attitudes that distort social reality) — 3
papers.

Fig. 1. Thematic groups of the research papers on the TV news’ media effects.
4

1

1. Emotional and
Physiological effects

]

. Cognitive effects

3. Sensationalism

IS

. Priming

Overall, the selection procedure was described in all the analyzed research, though not al-
ways enough thoroughly. For example, M. Lombard [9] did not pay enough attention to the stim-
uli selection — he did not indicate the source of used media content, did not make initial selection
of media materials and did not involve the independent coders. Z. Rojkova also did not properly
consider the process of news content selection. She wrote: "For the research, we selected be-
tween-group experimental plan, when each group is exposed only one level of the independent
variable — one specific type of video. 3 types of video: 1. Good news by TA3 (a “positive
group”), 2. Television news by TV JOJ (a “negative group”) and 3. A neutral documentary (a
“neutral group”)." [4, 127]. Only the sources of three selected types of videos are indicated, but
there is no precise description of the content selection procedure. If only a source is indicated, but
the timeframe of program release is not specified, one cannot know the margins of general popu-
lation of the media impact independent variable.

Another important issue is the object of the studies, namely, whether the effects of the whole
newscasts were studied or just of their certain fragments, TV news stories (and whether the origi-
nal sequence of scenes was preserved or only certain video-fragments on various themes were
shown). The majority (22) of analyzed works is dedicated to the study of effect of TV stories,
while effect of a newscast is studied only in 1 study [11]. Moreover, even in the latter study, not
the whole newscast is examined, but only its first 15 minutes.

It is also important to know, who carries out the selection of news content for experiments. If
the selection is made only by the researcher, then the accuracy of the study results is at risk. It is
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more reliable to make a pre-test — to let a group of coders make the final selection of incentives
due to the several emotiogenic scales including the SAM technique and the semantic differential.
We divided a set of analysed studies into 3 groups, by the subject of content selection: 1) in 14
papers the selection is made only by the researcher (often in these studies it is not mentioned who
made the selection; it is usually written something like the following: "The three items were
chosen because they showed varying kinds of emotional pictures" [6, 111]; although it is not
indicated who made the selection, but one can assume that it was the researcher); 2) in 8 papers
the selection is made by the coders group (if this group takes part in the initial selection of news
videos and/or secondary selection through the evaluation techniques and various criteria); 3) in 1
study a random selection is made, without participation of any subject (one hour before the ex-
periment a piece of news release was recorded to be shown to the study group — a work by A.
Szabo and K. Hopkinson [11]).

Fig. 2. Subjects that select the media material in the TV news’ media effects studies.
C

A

A) Selected by researcher

35%
B) Selected by human subjects

C) Random selection

All the methods of TV news content selection can be divided into primary and secondary.
The first ones focus on the very content, considering its representativeness for the type of pro-
grams or materials impact of which is to be investigated. The Pool Method can be considered as
the primary one — it meets the criteria of the study and is limited by sources and time. Instead, the
secondary methods focus primarily on the assessment of the initially selected content — to sample
the most typical content examples to be shown to the sample audience. These include the Method
of Semantic Differential (SD), the Self-Assessment Mannequin (SAM) and others. This division
of methods is illustrated in Fig. 3.

Primary techniques to select the TV news. In terms of representativeness of the test con-
tent, it is optimal to select a set of news content for the base news stories pool from the limited
number of TV broadcasters (usually the most popular ones) within the clear timeframes (from a
month to a few months). This pool can include about 200-300 news stories that meet the criteria
of the study. Sometimes the selection of the pool is made by the study group [7] relevantly in-
structed on how to do selection; although in the majority of the analysed studies this function is
made by the researcher. If it is not indicated who makes the initial content selection, one can
assume that it is a researcher. In cases when the pool is enough large, it does not matter who does
the initial selection, if the secondary assessment methodologies are applied subsequently.

The pool method is used in works by J.P. Harrell [7], M.E. Grabe et al. [14], and by A. Lang
et al. [16]. The last one pays maximum attention to the procedure of news stories selection. Rela-
tively small pools are used by J.E. Newhagen [10], and by A. Miller and G. Leshner [20] (24 and
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25 news stories respectively). This method is also applied by D. Unz et al. [2], and by W.M.
Johnston and G.C. Davey [8]; however, in both works the numbers of pool sources are not speci-
fied. M.E. Grabe et al. [14] also does not specify the number of pieces in the pool, but in this
article the timeframes of news stories’ featured on air are clearly specified, while the studies of
D. Unz et al. [2], W.M. Johnston and G.C. Davey [8] lack this. Thus, in our set of academic re-
search on TV news media effects, the pool method of materials is used in 8 of 23 studies.

Fig. 3. Classification of methods to select the TV news content.

Classification of methods to select the TV news
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The pool method envisages the use of original news stories or partly original news stories in
the same way as they have been shown on TV. The original versions of news stories are used in
the majority of the analysed works (13); the partly original versions (all or some of the original
television stories have been edited) are used in 8 studies; fully edited materials which have never
been shown on TV are used in 2 studies. In several works it is studied how the various versions
of the TV news story’s packaging affect the audience’s reaction. Mostly, these are the articles
concerning the sensational and non-sensational packaging effects. It is not about the using of
large initial pool here, but only about the screening out the inappropriate TV stories through the
SD and SAM methods. The researches use the original news stories which have been shown on
TV, but they edit the stories by adding sensational audio and video effects (haunting voice of the
reporter, terrible background music, footage slow down, many close-up views to show bloody
scenes, etc.). Such studies are those by M.E. Grabe [13], K. Pinkerton [18], and R.L. Bailey et al.
[19].

The next stage, which requires the use of secondary methods of news content selection, is
the process of decoding certain news stories or certain type of pictures by several coders —
persons unrelated to researcher, mostly members of the study group, which carries out evaluation
and further selection of the materials in accordance with criteria of the study. The term "secon-
dary" in no way diminishes the importance of this stage — we name it "secondary" only because
this selection happens after the primary one. Such secondary selection significantly reduces the
experimental material to the most typical and meeting the criteria of the study, e.g. the studied
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group chooses the most cruel and disturbing news stories from the entire sample.! The sense of
the second stage of selection is to choose the required number of media stimuli needed by re-
searcher to show it to the sample group of viewers.

An important caveat moment should be taken into account — those persons who perform as
coders in media content selection process, whether primary or secondary, in no case should view
these materials later, in the experimental process along with other members of the sample group,
because these materials are not new for them anymore, unlike the other members of the studied
sample group. This requirement allows avoiding the shift of emphasis in the experimental data.

The work of coders in the analysed works is presented in several variations: 1) there are three
coders, two of which estimate their shares of the materials, and the third one has the decisive
word, if their assessments are different [16; 17]; 2) there are several dozen of coders who review
all the news pieces, and later their assessments are summed up or derived average for each news
story [10]. Given the expensiveness in terms of time and cognitive resources of the second ap-
proach, the first one seems to be more practical.

Often, the secondary stage of selection by multiple coders can be performed through the sev-
eral emotiogenic stimuli tests with proven effectiveness not only in news effects studies, but in
all types of media content studies.

The method of semantic differential. Emotional response can be measured in at least three
different systems — affective reports, physiological reactivity, and overt behavioural acts [21]. In
1950s, in psychological studies, a semantic differential method became popular for qualitative
and quantitative indexation of values, concepts and objects through the set of bipolar, antony-
mous graduated scales. The essence of this method is to provide the numerical values to the emo-
tional words. Semantic differential helps to evaluate the object or concept that is being shaped in
minds of the respondents and to structure the intensity/potentiality and subjectivity ratio of their
perceptions [22]. Based on measuring human’s emotional reactions, a set of 18 bipolar adjective
pairs was proposed, each of which is rated at 9-point scale: (1) Unhappy-Happy; (2) Annoyed-
Pleased; (3) Unsatisfied-Satisfied; (4) Melancholic-Contented; (5) Despairing-Hopeful; (6)
Bored-Relaxed; (7) Relaxed-Stimulated; (8) Calm-Excited; (9) Sluggish-Frenzied; (10) Dull-
Jittery; (11) Sleepy-Wide awake; (12) Unaroused-Aroused; (13) Controlled-Controlling; (14)
Influenced-Influential; (15) Cared for-In control; (16) Awed-Important; (17) Submissive-
Dominant; (18) Guided-Autonomous [21]. Introduction of new dichotomies to the original scales
helps to specify the characteristics of stimulus perception. Thus, the analysis at basic scale
"Pleasant-Unpleasant”, along with additional scale "Cheerful-Sad" and with V. Boyko emotional
burnout test helps to reveal the defining factor of stress that influence a distinct emotional re-
sponse to the music [23].

Such value judgments within logical dichotomies help to choose the appropriate stimuli in
accordance with the purpose of research and to better compare the media effects of emotionally
accented news [24; 25; 26]. When comparing the perception of TV and newspaper news credibil-
ity, J. Newhagen and C. Nass [27] used the 5-point scale similar to the semantic differential. The
SD (four 9-point scales to assess the degree of violence, terror, bloodshed and cruelty) is used as
a pre-test to select 26 images from 3 news stories (two Pulitzer-Prize photo reports on the Iraq
war and the Haiti situation, and one photo reportage from the New York Times on the famine in
Somalia) to study the clarity of the information transmission [28]. M. Lee [29] evaluates the
attitude toward comments on the news web sites at four 9-point semantic differential scales (from
-4 to +4): "Bad-Good", "Harmful-Beneficial," "Foolish-Wise" And "Unfavorable—Favorable".

M.E. Grabe et al. [13] compare the information editing in the tabloid and standard TV news

1 In case of negative news stories, the selected events should be really threatening and impressive, and scenes of vio-
lence against humans and animals should include the most egregious footage depicting acts of violence.
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programs. For this purpose, 8 TV news stories are used in two versions that differ in use/non-use
of 5 special television effects — music, background, sound effects, slow motion and flash frames
— to draw attention and haunting tone of journalist. The SD scales help to get the emotionally-
estimated ratings of news stories, and the record of heart rates and skin conductance response
during viewing of the programs help to fix the changes in attention and excitement. The TV news
stories are evaluated in three 10-point SD scales (pleasure, informativeness, and probability): 1 —
unpleasant, uninformative, unbelievable, prejudiced and biased story; 10 — very pleasant, infor-
mative, believable, impartial and objective story. The correlation analysis indicated a significant
relationship between probability and informativeness of stories for the viewers (r = + .6).

A Self-Assessment Mannequin test. In 1980, P.J. Lang [30] proposed the non-verbal,
graphic scales of Self-Assessment Mannequin (SAM) to assess the emotions. He took as a basis
the semantic differential scale developed by A. Mehrabian and J.A. Russell [31] — as a common
tool for assessing the three-dimensional structure of emotional reactions (1. valence, 2. arousal, 3.
dominance). Pictographic 9-point (0 to 9) SAM test has three iconographic scales, each of which
is associated with the human emotional reaction to a significant number of stimuli or events and
meet one of the three dimensions of emotional reactions. The SAM is a series of three figures:
from smiling and happy — to sad and unhappy (the satisfaction scale); from excited because of
positive emotions with wide open eyes — to relaxed and sleepy (the scale of excitation). The
domination size reflects the changes in figure size (Fig. 4). According to the authors of this tech-
nique, the SAM can accurately track the emotiogenic response to stimuli in many contexts [21].

The SAM method allows to quickly assess emotional experience and response to a certain
stimulus, especially when it comes to a large amount of content to be assessed. The judgements
on fun and excitement levels obtained with the help of SAM method highly correlate with as-
sessments obtained with the help of verbal scales and semantic differential, while the latter is
more expensive in terms of time and efforts [21].

Fig. 4. Pictographic scale of the Self-Assessment Mannequin test to assess pleasure,
arousal and dominance, associated with response to an object or event [30; 21].

P.T. Sowden and L. Dawson [34] use the pleasure, arousal and dominance SAM scales after
watching each video to simulate the emotional state of sample before the experiment — one to
three 4-7-minutes video-clips with corresponding emotional stress are used (positive comedy
video, negative video on genocide, and neutral film that explains how to watch TV through the
computer monitor).
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A. Lang et al. [35] proposed to evaluate 8 negative videos with the help of nonverbal emo-
tional evaluation SAM test. The participants of the study evaluated their feelings using three
scales. According to the test results, negative video pictures increased negative emotional impact
of the news story making it more exciting and more negative. Negative news video focuses atten-
tion and mental resources needed for processing messages, enhances ability to retrace some
statements in memory, facilitates identification of information transmitted in a negative video,
and simultaneously inhibits recognition and reproduction of information received before the
negative video.

The SAM scale of "pleasure” is also used before the study in which young and elderly view-
ers assessed video-clips from two films with different emotional valence. The pre-test results
indicated that the mood swings caused by happy and sad videos are significantly different, unlike
the level of excitement [36], the value of which indicates no significant differences.

In the study of emotional valence (tone) effects of the TV videos, news stories with most
negative values of valence are selected from the primary pool, as well as the TV advertising with
the most positive emotional valence values. Preliminary selection was made by the group of 25
participants aged 16 to 17, with average age of 16.6 years, who rate the videos using SAM visual
techniques (the scale of emotional valence and arousal) by selecting the image most appropriate
to their emotional state after watching each video [37].

Other secondary methods of news stories selection. Though the next tool of assessing the
media content is not as widespread as the SAM, but it also deserves attention of researchers. R.
Likert scale of emotions (5- or 7-point) is used in 2 of the analysed 23 works on TV news media
effects. J.E. Newhagen [10] uses three 7-point scales to assess the news content by degree of
anger, fear and disgust. A. Miller [20] uses two 5-point scales to determine fear and disgust — in
order to select the appropriate TV programs.

The main advantage of R. Likert scales is theirs powerful estimating focus instead of just
"yes"/"no" alternative. R. Likert scales are direct by their nature, and the participant of the study
is aware of what is being studied, and what can imperil the results [38; 39]. The disadvantages of
this tool are the socially desirable or socially desirable answers — when aparticipant of a study
wants to show herself/himself in the best light and answers not enough sincerely. Anonymity of
participants can help preventing such distortions. This technique can also be used along with the
others methods.

J.B. Haskins scale of news assessment is also an interesting tool to select news stories, di-
vided into negative, neutral and positive. The practicability of this 7-step scale was confirmed by
its author through the intercoder and intracoder reliability tests [40]. According to this method,
each encoder evaluates every news story or piece of news as extremely negative — very negative
— slightly negative — neutral — slightly positive — very positive — extremely positive; where each
degree of the scale receives the appropriate numerical values from -3 to +3. The undeservedly
little attention is paid to this technique of the TV news effects study — among the analysed works
only J.P. Harrell [7] uses J.B. Haskins scale for the selection of typically negative TV news sto-
ries.

4. Conclusions

Thus, selection of primary pool of the most popular TV news content with further selection
by coders news stories through the SAM tests scales and / or other methods, should be consid-
ered as enough thorough methodology. Although this step is important, it is advisable to apply
several additional attributes of the content representativeness, such as the exception from the
experimental collection of materials reporting on certain historical events that go beyond the
understanding of the nature of the everyday news. This requirement to the experimental material
is mentioned by D. Unz et al. [2, 144]. The combination of these methods will allow to better
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ascertain independent variable of the media effect, as well as the effects themselves, since each
step of the stimuli selection procedure will be explained in-depth taking into account the consid-
erations of the news content representativeness.

It is obvious that the experimental audio and video material must meet all the regular re-
quirements to the survey sample. The examined material should reflect the sampled population as
closely as possible — in this case it is about the certain kind of the TV news stories corresponding
the purpose and objective of the particular study. Our classification of the methods of news sto-
ries selection in the analysed studies indicates that such accuracy is possible, and we defined the
ways to resolve this problem.

To make the selection of material impersonal, the researcher should minimize her/his in-
volvement in this process. During the primary selection of media stimuli, the function of scientist
should be limited to recording of content on an information carrier.? The secondary selection by
emotiogenic criteria should be done by an external group. Such selection requires long prepara-
tion and application of the pertinent methods by researchers’ team. The proper selection of the
experimental material can significantly improve the results of the study making them more accu-
rate, reliable and valid.

A special attention is needed to be paid to the application of the above described techniques
within the specific research projects. We plan to describe in the next study the process of TV
news content selection for the experiments on media effects within the framework of the Institute
of Journalism’s research field 16BF045-01 "The psycho physiological mechanisms of perception
of the audiovisual media news content".
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ABSTRACT

Objectives. The purpose of presented study is to discuss the chosen theories, mechanisms and
tools of social impact, which allow influencing individuals and groups, in reference to Polish
election campaigns 2015. The effectiveness of media content influence on the recipient is consid-
ered with view to achieving the expected results, such as changes in behaviour, attitudes, etc.
This issue is relevant in Poland and there is a need to analyse it.

Methodology. This study is both theoretical and empirical. Theoretical background includes
considering the concept of social impact and the origins of shaping public opinion, inspired by
the John Zaller’s classic work “The Nature and Origins of Public Opinion” (1992). The empirical
contribution involves the content analysis of the set of examples from Polish presidential and
parliamentary election campaigns of 2015.

Results and Conclusions. The techniques described and classified by the American Institute for
Propaganda Analysis in the far 1937, were broadly used in Polish media within the 2015 presi-
dential and parliamentary election campaigns. Referring to the classic examples of media impact,
the author considers the relevance of the propaganda tools. Based on the analyses of the concrete
election cases, a conclusion is substantiated that such old propaganda techniques as word games,
false connections, special appeals, name calling and glittering generalities are still effectively
used in the contemporary communication, despite the improving of people’s media literacy and
competence.

KEYWORDS: social impact; propaganda techniques; persuasive statements.
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CouianbHuil BIVIMB: TeOPil, IHCTPYMEHTH i NPUKJIAIA
BUKOPHUCTAHHS NMPONATAH/IM | CIOHYKAJBLHUX 3a9B
nix yac sudopiB y [Hoabmi 2015 poky

Cunoeeuv Anexcanopa, Cine3okuii mexnono2iyHuil yHisepcumem, ooyeum, PhD

Pesome

MeToro peAcTaBICHOTO TOCIiHKEHHS € aHalli3 Teopiil, MeXaHi3MiB Ta IHCTPYMEHTIB COIiaIbHO-
T0 BIUIMBY Ha MPUKIAMAI MOJBCHKUX BHOOpHHX KammaHii 2015 p. Po3rmsamaeTbes akTyanpHICTH
MUTaHHs e€(pEeKTUBHOCTI BILIMBY Melia-KOHTEHTY Ha cHoXuBaya iH(opMalii B KOHTEKCTi AOCAT-
HEHHSl OYIKYBaHHMX DPE3yJbTaTIB TaKOTO BIUIMBY (3MIHM IOBEIIHKH, 3MIHHM CTaBJICHHS TOLIO).
JlocnimKeHHs BKIIIOYAE SIK TEOPETUYHY, TaK 1 eMIIPHYHY KOMIIOHEHTH. TeopeTH4Hi OCHOBH CITH-
paroThCsl Ha KOHLEMLIT COLIaNTbHOTO BIUIMBY 1 (OpMYBaHHS TPOMaJChKOI IYMKH, BKJIIOYAIOYH
kinacuuny mnpaiio Jx. 3amtepa «IIpuposa i moxopkeHHs: rpoMackkoi ymMku» (1992). Emnipu-
YHA YaCTHHA BKIFOYa€ KOHTEHT-aHAJi3 MPUKIANiB KOMYHIKAIIIHHIX TEXHIK, [0 BUKOPHUCTOBYBA-
yucst y [loxpimi mix 9ac mpe3uaeHTChKAX 1 mapIaMeHTchkux Buoopis 2015 p. YV xoxi mocmimkeH-
HS 3’COBAHO, 10 METOIH, OIHCaHi 1 KIacu(piKOBaHI aMepUKAHCHKUM [HCTUTYTOM aHaNi3y mpo-
marasau mie B gajgekomy 1937 p., mmpoko i e(peKTHBHO BUKOPHUCTOBYBAIHUCS B XOJi OCTaHHIX
MTOJILCHKUX BHOOPHHX KaMIIaHiH, MMOTPH 3araibHEe 3pOCTaHHS PiBHS MeIiarpaMOTHOCTI Ta Me[ia-
KOMITETEHTHOCT] HaceJIeHHs.

KarouoBi ciioBa: couianbHi HACHIAKH, METOAM TPOTIAraH/IH, CIIOHYKaJIbHI 3asIBH.

CeinoBeny A. ConuanbHoe BJIMSAHUE: TEOPUU, MHCTPYMEHTHhI M NPHMepbl HCHOJb30BAHUS
NponaraHabl ¥ No0yAUTEJLHbIX 3asiBJIeHHii BO BpeMs BbIOopoB B [loabme 2015 r.

Ilenbio MpenCcTaBICHHOTO HCCIEOBAHUS SBIAETCS aHAJIH3 TEOPHUi, MEXaHU3MOB U MHCTPYMEH-
TOB COIIMAJBFHOTO BIMSIHHS HA TPUMeEpe MONBCKUX M30upaTenpHbIX Kammanwid 2015 r. Paccmart-
pHUBaeTCs aKTyalbHOCTh Bompoca 3(pPeKTHBHOCTH BO3ACUCTBUSA MeAHa-KOHTEHTa Ha MOTpeOuTe-
71 ’HPOPMAIIUN B KOHTEKCTE JAOCTIKCHHUS OKUAAEMBIX PE3YJIbTATOB TAaKOT'O BO3JCHCTBHUSA (W3-
MEHEHUS TIOBEJIEHUs, U3MEHEHHsI OTHOLIEHUS U T.J.). VcciieqoBaHue BKIIIOYAET KaK TEOpeTHYe-
CKYyI0, TaK U HMIIUPHUECKYI0O KOMIOHEHTHI. TeopeTHuueckre OCHOBBI OMMPAIOTCS HAa KOHLEMIUU
COLMAIEHOTO BIUSHHSA B HOPMUPOBAHUS OOIIECTBEHHOTO MHECHHUS, BKITFOYAsl KIACCUYCCKHNA TPY/
JIx. 3amnepa «lIpupoma u mMpoUCXOXKIeHUE 0O0IIeCTBeHHOTO MHEHUs» (1992). DMmmupuueckas
YacTh BKJIFOYAET KOHTEHT-aHAJIN3 IPUMEPOB KOMMYHUKAIMOHHBIX TEXHUK, HCIIOJIB3YEMBIX B
[Tonbiie Bo BpeMsi MPE3UICHTCKUX M MapiaMeHTCKuX BeIOOpoB 2015 r. B Xozae uccienoBanus
BBISIBIICHO, YTO METOJIBI, ONIMCAHHbBIE U KJIACCH()HUIIMPOBAHHBIE aMEPUKAaHCKUM MHCTUTYTOM aHa-
JM3a MpomaraHasl eme B gajgexoM 1937 r., mmpoxo u 3pPEeKTHBHO MCIOIB30BAINCH B XOJI€ T1O-
CJIEJTHUX TOJIbCKUX HM30MPATENBHBIX KaMIIaHWA, HECMOTPS Ha OOIIMII POCT YpPOBHS Meauarpa-
MOTHOCTH M METUAKOMIIETEHTHOCTH HACEJICHHUS.

KiroueBble cJI0Ba: CONMANBHBIC MMOCICACTBUS, METOJIBI MPOIATaH/bI, TOOYAUTEIBHBIC 3asBIe-
HUSL.
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1. Introduction

The XXth century was called “the century of propaganda” [1, 9]. In that century, the propa-
ganda developed into a large-scale mechanism of influencing individuals and societies. The aim
of propagandist is to change people's behaviour while making them believe that this change re-
sults from their free will. The multiple communication techniques are used in order to control the
people’s will [2, 87]. The process that changes behaviour, attitude, emotion or motivation is
called “social impact”. There are various techniques of the social impact including the persua-
sion, propaganda, advertising, media manipulation, education (symbolic violence), media influ-
ence and etc. According to E.Aronson and A.Pratkanis, the social impact results from the real or
imagined behaviour and/or opinion expressed by another person or group [1, 10].

Propaganda was not invented by the Americans or the Germans during the World War 11, as
many people believe — the power of words had been noticed by the ancient Greeks and the Ro-
mans already. The Greek philosophers, Plato and Aristotle came to conclusions that language has
a persuasive function. In 1622, the word “propaganda” was used for the first time in the Vatican
commission document devoted to the spreading of the Roman Catholic faith: Congreagatio de
Propaganda Fide [2, 87]. The above-mentioned commission was designed within the struggle
against the protestant movement inspired by Martin Luter. Thus, the term “propaganda” gained
negative connotation among the Protestant communities.

The concept of propaganda came into common use only in early XXth century, when it be-
gan to be identified as the persuasive tactics used during the World War |, and later by the totali-
tarian regimes [1, 17]. Development of mass communication enabled access to the audiences of
millions; the press and particularly radio and cinema played a great role in the possibility of
“management over souls”. The most comprehensive studies on mass communication were dedi-
cated to the propaganda content. While analysing the propaganda content, Harold Lasswell drew
a theory of magic bullet (media content reach a recipient at once and triggers an immediate re-
sponse), Walter Lippmann developed a theory of public opinion (his concept of stereotypes is
still actual) [2, 91-98].

Disinformation, black propaganda (spreading lies), grey propaganda (information that can be
both false and true) and other tools used to influence human minds did not vanish with the end of
the Cold War. The creation and reproduction of ideological superstructures takes place in democ-
ratic societies as well; techniques classified and described by the Institute of Propaganda Analy-
sis are broadly used in mass communication nowadays. They refer to the certain historical situa-
tion and context, reflect reality and reveal the structure of actual processes taking place in socie-
ties.

2. Basic theoretical concepts and research methods

The aim of this study is to examine the theories, tools and examples of social impact, to show
how the media influence human minds in contemporary societies. In this paper, the main con-
cepts of media social impact are showed at the examples of Polish elections. The author searched
for the answer to the question, whether the social impact of media can be measured? Is it possible
to rule the democratic, developed and reasonable societies by the means of social impact mecha-
nism, particularly propaganda? Examining case studies, its is noticed, that such techniques as
word games, false connections, special appeals, name calling, glittering generalities, euphemisms
and etc. [3] still work among individuals and groups with improved communication competences
and skills. Is it a paradox or maybe an evidence of extremely well worked-out schemes? How do
ideologies work nowadays? [4, 88-89]. And what everyday news content has to do with produc-
ing and introducing ideologies into society? Does television affect people’s political choices and
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attitudes? These questions have been analysed in this study.

This research is inspired by John Zaller’s study on The Nature and Origins of Public Opinion
(1992), in which the author brilliantly shows how people form political preferences, how news
and political argument diffuse through large populations, how individuals evaluate this informa-
tion in light of their political values, and how they convert their reactions into vote decisions in
elections [5, 1]. J.Zaller examined the relation between media coverage and public opinion’s
attitude to the U.S. army involvement in the conflict in Persian Gulf in1992. The way the media
presented the conflict in the Middle East strongly influenced the public opinion shaping around
this issue. J.Zaller presented his outcomes in 1992, but the question about the role of television in
shaping “collective knowledge” has not lost its relevance. Having in mind the classic works in
the relevant field, | focus on Polish examples of shaping the public opinion by means of tech-
niques that had been classified and described by the Institute of Propaganda Analysis. The aim of
this study is to unmask and reveal the tools of media influence used in the presidential and par-
liamentary campaigns in Poland, rich in propaganda schemes and discursive strategies, dividing
electorate into two hostile tribes. It is shown in the study that ideology is providing the incentives
to motivate social classes to further steps. “They do not know it, but they do it” [6, 79]. Media
content performs an important function in creation and reproduction of the ideological super-
structures.

This paper is both theoretical and empirical. Theoretical background consists of the concept
of social impact and origins of public opinion shaping. The empirical contribution involves con-
tent analysis of selected texts from the presidential and parliamentary elections in Poland in
2015.

3. Results and Discussion

Propaganda and persuasive statements used in Polish election campaigns in 2015

Information, access to information and use of information are the valuable resources. Prepar-
ing, delivering and broadcasting of the information is not only the matter of social communica-
tion field, but also a part of broad process of social engineering, aimed at winning the audience
for a particular point of view, attitude, way of behaviour. Information war is a feature character-
izing the Third Wave societies [7]. According to A.Toffler, the post-industrial societies have
noticed and appreciated information as a powerful resource worth struggling for. One of the
fields, in which the information war can be observed as an object of analysis, is politics. There-
fore, the election campaign can be defined as a kind of lens, in which many different techniques
and tools of social impact combines. In this study, | would like to pay attention to the set of
mechanisms and instruments distinguished by the American Institute of Propaganda Analysis
(IPA), and to demonstrate how these mechanisms and instruments are successfully used today.

The IPA exemplified seven common propaganda devices [3]:

- Name calling: using insulting or abusive language either to a person or a group (recall-
ing ad personam: one of rhetoric arguments collected by Arthur Schopenhauer. Ad personam is
frequently used, when opponents lack of rational arguments). This strategy is especially popular
in political discourse.

- Glittering generalities: “glittering generality has two qualities — it is vague and it has
positive connotations. Words and phrases such as common good, reform, courage, democracy,
freedom, hope, patriotism, strength, are terms with which people all over the world have power-
ful associations and they may have trouble disagreeing with them. However, these words are
highly abstract and ambiguous, and meaningful differences exist regarding what they actually
mean or should mean in the real world” [3].

- Transfer: “this is a technique of projecting positive or negative qualities
(praise or blame) of a person, entity, object, or value (an individual, group, organiza-
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tion, nation, patriotism, etc.) to another in order to make the second more acceptable or to dis-
credit it. It evokes an emotional response, which stimulates the target to identify with recognized
authorities. Often highly visual, this technique often utilizes symbols superimposed over other
visual images” [3].

- Testimonial: consists of a person's written or spoken statement extolling the virtue of
a product [3]. It is frequently used in advertising and politics.

- Plain folks — pretending to be an average Smith: “a plain folks argument is one in which
the speaker presents him or herself as common person, who can understand and empathize with a
listener's concerns. The most important part of this appeal is the speaker's portrayal of themselves
as someone who has had a similar experience to the listener, and knows why they may be scepti-
cal or cautious about accepting the speaker's point of view” [3].

- Card stacking “is a propaganda technique that seeks to manipulate audience perception
of an issue by emphasizing one side and repressing another. Such emphasis may be achieved
through media-bias or the use of one sided testimonials, or by simply censoring the voices of
critics. The technique is commonly used in persuasive speeches by political candidates to dis-
credit their opponents and to make themselves seem more worthy” [3].

- Bandwagon: it is a “phenomenon whereby the rate of uptake of beliefs, ideas, fads and
trends increases the more that they have already been adopted by others. In other words, the
bandwagon effect is characterized by the probability of individual adoption increasing with re-
spect to the proportion who have already done so. As more people come to believe in something,
others also hop on the bandwagon regardless of the underlying evidence” [3].

The above listed techniques were used during two political campaigns that took place in
2015, in Poland in order to maximize the election result. Common propaganda devices appeared
in political ads, political meetings, speeches and debates. To be impartial, | would provide the
examples of each propaganda technigque coming from two main rivals and its supporters — the
PIS Party (right-wing Law and Justice Party, ruled by Jaroslav Kaczynski) and the PO Party
(liberal-conservative Civic Platform, ruled by Donald Tusk and after his nomination for President
of European Council — by his nominee Ewa Kopacz). This repertoire is of course limited and
does not include the whole spectrum of propaganda techniques used by other candidates and
political parties during elections. But it is enough to show the propaganda techniques used in
Poland to gain the social impact.

3.1. Name calling

Using insulting or abusive language is one of the strategies frequently used in contemporary
political discourse in Poland. During the last two election campaigns, this kind of persuasive
communication was a part of discourse especially in social media. Name calling it is a type of
message that neglects rational argumentation; it refers only to emotions, mainly negative ones.
The strength of name calling can be seen at many available examples of hate speech, used by the
interlocutors to one another or towards a certain group of people (for example, ethnic and reli-
gious minorities). Supporters and opponents of candidates and political parties argued by means
of vulgar, insulting and aggressive comments. It was also revealed, that election teams hired and
paid for offensive comments spread in the Internet [8]. From this point of view, two last Polish
election campaigns were exceptional. This time, communication through social media — vertical
interactions (from candidates and political parties to public opinion) as well as horizontal interac-
tions (between social media users) — was equally important to the traditional election spots and
political conventions.

Some name callings used in the process of communication during the election campaign
were of formative type. For example, the opponents of Bronislaw Komorowski frequently called
him “Komoruski”, which is a kind of wordplay joining name of the candidate and adjective
“ruski” in Polish language standing for “Russian”. In the discourse of opponents Komorowski
was perceived as a person involved in Russian interests. Supporters of Civic Platform were la-
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belled by the right-wing followers as “sickies” — this term in Polish language is also of a forma-
tive kind, as “POpaprancy” means sick people in Polish slang. Thus, indication of the Civic Plat-
form followers by prefix “PO” had a clear message: as if the Civic Platform supporters were
mentally ill people. In turn, the Civic Platform followers named the Law and Justice party sup-
porters by offensive term “PISiory”, which associate abbreviation of party’s name (PIS) with
English informal verb “to pee” or “to piss” that is a synonym of “to urinate”. For description of
political ideology introduced by the Law and Justice, the followers of the Civic Platform in-
vented a term “kaczyzm” — in meaning which was very close to “duck doctrine” or “ducktator”,
joining surname of its leader with a noun “dictatorship”.

Usual, the politicians themselves try to avoid such offensive and insulting language as was
mentioned above. But one of the name callings was widely used during the 2015 election cam-
paigns — the term “leftist” indicating left-wing and liberal-conservative followers was introduced
in order to show the lack of patriotism or a sense of a national belonging. In turn, the Civic Plat-
form and left-wing supporters used a rhetorical comparison dividing people into “Europeans”
(modern, young and educated people willing for Poland’s development in EU structures) and
“traditionalist” (older, reserved, and attached to confession and more traditional lifestyles). Thus,
the political discourse split voters into two contrasted groups, integrated around two artificially
invented visions of Poland.

3.2. Glittering generalities

Emotionally appeals to the commonly shared beliefs and values were widely used during the
presidential and parliamentary campaigns in Poland in 2015. Glittering generalities evoke posi-
tive emotions related to such thing as patriotism, willingness to consent or desire for national
glory, and thus they are appropriate instruments for the slogans. The slogan endorsing political
campaign for re-election of Bronislaw Komorowski was the following: “Choose consent and
safety”, why the main opposition candidate Andrzej Duda’s motto was: “The future’s name is
Poland”. B.Komorowski’s slogan was based on the assumption that right-wing candidates were
unpredictable and could harm Polish image and position that had been painstakingly built the
previous years. The main message hidden in this slogan was the “protection of status quo”. In
turn, the motto chosen by A.Duda’s staff was referring to the future, to the establishing of a new
vision of Poland’s development. A.Duda’s slogan also recalled the concept of Motherland Po-
land. Both slogans and billboard compositions of two main candidates were static and maintained
in conventional style. “We are still waiting for a slogan like Obama’s Yes, we can!” — As one of
the Newsweek Polish Edition’s journalist commented.

The messages of slogans in the parliamentary elections were quite different from the presi-
dential one, and they were updated with the duration of election campaign. The right-wing Law
and Justice Party followed Obama’s e introduced election campaign with a slogan “We can do
it”. The Civic Platform learnt a bitter lesson from the defeat in presidential elections and set for
the future under the banner “Yes. It is about Your future”. The Law and Justice Party finished
campaign with a motto “Work, not promises”, while the liberal-conservative Civic Platform
closed campaign with the leading idea “A strong economy, higher salaries”. The concepts used
by both main rivals have got positive connotations among the voters. However, the high level of
abstraction made them meaningless as they could not refer to the objective conditions [3].

3.3. Transfer

This technique involves transfer of the authority and prestige form one object to another — for
which we want to win the people’s favour [9, 14-15]. Usually, the symbols which are important
for the particular community are used to associate objects, ideas or people with the positive con-
notations. National symbols such as flag, emblem and anthem as well as religious symbols such
as cross — are widely used as instruments to win the people’s support. These signs evoke positive
emotions and work efficiently in persuasive and propaganda messages. The flapping flags during
the political conventions, and the flags and national symbols used in the election commercials —
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are typical examples of transfer technique. Such transfer is a kind of false connection — on the
basis of false premises people make judgments about reality. Another transfer tactic is establish-
ing honorary committees, engaging famous intellectuals, actors, sportsmen and other celebrities
in favour of the candidate or political party. During the election campaigns of 2015 in Poland,
both transfer tactics were used. Political commercials played on emotions referring to the sym-
bols of Polish collective identity. On the other hand, the honorary committees consisting of well-
known people were perceived as authorities. Transfer as a propaganda device is effective due to
the positive attitudes transferring from the common symbols or respected people to another ob-
jects.

3.4. Testimonial

Testimonial is very similar to the transfer. What actually differ one technique from onother
can be defined as directness. Testimonial consists of the person's written or spoken statement
extolling the virtue of a product [3]. If a famous person directly recommends a candidate or po-
litical party — it is called testimonial. Citations of significant and well-known people make politi-
cal statements reliable. Since 2010 (the date of catastrophe of the president’s aircraft in
Smolenk), actors are mainly those who are involved in providing testimonials to the main politi-
cal parties, the Civic Platform and the Law and Justice Party. When the well-known person sup-
ports the party, it attracts people and makes them think: If such a person supports candidate “X”,
I also will do! During the last election campaigns many Polish celebrities made public statements
in support of presidential nominees and/or political parties. At the finish of presidential cam-
paign, even several chief editors of newspapers and magazines (for example, “Newsweek Polish
Edition”) expressed in editorials the direct support to certain nominees. Strong emotions were
seen both in the right-wing and in the left-wing press.

3.5. Plain folks

Plain folks can be described as a special appeal applying the idea of ordinariness to justify
certain object as the proper and adequate one. In practice, the politicians and candidates usually
want to present themselves as average citizens in order to look more reliable and trustworthy.
Plain folks device encourage politicians to act in more casual way, to show their ordinary, to be
seen in the context that differs from the official one. This strategy is often used by the U.S. Presi-
dents — people can see them fishing (George Bush), eating in MacDonald’s (Bill Clinton) or
ordering a burger and a glass of beer (Barack Obama). Acting like plain folks helps politician to
create warmer and more human image. It also delivers a message that politicians are aware of the
people’s needs and problems.

During Polish election campaigns in 2015, this strategy was also used in a few cases. Thus,
Andrzej Duda was travelling around Poland in his “DudaBus”. The idea was very simple, but
effective — being closer to people’s problems. A.Duda didn’t focus on the electorate of Warsaw
and other big cities, but obtained people’s favour by visiting small towns and outermost regions.
It was also significant that the bus of future President was a product of Polish factory which be-
came insolvent in 2013. Actually, the “DudaBus” turned out to be a very good PR idea provided
with the message: “It is time for Poland, Polish factories and Polish products”.

In turn, during the parliamentary election campaign, the Civic Platform introduced a slogan
and idea for the Prime Minister Ewa Kopacz — to travel around Poland by railway: “Kolej na
Ewg”. This slogan has an ambiguous meaning, as “kolej” in Polish language means either “turn,
in turn” or “railway”. Thus, “Kolej na Ewe” can be decoded as “It is Ewa’s turn”. Travelling by
train provided the possibility of direct contact and interactions with the Polish citizens. At the
same time, the candidate for the Prime Minister on behalf of the Law and Justice exactly repeated
A.Duda’s manoeuvre with the bus. According to analysts, the knowledge of problems of local
communities, direct communication and showing interest for those leaving far from the capital —
were the key elements of electoral victory. Dynamic campaign in American style and being close
to the people’s problems resulted in the voters’ trust.
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3.6. Card stacking

Card stacking means intentional selection of facts and fakes, logical and illogical arguments
to create positive or negative impression about the object, situation, person or group of people.
Card stacking is often used in political programmes and debates with participation of the politi-
cians. The aim of card stacking is to appeal to the emotional sphere of the recipient and to evoke
the appropriate response, for example objection towards a candidate or a political party. Often,
the politicians speak in superlatives about themselves and totally discredit the opponents. During
both campaigns in 2015, the Law and Justice used “Poland in ruins” metaphor to describe Po-
land’s eight years under the Civic Platform government. During campaign tour across Poland, the
Law and Justice used demolished closed factory as scenery for briefing, in order to illustrate the
thesis “Poland in ruins” [10]. The Civic Platform speculated on possible danger of power seizure
by the Law and Justice. The liberal-conservative wing played the card of “unpredictability” to-
wards opponents. Another card used by the Civic Platform was: “We have done everything pos-
sible, we will do more”.

Discourse between the Civil Platform and the Law and Justice was in black and white tone.
Both parties were stacking cards to justify own position and to blame opponent for all the failures
and wrong decisions. The Law and Justice strategy was based on blaming the Civic Platform for
the obscurantism and abandonment of promises, while the Civic Platform tried to take credit for
all the recognized successes.

3.7. Bandwagon

Bandwagon is a ploy of promoting the false thesis as if all the members of a given commu-
nity accept certain political program, so each voter has to support it [3]. Bandwagon effect is
usually aimed at certain social group (of certain age or profession) or crowd. The messages are
addressed and delivered in a similar way to the snowball effect: the more people from a group
support the idea, the faster it disseminates among the group. At least two ideas introduced during
the parliamentary elections caused such an effect: 1) 500 zlotys of monthly assistance for second
and subsequent child; 2) restore the retirement age as is was before the reform. Surveys indicated
so strong support to these ideas that made an impression of general acceptance for a certain po-
litical program. These ideas were so attractive to the people that it was hard to disagree with
them.

4. Conclusions

It should be noted in conclusion that there are more propaganda tools than seven ones men-
tioned and briefly characterized above. The choice of particular propaganda techniques depend
on possibilities, technical capacities, and target groups to whom propagandists address the mes-
sages. The classification made by Institute of Propaganda Analysis was criticized for being too
simple as propaganda messages are often more sophisticated and use more than one technique of
influence on the recipient [11]. But still, the typology worked out by IPA is a good basis for ana-
lyzing persuasive statements in contemporary communication. Examples discussed in this our
study proves that the techniques which had been described by IPA are still widely applied in
contemporary political discourse.

Contemporary societies are not enough resistant to the propaganda technique, despite the fact
of highly developed communication skills and “technology literacy” (in comparison to earlier
stages of social development). The issue of finding key to people’s souls appealing either to emo-
tional or to rational is still the most important in politics. The techniques classified and outlined
by American Institute of Propaganda Analysis were widely used during the latest Polish election
campaigns, and conclusion on their effectiveness and applicability can be made. No matter how
well educated the contemporary societies are.
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ABSTRACT

The main objective of the study was to explore the key factors of the virality of media content on
social networks under the current conditions in Ukraine.

To achieve the objective of the study, a combination of general and specific scientific methods,
both theoretical and empirical, was applied. We used the methods of generalization and termino-
logical analysis to clarify the definitions of the term "virality" and "virality content". Analytic
and synthetic method allowed to single out the virality factors of the content and to get an idea of
the whole system of measures applied for the promotion of information on social networks. The
methods of observation and measurement were used for collecting the actual source material for
the theoretical study of the virality factors. The comparison method made it possible to define the
features of the information popularization under special circumstances. The method of content
analysis was used for in-depth study of the text messages on social networks in order to select the
indicators, which allowed interpreting the study results into the specific recommendations.
Results and Conclusions. We analyzed the concept of virality and generalized the reasons that
affect the popularity of the information posted on social networks in Ukraine. The three main
groups of virality factors were singled out, namely: the content (its subject and form); the audi-
ence; and the specific character of the social network. We analyzed the content of the three most
popular Ukrainian media in Facebook ("Ukrayinska Pravda"”, "Hromadske TV", and "TSN") to
define the virality factors under the current Ukrainian conditions. Given the specificity of the
algorithm for ranking posts in Facebook news line, we traced the reasons for the popularity of
certain materials, which are caused by the situation in the country, the emotions induced by the
publication, the type of the content, and the time of the users’ activity in the social network. The
results of the study indicated that, given the political situation and hybrid war, there are few most
popular content topics, namely: the politics, the war in eastern Ukraine and the basic life needs.

KEYWORDS: content virality; social networks; internet-media; Facebook; internet.
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YUNHHUKH BipaJbHOCTI KOHTEHTY
YKPAIHCHKHMX Me/lia B COIAJIbHUX MepesKax
3a Cy4aCHHMX YMOB

T'ycax Onvgin Onexcandpisna, Buoasnuuo-noniepagiunuii incmumym Hayionanvnozo mexuiu-
Ho2o yHigepcumemy Yrpainu « Kuigcokuil nOLimexHiyHuil iIHCMUumymy, acucmenm kageopu 6u-
0asHU1OI cnpasu ma pedazy8ants, KAHOUOAm HAYK i3 COYIanbHUX KOMYHIKAYIU

Pesome

VY cTarTi pO3MIAHYTO KIFOUOBI YHHHUKHU BipalbHOCTI KOHTEHTY Melia y COLiaJbHHUX Mepekax.
PO3KpHUTO MOHATTS BipaJIbHOCTI, y3arajJbHEHO NPUYMHY, SIKi BIUTMBAIOTH Ha ITOMYJIAPHICTB iH-
¢dopmarii, onyOIiKoBaHOT y coLiaIbHUX Mepexax. BumineHo Tpu HalOLnbLIl TPyNH YHHHUKIB
BIpaJIbHOCTI: KOHTEHT (Horo temaruka, (opma), ayauropis Ta crenudika couianbHOi Mepexi.
[TpoananizoBaHO KOHTEHT TPhOX HadmomyssipHimmx y Mepexi Facebook ykpaiHchkux menia —
«YxkpaiHcbka npaeaa», «I'pomaaceke Thy» 1 « TCH» — ni1s BU3HaYeHHS! YMHHUKIB BipaJbHOCTI B
Cy4YacHHMX YKpaiHCHKHX yMOBax. 3a pe3yJbTaTaMH JIOCHi/PKEHHS Ha3BaHO HANMOMYJISPHIIII TeMU
KOHTEHTY, sIKi CIPUYMHIOIOTH BipaJbHICTh iH(popMalil. 3Baxaroun Ha crenudiky aaropurMmy
pamKUPYBaHHA MOCTIB y cTpiuli HOBUH Facebook, mpocTexeHo MpUYrHN MOIMYISIPHOCTI TIEBHUX
MaTepialiB, SKi 3yMOBJICHI CHUTYAIi€0 B KpaiHi; €MOISIMH, SKi BHKIUKA€E ITyOIKAIlisl,; TUIIOM
KOHTEHTY; YaCOM aKTUBHOCTI KOPHCTYBAUiB y COLIaNbHIN MEpPExKi.

Karo4doBi cioBa: BipanbHICTP KOHTEHTY, COIIiabHI Mepexki, iHTepHeT-Mexmia, Facebook,
IHTEepHET.

I'ycak O.A. ®axTopbl BUPATBHOCTH KOHTEHTa YKPANHCKHX MeIUa B COUAJIBHBIX CeTAX B
COBpPEMEHHBIX YCJI0BHUSX.

Pe3tome. B cratbe paccMOTpeHbI KIIFOUEBbIE (PAKTOPBI BUPATILHOCTH KOHTEHTA MeJlia B COLUAb-
HBIX CeTsAX. PacKphITO MOHATHE BHPAIBHOCTH, NMPUYUHBI, KOTOPHIE BIHSIOT HA MOIYJISPHOCTDH
nHpopmanny, omyOIMKOBAaHHONW B COLMANBHBIX CETSAX. BBINENCHBI TpH KpYHMHEHIIHE TPYIIIBI
(haKTOpOB BUPAILHOCTH: KOHTEHT (€ro TemMarnka, (hopma), ayTMTOpHs U CreludrKa COHaIbHON
ceru. IlpoaHanm3upoBaHO KOHTEHT TpeX CaMbIX HOMyNSpHBIX B ceTH Facebook yxpamnckmx
Menna — «YkpauHckas npasaa», «I'pomaiaceke TB» u « TCH» — nnst onpenenenust ¢paxTopos
BHUPAIbHOCTH B COBPEMEHHBIX YKPAMHCKUX ycloBHAX. [To pe3ynbraTam ucciiegoBaHMs Ha3BaHBI
MOMYJIAPHBIE TEMBl KOHTEHTA, KOTOPBIE BBI3BIBAIOT BHUPAJIBHOCTh MH(MOPMAIMU. YUHUTHIBas CIe-
UKy aaropuTMa PAHXHUPOBAHUS MOCTOB B JIeHTe HOBOCTeH Facebook, mpociexeHs! IpuInHbI
MOITYJIIPHOCTH ONPEIETICHHBIX MaTepHaJIOB, OOYCIIOBICHHBIE CUTYyaIled B CTpaHe; AMOIIMSIMH,
KOTOpBIE BBI3BIBACT IyOJIMKAINs; THUIIOM KOHTEHTA; BPEMEHEM aKTHBHOCTH IOJIb30BaTeNeil B
COLIMAJIbHOM CETH.

KiroueBble cjioBa: BHPAIBHOCT KOHTEHTA, COIMANBHBIE CETH, MHTepHET-Meama, Facebook,
HHTEpHET.
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1. Introduction

Technological peculiarities of the development and functioning of the worldwide web and
communication technologies led in general to significant differences in the processes and meth-
ods of attracting and establishing the audience of offline and online media. In recent years, there
is also a huge increase of the role of social networks in the formation of both the content and the
audience of modern mass media. Instant update of information on social networks, an increase in
the number of information sources and other peculiarities of the new media functioning make it
possible to speak about informational over-proposition, which consequently gives rise to the
competition between online media and social networks, causing not only the improvement of
quality and presentation of content, but also the reduction in the audience of specific media web-
sites. Therefore, one of the tools to increase the traffic from social networks and successful media
SMM-promotion is the virality of content. In addition, viral content can influence essentially
public opinion and manipulate public conscience in terms of hybrid warfare and lack of clear
mechanisms of informational confrontation. Using the factors of information popularity on social
networks, particularly emotions it evokes, the submission style, time of publication, subject mat-
ter, and taking into account the principles of ranking reports by particular social networks —
Ukrainian media can secure an effective source of audience, the popularity in a new media space
and become a means of countering hybrid aggression on social networks.

Many local and foreign researchers studied media on social networks. Having analyzed the
articles from the "Times", American scientists J. Berger and K. Milkman single out a number of
content features, which affect its virality, in particular readers’ emotions the content causes.
Ukrainian researchers O. Onyshchenko, V. Gorovyi, V. Popyk consider social networks as a
factor of the development of civil society. They particularly focus on the potential of these ser-
vices to form the economic basis for the development of society and implement political pressure
and control, considering the role of social media in organizing political protests around the world.
V. Babenko analyzes the virality factors of video on the network and its potential as a tool for
viral marketing on the Internet. O. Pustovalov and M. Ishmatov consider the most effective mod-
els of news spreading on social networks. They single out the factors of media popularity in each
of the popular social networks. However, there is a lack of analysis of the peculiarities of prepar-
ing the virality content for social networks in Ukrainian reality. This fact determines the rele-
vance of our study. The aim of this paper is to define the factors of content virality of Ukrainian
media on social networks under conditions of hybrid warfare.

2. Research Methods

The task required a combination of general and specific scientific methods — theoretical and
empirical. In particular, we used the methods of generalization and terminological analysis to
clarify the definitions of the term "virality" and "virality content". Analytic and synthetic meth-
ods allowed us to single out the virality factors of the content and to get an idea of the whole
system of measures applied for the promotion of information on social networks. The methods of
observation and measurement were used for collecting the actual source material for the theoreti-
cal study of the factors of content virality under Ukrainian conditions; the comparison method
made it possible to define the features of information popularization under special circumstances,
such as the hybrid warfare. The method of content analysis was used for in-depth study of text
messages of social networks in order to select the indicators, which allowed us to interpret the
study results into specific recommendations concerning the promotion of media content under
present-day conditions.
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The methodology of our study lay in implementing the following operations:

1. Specifying the definitions of the terms “virality” and “virality content”.

2. Describing the criteria of virality content due to the previous international studies.

3. Analyzing the publications of three most popular Ukrainian media, namely "Ukrayinska
Pravda”, "Hromadske TV" and "TSN" on their pages in Facebook.

4. Singling out the factors of content virality of Ukrainian media in the modern world due
to the analysis results.

5. Proving the point on the impact of the political situation in the country and the hybrid
warfare on the virality content of media on social networks.

The study methods which were applied in the analysis and met its goals and objectives to-
gether with the use of actual material and its versatile analysis guaranteed the credibility of
statements and conclusions of the paper. However, the data for the analysis were collected from
the pages of general political Ukrainian media with a large number of users (over 500 thousand)
in Facebook for 7 days, so probably, the results may slightly differ depending on the media sub-
ject matter, the features of other social network, the number and peculiarities of readers, events
and conditions in the country, which may determine the activity of the audience in another time
period.

3. Results and Discussion

Virality content is the publications that have the ability to the virus-like self-replication, i.e.
to the natural replication of materials by the users of social networks. The audience uses the
"sharing™ buttons (e.g., "tell your friends", "share™, "tweet"), for spreading interesting publica-
tions [1]. The researchers of Internet communication explain the phenomenon of virality by Met-
calfe law, due to which the network utility is proportional to the square of the number of its users
[2]. According to this law, the reason of content virality may be in the increasing number of users
interested in it, and as a result the value of the content increases.

However, it should be noted that the phenomenon of virality is more complex and versatile.
In general, we can talk about three major components of virality factors:

- content — its features, form, subject area, etc. (for example, an article consisting of
10,000 signs will be less popular among users than a striking infographics on the same subject);

- audience (the users of social networks share only the information that will be interesting
or useful among their friends, wanting to get a "bonus™ in return - "like", thanks, admiration,
etc.);

- the peculiarities of social network that influence the form and type of content, as well as
the activity and characteristics of the audience (the best hours for posting, peculiarities of ranging
materials in the news line, etc.).

While considering the first factor of virality — the very content — one should mention the re-
sults of the studies of American scientists J. Berger and K. Milkman, who have analyzed nearly
7,000 articles, published in «Times» from August 30 to November 30, 2008 to find out the mate-
rials that have been most frequently shared by users. Having taken into account such factors as
time of article posting, the author's popularity, author’s sex, length and complexity of the mate-
rial, J. Berger and K. Milkman revealed two characteristics which define the virality of the arti-
cle. They found out that the popularity of the material depends primarily on how positive its
basic idea is and how strong reader’s emotions it can evoke [3]. In general, there are several
features that affect virality of materials on social networks:

- emotions the publication causes. More emotional materials are being more frequently
shared on social networks. Positive emotions contribute to popularity more than negative;

- vitally important information. The users of social networks react emotionally to the in-
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formation relating to their basic needs (according to Maslow's pyramid), events that significantly
affect or may affect their lives, etc;

- usefulness of the information. Users share the content that may be useful, valuable and
practical. Usually, this information is posted and shared in the form of lists and short notes, rolls
or instructions;

- the latest information. The content that is the first to publish the exclusive information
usually gains considerable popularity among the users of social networks [4, 51].

However, considering the factor of content peculiarities together with another factor — the
peculiarities of the audience, namely psychological features that encourage people to share some
information, the most important factor of information virality is its ability to activate the audi-
ence emotionally [5, 108]. Only those materials that cause the state of arousal and readiness for
action or encourage users to emotional activity have a chance to become viral sharing online.
This is explained by the psychological state of a person caused by different emotions: positive
emotions, such as inspiration, a great joy, laughter, induce us to share impressions. They also
increase the activity and stimulate the feeling of fear and anger. However, such emotions as sor-
row or satisfaction, vice-versa, reduce users’ activity.

In addition, the content sharing on social networks is also influenced by another feature of
users’ psychology — the desire to get attention from their virtual friends via "like", thanks, and
other methods of post appraisals on social networks; that is why the users will share only that
information which is likely to attract his audience.

The popularity of content also significantly depends on the peculiarities of the very social
networks: the hours of users’ greatest activity on the net, the algorithms for ranking posts in the
news line, etc. As the services of web analytics show, for example, in Facebook the traffic begins
to grow from 9 am and falls by 4 pm. The best time for publishing materials in this network is
from 1 pm to 4 pm on weekdays. As the studies show, the most clickable links appeared to be
those which were posted in Facebook on Wednesday at 3 pm. The corresponding data for Twitter
indicate that one can get the highest amount of clicks on this network on Monday between 1 pm
and 3 pm. The Twitter audience is the most active between 9 am and 3 pm, but after 8 pm the
publication of content on the network is the least effective [6]. The VVKontakte network, which is
popular in Ukraine, becomes most effective for posting information after 7 pm and between 1 pm
and 3 pm [7]. However, one should take into consideration the peculiarities of the target audience
and the subject area of the resource that can also affect the user’s activity on social networks.

Besides, some networks have their own algorithm for ranking posts in the news line, so, it is
important to consider this fact while creating the virality content. For example, Facebook often
changes the ranking factors and one of the changes, reported by the company in 2014, was the
creation of the algorithm based on trending topics and the speed of user’s interaction with the
post [8]. This network also continues to take into account the ranking factors from the previous
EdgeRank mechanism:

- affinity (the frequency of interaction with certain users);

- type of action (e.g. a comment makes the post more valuable than “like”);

- time of publication (new posts weigh more) [9].

The majority of social networks are likely to abandon the chronological news line in the near-
est future. It was already announced by such popular networks as VKontakte and Instagram, so
we may also consider this peculiarity of social networks as important factor of content virality.

In considering the issue of creating the virality content, it is worth mentioning not only the
tools, but also the goal of sharing such viral information. With the help of virality content, the
media, companies, organizations can achieve extreme popularity, better SMM indicators or con-
version. Virality content makes it possible to manipulate the audience. The incredible amount of
information that appears in the news line in the internet, the satiety of information space makes
the users focus on the choices of other people interested in the content, and not to look for the
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best posts in the net on their own. As J. Berger notes, consequently the lists of the most popular
content can generate topics for wide discussion. For example, the more people see and share the
article about financial reform, the more likely the others will believe that the financial reform
deserves more attention from the state than the reform of environmental protection, even if the
core of financial reform is not as important as the environmental one [5, 96].

Imposing certain topics for discussion on the audience aiming at diverting attention from im-
portant, but problematic issues with the help of the factors of virality content — may be regarded
as the method of manipulating public consciousness that makes it possible to achieve the desired
response to the information, for example, in terms of hybrid warfare.

In order to determine the factors of virality content of Ukrainian media on social networks,
we have analyzed the Facebook pages of the three media that are the most popular on this net-
work according to the rating of the Socialbakers international company in the segment of social
marketing [10]: “Ukrayinska Pravda”, “Hromadske TV” and “TSN” in the period from April 18
to 24, 2016. These three media have more than 500 thousand readers. Overall we have analyzed
683 pages of posts on these media.

The results of our analysis were considered in terms of such groups of factors as type of con-
tent, date and time of publication, and the subject area of messages.

The type of content that is being shared on social networks has appeared to be the one of the
most important factors of post popularity. Most frequently, the pages of media under analysis
contained the short messages about the content of the articles with links to the web sites with full
texts. Thus, for example, all the materials on “Ukrayinska Pravda” Facebook page had the links
to the web site with full texts of the articles; the “TSN” Facebook page, besides publications with
links, several times posted the photos; the “Hromadske TV” Facebook page contained various
types of content: photos, videos, links to the web site, gif-animations, etc. And it turned out that
the posts from “Hromadske TV” on the same subjects as in other media, published at the same
time, appeared to be the most popular and the most shared by the users. For example, information
about the new video of “Okean Elzy” music band was published on “TSN” Facebook page at
11:16, and received 631 likes, 7 comments and 147 shares. The news was actually the link to the
TSN website, where everybody could watch the very video. The same news was published on the
“Hromadske TV” Facebook page at 12:08, and received 7,400 likes, 77 comments and 4,296
shares. The number of shares is nearly 30 times higher than the number of shares on TSN, proba-
bly due to the format of the post. “Hromadske TV” published the very clip on its page in the
social network, not just the link to the site with this news. The mobility of users on social net-
works and the specificity of the services having entertainment purposes (communication, viewing
photos, videos, listening to music) cause the greater popularity of the content that can be viewed
immediately in the news line of the social network. This is the reason of great popularity of other
such posts on various topics (pictures of V. Klychko riding a bicycle, photos from the ceremony
of lighting the Olympic flame in Greece, video of Kyiv from the bird's-eye view, photos of tulips
exhibition in Kyiv, video dedicated to the 26" anniversary of the Hubble telescope, etc. — they all
received from 2,000 to 6,000 likes).

In addition to the content format, the determining factor of its popularity on social networks
is the subject matter of information. According to our analysis, the most popular posts (Fig. 1) on
the media pages in Facebook are the following: 24,7% on policy and public management; 16.8%
on the war in the east of Ukraine; 14.2% on the culture; 14.2% on basic needs (education, health,
material well-being, improvement of the city, etc.); 11.3% on world politics; 11.3% on cognitive
information, sports, space, etc.; and 7.5% on tragic events in Ukraine and the world.

According to the international studies, the most viral is the content which evokes positive
emotions. However, our research shows that in Ukraine, the highest percentage of the top posts is
about the war and politics, which do not bring the sense of joy and satisfaction to the audience.
The dominance of negative emotions in the media on social networks can be explained by the
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transformation of the sense of materials on given topics into the sphere of vital needs (according
to the Maslow pyramid); under the conditions of hybrid warfare, the majority of the people see
politics through the lens of survival, security, ability to provide themselves with food, heat and
other urgent resources. Among the most popular posts are those that have been commented by
the most active users, they are also dedicated to the politics:
- “Klychko says he “decided to ride a bike to work and in the downtown” — 521 com-
ments.
“The new government is preparing a new rise of prices” — 414 comments.
“If you haven’t come to the session — pay a fine” (about MPs) — 280 comments.
- “Russian special squad soldiers Alexandrov and Yerofeyev are found guilty and sen-
tenced to 14 years in prison” — 240 comments.
- “Hroisman increased MPs’ salaries on the same day when they supported his candidacy
for prime minister" — 229 comments.

Fig.1. The subject area of popular materials on the pages of Ukrainian media in Face-
book.

The subject area of popular materials on the pages of Ukrainian media
in Facebook

® Politics and public
management

® War in the east of Ukraine

= Basic needs

® Culture

= World politics

= Cognitive information

Tragic events

According to the algorithm of ranking information in the Facebook news line, commenting
and sharing is more valuable for the post than just "liking".
The most shared posts on media pages on the social network were the following:
- The new video of “Okean Elzy” — 4,296 shares.
- When to expect the visa-free regime — 1,512 shares.
- How does Kyiv look like from the bird's-eye view — 1,268 shares.
- An Easter township is opened in the centre of Kyiv — 1,109 shares.
- Travellers created an interactive Google-map and marked there the most interesting and
outstanding places in Ukraine — 829 shares.
All the most shared posts caused joyful emotions and were about the good news. This fact
confirms the idea that the audience shares mostly positive data on their pages, expecting to re-
ceive some encouragement or gratitude from their friends on social networks — “like”, share, etc.
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The highest numbers of “likes” were received by those posts, the basic idea of which was
approved by the users who referred positively to the events:
- The new video of “Okean Elzy” — 7,400 likes.
- “Klychko says he “decided to ride a bike to work and in the downtown” — 6,300 likes.
“Adidas company stops using plastic bags” — 5,300 likes.
“An Easter township is opened in the centre of Kyiv”” — 4,900 likes.
- “Lviv wants to ban concerts and shows of Ukrainian and foreigners who support Rus-
sian aggression and propagate separatism” — 4,000 likes.

However, one should remember that “likes” are not as valuable for ranking posts in Face-
book as comments and shares.

Besides the form of the content and subject, the date and time of posting can also affect the
popularity of information on social network. But the importance of this factor depends primarily
on the characteristics of the social network, its algorithm for constructing user’s news line, etc.
For the social networks with chronological news line, the time of posting information may be
crucial to its virality. But the majority of the social networks have abandoned this type of news
line, and rank users’ posts using more complex algorithms. Therefore, according to the analysis
of Ukrainian media pages in Facebook, there is no clear evident linkage between the popularity
of the content and the time of its publication. The posts that appear in the news line most often
are those which have the highest interaction with the users, who comment them, share and “like”
regardless of the time of posting. It should be noted that the users become most active in the
evening, so the posts published in the afternoon and later usually attract more attention of the
audience.

4. Conclusions

The results of the study indicate that in the current Ukrainian context, given the political
situation and hybrid warfare, the most popular content on social networks is on vital topics —
politics, war and basic life needs, posted in the afternoon or later, in the form of videos, photos or
short texts, without links to the external resources for getting the full information. The audience
most often “likes” the content, which causes positive emotions, however, according to the princi-
ples of ranking information in the news line of Facebook, the posts receive the biggest coverage
of the audience when they are shared and commented by the users. So, to increase the informa-
tion virality on social networks, the publication must encourage people to discuss and comment it
(e.g. to include questions or calls in the text, to have some conflicting implication, etc.), corre-
spond to the subject area of the popular topics. To be shared, the content should let the user to get
reaction from friends for his/her “repost”, for example, owing to the usefulness of the content,
emotions of joy, pride, exaltation and importance of information to the wide audience.
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ABSTRACT

The main objective of the study was to analyse the particularities of transition from terrestrial to
digital format of the television in Ukraine. This objective was accomplished with the help of the
following research methods: the method of analysis was applied to select the subjects of digitali-
zation and to determine their role in the overall process; historical method was used to recon-
struct the chronological order of events in transition to the digital television in Ukraine and in the
world; the method of analogy was applied to determine the prospects of digital broadcasting
development in Ukraine.

Results and Conclusions. The process of transition from analogue to digital format of television
in Ukraine has been lasting for 10 years. This is due to some problems at the state level (the con-
flict in competences of the responsible state agencies, the lack of a single decision-making centre,
the lack of influence on the monopoly provider), at the TV content market (the unfounded costs
of territory coverage with analogue signal, the lack of digital broadcasting licenses for many
regional and local channels), and at the service provider’s level (the monopoly position of the
existing provider, the absence of grounded calculation for territory coverage by the current na-
tional network). This set of problems leads to ambiguity in digital television perception within
the domestic market, and costs Ukraine in its international public image due to failure to fulfil the
Geneva 2006 agreement.

The new relationships and patterns in transition from terrestrial to digital format of the television
broadcasting in Ukraine were discovered in this study. It is grounded that the coordinated and
efficient work of responsible state agencies is needed to solve the existing problems and to im-
plement transition to digital broadcasting in Ukraine. The construction of alternative digital net-
works and the licensing of new digital networks providers are also needed, as well as the state
assistance in providing digital TV devices to vulnerable groups of population and proper infor-
mation campaign of the need to transit to digital TV.

KEYWORDS: digital television; analogue broadcasting; DVB-T2; Geneva 2006 agreement;

National Council of Television and Radio Broadcasting of Ukraine.
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IHudpose TeedbaveHnss B YKpaiHi:
CTaH I NePCNeKTUBU PO3BUTKY

Deoopuyk JTwomuna Iempisna, Incmumym sxcypuanicmuxku Kuigcokoeo nayionanbHo2o yHigep-
cumemy imeni Tapaca Lllesuenka, ooyenm, kKanouoam QinonoeiuHuUx HayK.

Pesome

Mertoro TOCIIDKEHHS € aHali3 0CcOOMMBOCTEH nepexony edipHoro TenebaueHHs YKpaiHu Ha mUQpo-
Buil (opmar. 3acTOCOBaHI Taki METOAM JOCITIDKCHHS: aHami3 (A BUAUICHHS Cy0’ €KTIB mmpolecy
uudpu3anii), icTopu4HUi (U1 BIATBOPEHHS B XPOHOJIOTIYHINA MOCIIJOBHOCTI MPOIIECy MEPEXoay Ha
nudpoBHii TeNeBi3iHUN cCUTHAT B YKpaiHi 1 CBIiTi), aHAJOTIs (111 BU3HAYCHHS TIEPCTICKTHR).

VY pe3ynbTaTi LOCHIIPKEHHS] BCTAHOBJIEHO, 1110 OCHOBHUMM IIpOo0OIeMaMy Ha IUIAXY A0 IOBHOTO Iepe-
X0y J0 U(PPOBOTO MOBJIICHHS 1 BIZIMOBH BiJl aHAJIOTOBOTO CHTHAJY €: KOH(JIIKT KOMIETCHIIH 3a1is-
HUX JIepKaBHUX OPraHiB, BIICYTHICTb BIUIUBY Ha MOHOIOJIiCTa-I0CTaYaabHUKA, BIICYTHICTh JIiLCH31H
Ha nu(ppoBe MOBIICHHS y 0araThbOX PErioHaJbHHUX i MICIIEBUX TelIeKOMIIaHiH, oOMexeHi (iHaHCOBI
MOXKJIMBOCTI ayIUTOpii, TeXHIYHE 3a0e3MeUeHHs 30HN HOKPHUTTS IU(poBoro curuany. Lleil koMIekc
po0JIeM 3yMOBITIOE HEOHO3HAYHICTh CIPUIHATTS miepexoy Ha nU(QPOBHi POpMaT B MEXKaxX BITUH3-
HSHOTO TEJEBI3IHHOr0 PUHKY, a TaKOX IMIJDKeBI BTpaTH YKpaiHM Ha MIXHApOJHOMY pPiBHI uepe3
HeBUKOHaHHS yroau «Kenesa 2006».

3HAaYMMICTh JAOCIIPKEHHS TOJIArae Y BUSBICHHI HOBUX B3a€MO3B’SI3KiB 1 3aKOHOMIpHOCTEH y mporeci
nepexoay e(ipHOTo TeJIeBI3IHHOrO MOBJICHHS Ha U poBHil Gpopmar.

KiouoBi cioBa: nudpose TenebaueHHs, aHanorose MoBieHHs, ¢popmar DVB-T2, yroga «Kenesa
2006», HaitionaneHa pana YkpaiHu 3 THUTaHb Telne0aueHHs 1 paiioMOBJICHHS.

®egopuyk JLII. LlIngposoe TeseBnienne B YKpanHe: COCTOSTHHE H MePCIEeKTUBLI PAa3BUTHS.
Pe3rome. Llens nuccnenoBanus — aHanu3 ocoOEHHOCTEH mepexona d(PUPHOTO TEIEBUACHUS Y KpauHbI
Ha udpoBoit ¢opmar. Mcronb30BaHb! TaKHEe METOBI HCCIEIOBAHMSA: aHANN3 (BBIICICHHE CYOBEKTOB
npouecca UppU3alug), HCTOPUIECKUH (BOCCTaHOBICHUE B XPOHOJIOTMYECKOM IOPAAKE Mepexoaa Ha
1(pOBOI TEIEBU3HOHHEIN CHTHAN B YKPaHHE U B MUPE), aHAJIOTHS (OIPENeICHIE TIEPCIICKTHB).

B pesynbraTe uccnenoBaHus yCTaHOBICHO, YTO OCHOBHBIMM IPOOJIEeMaMy Ha IyTH MOJIHOTO Hepexona
K IU(poBOMY BELIAHUIO U OTKa3y OT aHAJIOIOBOIO CUTHaja SIBJIOTCA: KOHGIIUKT KOMIETeHIuil 3a-
ﬂeﬁCTBOBaHHbIX roCcyagapCTBCHHBIX OPraHOB, OTCYTCTBHC BJIMSAHWA Ha MOHOIIOJIHMCTA-TIOCTaBUIMKaA
yCIyr, OTCYTCTBUE JIMLEH3UH Ha HU(POBOE BelllaHUE Yy MHOTHX PETMOHANIBHBIX U MECTHBIX TEIEKOM-
HaHI/Iﬁ, OIr'paHNYCHHBIC (bHHaHCOBbIe BO3MOXHOCTU ayAUTOPUH, TCXHHYICCKOEC o0ecrieueHre 30HBI
HOKpPBITUS HU(POBOTo CUTrHAIA. DTOT KOMILIEKC IpoOaeM 00ycCllaBIUBaeT HEOJHO3HAYHOCTb BOCIIPU-
ATHA Tepexola Ha udpoBoii GopmaT Ha BHYTPEHHEM TEJICBU3MOHHOM PBHIHKE, & TAK)Ke MMHUJKEBBIC
HOTEpH YKpauHbl HA MEXAYHAapOJHOM YPOBHE B CBSI3U C HEBBIIOJHEHHEM corjamieHus <« Kenea
2006».

3HaueHME MCCIIENOBAaHUS 3aK/II0YAaeTCs B BBIABICHUU HOBBIX B3aUMOCBsI3€ll M 3aKOHOMEpPHOCTEH B
npouecce nepexoaa 3(GUpHOTro TENEeBU3NOHHOTO BeIaHUs Ha LU(POBOH Gopmar.

KnroueBble cioBa: 1udpoBoe TeleBUICHUE, aHAIOroBoe Bemanue, dopmar DVB-T2, cornamenue
«Kenesa 2006», HarnoHanpHbli cOBET YKpauHbI 110 BOIPOCAM TEJIEBUACHUS U PaAHOBELIAHNUS.
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1. Beryn

Iepexin Ha UQPOBE MOBJICHHS 1 BiIMOBA BiJl aHAJIOTOBOTO CIIOCOOY MOIIMPEHHS TENEBIi3iii-
HOTO CHUTHaJly — MPOIEC BAXUIMBHH K JJIsI BHYTPIIIHBOTO TENEBI3IHOIO PUHKY, TaK 1 Ui MiX-
HapOJHOTO IMIJDKY YKpaiHH.

VYkpaiHa He BHKOHala 3000B’s3aHb, B3ATHX 3a MIANHACAHOK HEIO PETiOHAJIBHOIO YTOIO0I0
«Kenesa 2006». Leit moxkymeHT OyB 3aTBepIKeHHA ocTaHoBoro Kabinery MinicTpiB Ykpainn
Bix 18 cepmas 2010 poky [1] # HaOyB unHHOCTI A1 YKpainu 15 sxotHs 2010 poky. 3 16 gepB-
H 2015 poky ykpalHCBKiI aHAJOTOBi TeJeKaHAJTH Mald O NPHUIWHUTH iCHYBaHHS, a TIsAadl —
OTPUMYBATH TEJEBi3iifHMI cUrHaN Jume B mudpoBoMy dopmari [2]. OctaHHI pilIeHHS YpALY
BHU3HAYAIOTh HOBHMU KIHICBHIA TEPMIH BIAKIIOYCHHS aHAIOroBoro curuany — 30 uepBHs 2017
poky. [3].

MeTa JaHOTO MOCTIKCHHS — BUSIBUTH OCOOJIMBOCTI Mepexoay edipHoro TenedadeHHs Ykpa-
iHu Ha 1mdpoBuid popmar. [TocTapnena mera nependadae BUKOHAHHS HACTYNHUX 3aBJaHb: BH-
SIBUTH B3a€MO3B’SI3KM MiX Cy0’€KTaMH INPOILECy; BU3ZHAUYUTH OCHOBHI MPOOJIEMH, LIO MEPEIKO-
JOKAIOTh OCTATOYHOMY IEPEXOJy Ha IM(poBe TENCBi3iiiHE MOBICHHS, 3’SCYBaTH MEPCICKTHUBH
IIOT'O IIPOIIECY.

Haii0inpm rpyHTOBHUM IOCHIKEHHSIM IU(poBoro (GopMaTy mepenmadi TeleBi3iifHOTO cHT-
Hairy € ocionuk [.B.Omensaroka «L{udpose edipre TenebaueHHs» [4]. ABTOp aHANI3Yy€e TeXHIU-
Hi OCOOJMBOCTI IIPOIECy i MOMHUpPEHHS TUPPOBOrO edipHOTO TerebadeHHs y CBiTIi HA MOMEHT
BHUXOAY KHHTH B cBiT, ToOTO Ha 2009 pik. Ynpomosxk 2010-2016 pp. aKTHBHO IOCTIIKYIOTh IIFO
MpoOIeMaTHKy MariCTpH Ta acIipaHTH PamioTeXHIYHUX (aKyIbTeTiB, a B OmechKiil HalllOHATb-
Hiil akagemii 3B s3ky iM.O.C.ITomoBa 3a 1ieil mepioj] 3aXUIECHO JBI KaHIUAATChKI AMCEpTaIii 3
u(poBoro pagiomosicHHs Ta Tenedayenns [5]. 3 2007 poky MaigaHIMKOM it OOrOBOPEHHS
i€l mpobaeMaTHKN € HayKOBO-TeXHI4HUIT xypHai «L{udposi TexHosorii», Bkiodenuii y Iepe-
Jik paxoBUX BUAAaHb YKpaiHH B raiy3i TEXHIYHUX HayK [6].

O0’€KTOM HAIIIOTO JOCIIKSHHS € HE TEXHOJIOTIs (TOOTO 0COONMMBOCTI Mepeayi curHainy), a
IpoIiec MOUIMPEHHSA IU(POBOro TeirebadyeHHs sSK SBHINA HA Cy4acHOMY TEJIeBI3IHHOMY PHHKY
VYkpaiHn, 3 yciMa mpobiaeMaMu i JOCATHEHHSAMHU Ha O3Ha4eHU MoMeHT ( modatok 2016 poky). B
TaKOMY acIiekTi udpoe TenedadeHHs He 0YII0 MpeIMeTOM AUCEPTAIlifHUX TOCTIKCHb B YKpa-
iHi 3a octanHi 10 pOKIB Hi B Taiy3i )KYPHATICTUKH, Hi COI[IaIbHUX KOMYHIKAIIiii.

Tparcdopmaii 00pa3HOCTI KIHO B KOHTEKCTi 3aCTOCYBaHHS MU(PPOBUX TEXHOJOTIH MPHUCBSI-
YeHa KaHAWOATChbKa nucepTamis 3 muctenTBozHaBcTBa O.B.1lamosan (2013). [IpaBoBi acmekTi
BIPOBa/DKEHHs1 1udpoBoro MoBieHHs B YkpaiHi posmmsganu  Y.B.Aunpycis  (2012),
0O.10.bonbmakosa (2009), JI.O. Myapax (2014). 3 Touku 30py JepKaBHOTO YIPaBIiHHS IPO
mudpose morieHHs mucanu O.A.bapanos (2010), B.IL.I'peceko (2007). Sk oamH 3 acmekTiB
iHpOopManifHOI MOMITHKK AepkaBH Hudppose TenedaueHHs gocuimkysanu JI.O. Mynpak (2015),
O.C.Burosceka (2014), B.I.Habpycko (2014). Ilpo iHHOBamiifHi 3MiHH, BUKJIHKaHI IH(GPOBHM
(dbopmarom, 3 TOUKH 30py MapkeTHHry i meHemxmeHTy mucamu A.B.Cepxyk i 1.B.Ko3smosa
(2014).

SIKicHi 1 KUIBKICHI OLIIHKHM TIpolecy nudpusanii MicTATh mopivHi 3BiTH HamionansHoi pagy 3
IIUTaHb TeneOavdeHHs 1 pagioMoBieHHs [7]. UuMaino >KypHaNiCTCHKUX MaTepialiB 1 eKCIEepPTHUX
JIyMOK 13 03HaueHoi Temu 3i0paHo B apxiBi pyopuku «Lluppose TenebaueHus» Ha caifti «Tenek-
putukay [8]. BigcTexxuTu mporec i BUSBUTH SK MPOOJIEMHU,TaK i B3a€EMO3B’SI3KH MiX 3aliTHUMH
CTOpPOHAMHM JTO3BOJIIOTH Marepianu mopiuaoro (3 2008 p.) mixHapomHoro dopymy «ludpose
MOBJICHHS B YKpaiHi», iHimifioBanoro HesanexHoro acomiarieto TenepagiomoBaukiB (HAM) [9]
Ta miarpumManoro HamioHaasHOIO pagorio 3 MUTaHb Tele0adyeHHs 1 PaJiOMOBICHHS.

[udpose Tene- Ta pamioMOBICHHS € MPEIMETOM JOCITIDKEHDb 1 HEYPSAJOBUX TPOMAICHKUX
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opranizaniit. [acturyr Memia IIpasa B 2010 p. omy0mikyBaB AHATITHYHAHN 3BIT «BIpoBaKeHHS
mudpoBoro MoBieHHS B €Bpomi:PerymoBanus» [10], a y 2012 p. — Ananmitiugamii 3BiT «CTaH
po3BUTKY 1HdpoBoro TenebaueHHs B YkpaiHi [11]. MoHiTOpHHTOM Iporiecy rmepexony epipHoro
HA3eMHOTO MOBJICHHS 3 aHAJIOTOBOTO (GopMaTy Ha HUPOBHUHA 3alimamucs i ekcnepTu [HIycTpia-
JIBHOTO TeJeBi3iiiHOro KoMiteTy [12].

2. MeToau nocaiaKeHHs

JxepenpHOIO 03010 TOCTiKEHHS OyIIN: MIOPiYHi 3BITH 3 PO3BUTKY IMHU(POBOTO TenedadeH-
Ha y cBiti Digital TV World Databook, PerionansHa yrona, sika CTOCY€TbCS TUTaHYBaHHS (P oO-
BO1 Ha3eMHOI pagioMOBHOI ciryx0u «KeHea-2006»; yxas3u [Ipesunenra Ykpainu, 3akoHH YKpa-
ian, moctaHoBu Kabinety MiHicTpiB, pimmeHHs Ta mopivHi 3BitH 3a 2014 ta 2015 pp. Hamiona-
JBHOI pajyl 3 MUTaHb TeliebauyeHHs Ta PaJliOMOBIICHHS Ta IHIIUX JEP)KaBHUX OPTaHiB IOAO BIPO-
BaJDKEHHsI U(GPOBOTO TesecOayeHHs B Y KpaiHi.

Jnst BU3HaYCHHS MEPCIIEKTHB PO3BUTKY LM(POBOro MOBIEHHS B YKpaiHi BUKOPHCTAHO 10~
piuHi 3BITH TOJBCHKOTrO peryisitopa TenepaniomoBHoro mnpoctopy KRRIT (Krajowa Rada
Radiofonii i Telewizji) 3a mepiox 2010-2015 pp.

MeTOm0IOTIYHO0 OCHOBOIO JTOCTIIKCHHS € TOJI0KEHHS PO HEOOXIAHICTh BiIMOBH BiJ aHa-
JIOTOBOT'O CIIOCcOo0y mepeaadi TeneBi3iiHOro CUrHany 1 nepexin egipHoro TeiaeBi3iiiHOro MOBJICH-
Hs Ha nudpoBuii popmat. BinmosinHo 10 BU3HAYEHOI METOJOIOTIYHOI OCHOBH JOCHIKCHHS Ma€e
SCKPaBO BHPAXKECHHUH NPHKIATHUHA XapaKTep, OCKUIbKH BUCHOBKH NPO BHSBIICHI aBTOPOM MPUYH-
HH HasBHHX NPoOJIeM y Ipolieci mepexony Ha IM(pOBE MOBJICHHS, a TAKOXK OOIPYHTOBaHI Iepc-
NEKTHBHI HAIPSIMKU PO3BUTKY 3a3HAYCHOTO IPOLIECY MOXKHA BUKOPHCTOBYBATH K PEKOMEHIALIT
BIATIOBITHMM JIep>KaBHUM OpraHaM II0JI0 IPUCKOPEHHS Ha3BaHOTO MPOIecy.

B mocnimkeHHi Oyny BUKOPHCTaHI Taki METOIM: aHAJI3 K CYKYITHICTh IPUHOMIB 1 3aKOHO-
MIpHOCTEH Juisl po3wieHyBaHHS 00’€KTa Ha CKJIAJIOBI €JIEMEHTH, BUIIICHHS Cy0’ eKTiB 1udpusa-
mii 1 BU3HAYeHHs IX poii B 3aralbHOMY IIpolieci; icTopu4yHMil — 3abe3mnedye po3risij
00’€KTHBHOTO TIPOIIECY PO3BUTKY 00’ €KTa y XPOHOJIOTIUHIHN MOCIIIOBHOCTI, TOTIOMArae BUSIBUTH
BHYTPIIIHI 1 30BHIIIHI 3B’S3KH, 3dKOHOMIPHOCTI 1 CyNepe4yHOCTI po3BUTKY 1H(pOBOro Teieda-
4YeHHsI B YKpaiHi;. OPIBHSAHHS — JUIS IPEJICTABICHHS OCHOBHHUX IapaMeTpiB Cy4acHOTO TeleBi-
3iliHOTO pUHKY IloJbIi; aHaOris — AJIsl BU3HAUEHHS NIEPCIIEKTUBHUX HAMPSIMKIB PO3BUTKY LUQ-
POBOTO MOBIICHHS B YKpaiHi.

3. Pe3yabTaTH it 00roBopeHHs

BuxigHUMHM TIO3ULISMH, IO UIFOCTPYIOTh BaXKJIHMBICTh JOCTI/DKEHHS OOpaHOi TeMmu
BBOKaTUMEMO HACTYITHI:

. Yac mepermagy TeneBi3ifHOrO KOHTEHTY 3pOocTa€ i B CBiTi, 1 B YkpaiHi. B
VYkpaini TeneOadeHHs 3aJHIIAETHCS HANTOMYISIPHIINM 3acob60M MacoBoi iH(opmarii.
97% IOMOTrOCIOAapCTB MAIOTh TEJEBI30pH. SIKIIO paxyBaTH JIFOJAEH, SKi MAlOTh JOCTYII
no tenebaueHHs, To ne 98% Bcix xwureniB Ykpainum (abo 42 minbitonn). oneHnuit
cepenHil neperisig CTaHOBUTH 4 ToANHM 48 XBIIIMH 1 301IbIIY€ETHCS MOPOKY [13].

. B VYkpaini icHye qUCOHaHC MiX SIKICTIO BUTOTOBJICHOTO TEJIEBI31HHOTO CUTHAITY
(lepeBakHO BKe LU(PPOBOro), MepekaMH HOro MOMMPEHHS B e(dipi Ta NPUCTPOSIMH
KOpHUCTYyBayiB ( BiJ] Cy4acHHX IUIa3MOBHX J0 CTApUX YOPHO-OUITNX).

. [lepexin Ha nmdpoBe MOBICHHS amnpiopi Mae MPUHECTH KOPUCTH BCIM: IS
JIepKaBM — 1€ ONTHUMajbHE BUKOPHCTAHHS PEeCcypCy pajiodacToT; Jyis TIIsiiadiB —
30UTBIICHHA KITBKOCTI KaHAJiB 3BYKY Kpamioi SKOCTi 300paKeHHS Ta 3BYKY; I
TeJIeKaHaiB — MOKPAIIEHHs CUTHaTy. Takox nnuposBe MOBICHHA Ma€ 3HU3UTH BapTiCTh
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mepefadi CHTHANY Ta MiACWIATH KOHKYPEHII0O MK MOBHHKAMH IIOJO SIKICHOTO Ta
Ipo¢eCiifHOTO KOHTEHTY.

Kopotka icropis nuranusa. Y 2006 p. Kabimer MinictpiB Ykpainu yxBanme Korenmiro
JepxaBHOI mporpamMu BIpOBa/DKCHHS IHU(poBoro TenepamiomoBieHHs. 2008 pokoMm maTtoBane
pimenHs Hampamm 3 nwurans TenebadeHHS 1 pamiOMOBIEHHS Npo Iepexim Ha nudpose
TeJeBi3iiiHe MOBJIEHHS BUKIIOYHO Y popmaTti MPEG-4. BusHaueHo, o MynbTHILIEKCIB Oyze 5 1
ocTaHHil Oyzne 3ape3epBOBaHO Uil MOTPeO JIOKAITBHUX MOBHHKIB. YK€ HACTYIIHOTO POKY
uudpose MoBneHHs 3’sBuiocst B Kuei, KuiBcbkidd, Kutomuperkiii 1 Onecekiit obnactsx. Y
2010 p. po3mnoyanocs TecToBe MOBJIEHHS e y 9-tu obnactax (y JHinponerpoBcbky, JIbBOBI,
Yepuirosi, Binawmmi, 3amopixoki, Cimdepomoni, Mukonaesi, TepHomom Ta Yxkropomni), a
MYyJBTHIDICKCH 00’€HANM B HaLiOHAJBHY MepeXy 3 BH3HadeHHM mpoBaiinepom TOB
«3eoHOym». Y 2011 p. Bupimeno, mo B VYkpaiHi mudpoe edipHE MOBICHHS
BIIPOBAKyBaTHUMEThCs B ctanaapti DVB-T2 [14].

Takum umHOM, Bke 10 pokiB B YKpaiHi TpuBae mporec rnepexony Ha IHU(ppPOBi CTaHIAPTH
MOBIIeHHs. B mpomy mporeci 3amisHi 4 cy0’eKTH i caMe Y B3a€MOBIIHOCHHAX SIK BCEpEIUHI
caMHUX Cy0’€KTiB, TaK 1 MK HHMH, BHSABJICHO HAHCYTTEBINI MPOOJIEMH, IO YHOBUIHHIOIOTH
nporec.

Braoa. PerymoBanns nepexoay Ha mudpoBe MOBIICHHS HAJCKUTh BUKJIIOYHO fepxkaBi. [Ipu
[OMY TUIBKHA B CHCTEMi BUKOHABYOI BJIQJM iICHY€E IMOHANMEHIIIC TPH OPIaHu, 3aiTHUX B I[LOMY
npoueci: JlepkaBHul KoMiTeT TenebaveHHs 1 pagiomoBieHHs, [epxkcmenss’s3ky ta HKP3I
(HamionanpHa KOMICis, IO 3IMCHIOE Jep)KaBHE pEryJIoBaHHA Yy cdepi 3B’SI3Ky Ta
iHpopmaTuzanii). Takox € nBa Aep)KaBHI MiANPHEMCTBA, IO BUKOHYIOTh (QyHKLIi po30ynoBu
Mepex Ta KOHTpomo pamiodactoTHuX pecypciB. Lle xonmepn PPT ta /Il «Yxpainchkuit
JIep>KaBHUH IIEHTP pagiodacToTy.

Orosomrye KOHKYpPCH Ha YacTOTH 1 BHUa€/CKacoBYye IIeH3ii, 30kpeMa i Ha mmdpose
MoBIIeHHs, HamioHanmpHa pajia 3 MUTaHb TeJICOAYCHHS 1 paiOMOBIICHHSI.

[Ipob6nemoro € BiACYTHICTh KOOPAWHAIIT MK Ha3BAaHHMH JICPKABHAUMHU OpTaHaMH, OCKUTBKA
BCI IoTepeHi poKd He OYJOo €IWHOTO LEHTPY YXBalleHHs pimeHs. Jlume nanpukinadi 2015 p.
Kabiner MinicTpiB Ykpainu minTpumaB nponosuiiro Paau HamioHanbHOi Oe3nexu i 000poHU
VYkpaiuu 1010 BU3Ha4YCHHs J[eprKCrel3B’ 13Ky KOOPIHHATOPOM POOIT i3 mepexoay Ha 1udppose
MoBiieHH [15,24].

Tenexananu. TlepeBakHa OUIBLIICTh TeNeKaHaJ B B YKpaiHI BHIOTOBJISIIOTH KOHTEHT B
uudpoBomy dopmari. Tomy Hacammepes BUPOOHHMKH 3alliKaBlieHI B TOMY, 1100 iXHi KOHTEHT
rIsigad modavynB B epBicHIN GpopMi — ToOTO BUCOKOI 1 HaaBHcoKoi sikocti (HD).

3akoHHE TMIpaBO Ha 1€ BXKE KiJbKa PpOKIB MaloTh 28 3arajJbHOHAI[IOHAJILHUX
TenepaniokoMmnanii i 64 perioHanpHuX [15]. Ane HasgBHICTH JiNeH3ii HE TapaHTye Micle B
MmysabTuIiekci. Tomy, 3a jmaHuMM mnocradanbHuka nociyr TOB «3eoHOyn», cnoxuBaueBi
NIPOTIOHYEThCS TaKkeT Jmime 3 32 TesekaHalmiB — 28 3arajJpHOHAIIOHAIBHUX 1 Jmme 4
perionansHux [16]. [lns mopiBHsHHS, craHoM Ha 1.01.2016 3a ganumu [lepxpeectpy
tenepanmioopranizamii  [15, 53] B VYkpaini 3apeectpoBano 402 tenexommanii 1 73
tenepaniokommnanii. Tobro OiTpmIOCTI perioOHaNbHUX 1 BCIM MICIIEBUM MOBHHKAM IIiCIs
BIJKJTFOUEHHS aHAJOTOBOTO CHTHATY JOBEICTHCS 3MIHIOBATH CIOCIO MOIIMpPEHHS — CYITyTHUK
KabenpHe a00 CYIyTHHKOBE MOBIICHHS. 3BaXKal0UW Ha BAapTICTh JIEH3ll Ha CYINyTHHKOBE
MOBJICHHSI, HEBEJHMKi TeJIeKOMMaHii ()aKTHIHO HE MaTHUMYTh aIbTEPHATUBH KaOEIbHOMY
CUTHAIY.

BigxirroueHHs aHaJIOrOBOTO CUTHAITY 3HAYHO 3MEHIIUTH BUTPATH HA MOBJICHHS, 38 OLIIHKAMHU
JIeSIKUX TeJIeMEeHEeKEpiB, BABI4i [9].

Tlocmauanvuux. Ha ocHOBI HaBelEHOI CTAaTHCTHKM, MOKHA CTBEP/UKYBATH IIPO HAsIBHICTDH
OPCTKOT KOHKYpEHILIi Ha BHYTPILIHBOMY TejeBi3iiiHOMYy puHKy. 3 2010 poky MOHOIOJIEHE
craHoBuiie B wi cdepi Hanexxuts TOB «3eondOyn». BomHouac, BcTaHOBIEHHS HH(POBUX
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nepeaBaviB B MEpeBaXKHINM OLTBIIOCTI BiOYBaJIOCH Ha BeXkKax i 00 €KTaX JIEpKaBHOTO KOHIIEPHY
PPT.

MonomnonsHe cTanoBHIIe 103BoI0 TOB «3eon0yn» nBa poku (2012-2104 pp.) KomyBaTi
TeNeBI3IMHUN CHUTHaN 1 OUKTYBAaTH CIOXHBAadaM THII Ta YMOBH TPHIOAHHS CIEIialbHIX
OpUIaIiB Ui mpuitoMy 1ubpoBoro curuany (aHr. set-top box).

BupimienHst mpoOjeMH MOHOIOJBHOTO CTAHOBHINA Ta 3MiHA CHUTyalii € IIOBHICTIO
npeporatuBoio Biaagu. OCTaHHIM 4acoM NpencTaBHUKHM KoHuepHy PPT 3asBnstoTh mpo HasBHI
MOTYKHOCTI JUIsl 3aITyCKY 1€ 0JJHOTO a00 JIBOX MYJBTHILIEKCIB [17].

Ayoumopis. HaiiuucenpHimmMM cy0’e€KTOM MepexoJy Ha HOBI CTaHJapTH TeJEBI3iHHOTO
MOBJIEHHs € aynauropis. SIk Bxke 3azHauyanocs, e 98% HacenenHs kpainu. TOB «3eonOyn»
3asBIISE, 10 30HAa OKPHUTTS HalliOHANBHOI TH(POBOI MEPEXi CTAHOBUTH 95 % HaceneHHs KpaiHu
[16]. Exciept HarosomryroTh, IO O KiNBbKiCTH HE Bimmosimae midicHocti [18]. V 2016 pomi
HaOyna YMHHOCTI MeTonnKa BH3HAYEHHS 30HH TOKPUTTA Mepexi HU(POBOro Ha3eMHOTO
TeneBiziitHOrOo MoBieHHS craHmapty DVB-T2, po3pobmena /Il «YxkpaiHChKuil nepkaBHUN
LeHTp pagiodactoT» [19].

OxpiM TOKPHUTTS, ayAUTOPis MOTpeOye 1 CHemiambHIX MPUIaAiB Uil MPHAOMY IHUPPOBOTO
curHany (set-top box). JlepkaBHa mporpama 3 3aKymiBIi TaKUX OPUCTPOIB  JJIS
MaJio3abe3nedyeHnx rpoMaisiH He pinancyetbes 3 2014 poky.

Jlnst BU3HAYEHHS MEPCIEeKTUB HU(BPOBOTo TenedaueHHs B YKpaiHi NPONOHYEMO BHCHOBKH,
SIKMX MM AT i1 9ac OISy MONIOHHUX MPOLECiB Y €BPONEHCHKUX KpaiHaX Ta CBITI 3arajioM.

AJNbTepHAaTHBH BIIMOBH Bijl aHAJIOTOBOro CHrHainy B YKpaiHu Hemae. Bci cycigui kpainu
BIXKE KiJIbKa pOKiB MOBJIATH BUKIIFOUHO Y IH(PPOBOMY (popmarTi.

Poszmouana «uugpoBy ictopito» me y 1998 poui Bemuka Bbpuranis. [lepmmvu B €Bpormi
BiIMOBIJIHCH BiXl aHasmoroBoro MoBieHHA Hinepmarmu (2006 p.). HactymHOTo poky 1€ 3po0mim
Anpoppa, ®immsamis 1 eemis. Ha 2010 p. «umdpoBumu» kpaiHamu Oynmm HimeduwHa,
IBe#inapis, JlrokcemOypr, [damis, Hopgeris, ABcrpis, Bemmka Bbpuranis, Ecronis, Icmanis,
Itamis. ¥V 2011-2012 pp. «ua mudpy» nepeinmum Xopsatis, @panmist, Jlateis, YropiiwHa,
Ipnangis, Typeuuunna, JIutsa, [lopTyramis.

3a panumu Digital TV World Databook 2015 (mocmimxyBanocs 138 kpain, Ykpaina He
BXO/IMJIA JIO TEPeIiKy) MPOHUKHEHHS M(pPOBOro TenedadyeHHs y cBiti 3pocio 3 40,5% y 2010 p.
10 67,2% y 2014 p. Le na 455 mau uudposux Th-gomorocnonapcts Oiiblie.

3a 1eit yac KUTbKICTh aHAJIOTOBHX JIOMOTOCIIOAAPCTB 3MEHINMIOCH 13 866 10 509 MITH.

HaiimBuami temnu «uudpusamii» crnocrepiraiuch y kpaiHax Asiatcbko-THX00KEaHCHKOTO
periony (287 mun) Ta Kutai (122 MiH)

Ha xinenp 2014 p. y cBiti HapaxoByBanock 1,045 M mudpoux Th-momorocmomapcTs
[20].

Jns Ykpainu xopucHEUM Moxe OyTH JMOCBin cycimHbpoi [loipiii, OCKiIBKM SK 1CTOpHUYHI
napasnesni, Tak 1 Cyd4acHi IOKa3HHKM TEJEBI3IMHUX PHHKIB JJ03BOJISIIOTH CTBEP/KYBAaTH MPO
o TiOoHicTh mpornecis [21].

[TonpIma ocTaTOYHO BiAMOBHJIACH BiJl aHAJIOTOBOTO TeJEBi3iifHOTO curHamy mie y jumHi 2013
poxy. HazeMHMi curHaim BiITOAl NepeaaeThesl BUKIIOYHO y nudpoBoMy (opmati. Ae mepexis
Ha mudpose MoBieHHs y [lonbnii He OyB mBHakUM. [Iporiec mouasces me B 1997 pomi, xomu
KiTbKa TPaBI[iB PHHKY BHUPIIIIIN pPa3oM MpAIIOBATH HAJg €(GEKTHBHAM Ta IOCTYIIOBHM
BrpoBakeHHIM DVB-T mmatdopmu B [lomemii [22]. [lepmie excrepuMeHTanbHE MOBJICHHS
naryetbest 2001 pokom. ¥ 2005 pomi Oyno crBopeHo nepimii mpoekt Lndposoi Crpaterii s
IMonpmi. Ane Llndposuit 3akon Oyno 3aTBepkeHo Tinbku y 2011 poi.

Bigumouenns ananorooro curxainy B [lonbmii BinOyBanocs B TpH eTamd 1 TPHUBAIO
ynponosx 2011-2013 pp.

OcraHHIM 4YacoM KIUIBKICTh KOPHCTYBadiB IU(POBOro HA3eMHOIO MOBJICHHS 3pocrae. Y
2011 p. 6ymno 31% cnoxusauis, a y 2014 p. — 33,3%. 3a manumu KRRiIT (Krajowa Rada
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Radiofonii 1 Telewizji), BuKIIOYHO TmakeToM Oe3mIaTHOro HHGPOBOTO TelmeOaYeHHS
kopuctyBanuchk y 2012 p. 4 mua 630 Tuie. nomorocmonapets, 2013 p. — 4 muH, 2014 p. — 4 vuH
322 Tuc. [23]. Taki mudpu MOSCHIOIOTECS, MO-TIEPIIE, SBUIIEM «IPYTOTO €KpaHy», a Mo-Ipyre,
MIOMIMPEHHAM BiIKpUTOTO AOoCcTyny Ao iHteprery (WiFi) ta Texnomorii VOD.

Hazemne nngpose tenebauenus y [lonpii 00’ €qHYE TPH MYJIBTHILICKCH 1 € OE3KOITOBHUM,
TOMY TOJISIKM Ha3MBAIOTh HOT0 HANIOCTYNHILINM 1 «I€MOKPATHYHUMY CIIOCOOOM KOPHUCTYBaHHS
TeneOaueHHAM.

VY 2014 p. BinOynocs po3UIMPEHHs MakeTy KaHajiiB mepiioro mynstaiviekcy (MX-1). o
qoTupbox TemMatndHux (ATM Rozrywka, TTV, Eska TV, Polo TV) nonano Oyno me 4oTHpH:
Telewizja Trwam, TVP ABC, Fokus TV, Stopklatka TV. Huni Ha KOXHOMY MYJBTHIUIEKCI
IUBUTHCS MOXHa meperisagatu 22 temekaHanud. Ha 2015 p. Oyno 3amnaHoBane (opMyBaHHS
BocbMoro MynbTHIDICKCY (MX-8), anme mepenecene Ha 2016 p.. [Iporao3yeTbes, mo 1e A0AaCTh
MTOJTLCHKOMY TUIIaueBi e 7 Oe3KOIITOBHUX KaHAIB.

Amnaniz mopiyaux 3BiTiB KRRIT [23] mokasye, mo iHIAX IUIAHIB po30yIOBH IUPPOBOTO
tenebaueHas ypsin [lompmi He Mae. OcHoBHa yBara i KRRIT, i mpodimpHOro MinicTepcTBa
(Minister Administracji i Cyfryzacji) HuHI 30cepekeHa Ha IUQpU3AIil PamiOMOBICHHS B
texHonorii DAB+. [Tnanyetbcs, mo y 2015 poui uudposuii curnan pajiio 0yae ZOCTYIHUM JUIs
55,4% nacenenns [lonbuii. 1o 3aBepiueHHI0 1HOTO Mpolecy OyAyTh AOCTYITHUMU y HH(pPOBOMY
¢dopmari 10 3aranbHOHAIIOHATIBHUX PaliOKaHAIIB 1 10 2 PErioHaNbHUX.

4. BUCHOBKH

ITpouec nepexony TenebaueHHs YKpaiHu 3 aHAIOroBoro gopmary B nu(ppoBHi TPUBAE BXKE
10 pokiB. Lle moB’s3aHO 3 YHCICHHHMH MpoOJieMaMH sK Ha piBHI JAepkaBH (KOHQIIKT
KOMITETEHIIIH 3a/liTHUX Jep>KaBHUX OpraHiB, HEBU3HAYCHICTH YHMPOJOBXK POKIB €AMHOTO LEHTPY
YXBaJICHHS PillleHb, BIJICYTHICTh BIUIMBY Ha MOHOIIOJIICTA-TIOCTa4YaIbHUKA), TaK 1 HA PIBHI PUHKY
BUPOOHHMKIB KOHTEHTY (HEOOIpYHTOBaHI BUTpPAaTH Ha TIOKPUTTS aHAIOTOBUM CHTHAJIOM,
BIZICYTHICTB JIiLIEH31H Ha HU(POBE MOBJIEHHS y 0araTboX perioHAILHUX 1 MICIIEBUX TeJIeKaHAIIIB)
Ta MNOCTa4YaJbHUKIB MOCIYr (MOHOIOJILHE CTaHOBMIIE HAsBHOTO MpOBaijiepa, BiJACYTHICTh
peasbHUX 00paxyHKIB 30HH MOKPHUTTS aKTHBHOI HAaLlIOHAIBHOI MEpEexKi).
3 orysiy Ha BHKJIaJeHi (akTH, MepCreKTUBHUMU JJisl Y KpalHU MOXYTh CTaTH TaKi KPOKH B
peaiizarii mepexoy TeleBi3iHHOTO MOBJICHHS B II(poBHIA (hopMar:
e UYirka KoOOpIuHAILIS Aep KaBHUX OPTaHIiB B peallizallii mepexoay Ha mudpoBe MOBICHHSI.
o [loOymoBa anpTepHATUBHUX HUPPOBHX MEpEX 1 JIEH3YBaHHS HOBHUX INPOBalepiB
UPPOBOI MEpeKi.
e BimHoBneHHs nep)kaBHOro (QiHaHCYBaHHS i 3a0e3leYeHHS IIBIOBUX KaTeropii
HaCeJIeHHS CleialIbHUMH PUCTPOSIMH.
e [IpoBexenns macmrabHOi iHpOpManiifHOI KaMmaHii I070 HEO0OXiTHOCTI Mmepexomy Ha
udpoBUii CTaHAAPT MOBIICHHSI.
e [lepexin perioHaspHUX 1 MiCIIEBUX TeJIEKOMITaHiI Ha KabeIpHI Mepexi abo iHTepHET.
3a yMOBH 3/1aro/pKEHOi 1 pe3yslbTaTHBHOI POOOTH 3aMiHHUX Yy TOCITIKYBaHOMY MpOIleci
JIep)KaBHUX OpraHiB — BHPILIMTH HasBHI npoOiiemu peanbHo, 1 B 2017 p. YkpaiHa moria 6u
TIPUETHATHUCS /10 KOJIa €BPONEHCHKUX IU(PPOBUX AEpiKaB.
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ABSTRACT

In this study we explore the user-generated content as one of the most unique tools of modern
online environment. The user-generated content results from the interactivity with audience that
becomes possible through the Web 2.0 technologies. Being accessible and affordable to the gen-
eral audience, these technologies are widely applied by the users to independently create and
share their own content. The objective of the research is to explore and substantiate the nature of
the user-generated content (hereinafter UGC) phenomenon as a source of information for the
online media. Being a multifunctional phenomenon UGC requires a comprehensive approach to
the selection of research methods. We use the methods of analysis, synthesis, systematization,
and comparison to explore the content samples from the wide range of sources including the
citizen journalism, media activism, complicity journalism, and marketing. A method of observa-
tion let us identify the ways of including the user-generated content to the journalists’ publica-
tions; we also use the method of classification to distinguish the different forms of UGC.

Results and Conclusions. The user-generated content is increasingly becoming popular, espe-
cially among the users of social networks. Media pay much attention to the UGC, encouraging its
expansion. Different forms of social networks’ content, such as video, digital images, text, in-
fographics and combined content are widely used by journalists to produce their own media
products. Cherkasy online publishers take user-generated content from the Facebook and VKon-
takte social networks’ personal pages for different purposes including the following: as a news-
break, as a main text, as an addition to the product, as an illustration, as special focus determina-
tion, as an exclusive, etc. The user-generated content does not replaces the professional journalis-
tic products, but rather complements and expands them. Special attention should be paid to the
verification of the user-generated content.

KEYWORDS: user-generated content; social networks; online media; internet.
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Cnoco0u 3a;ry4yeHHs YepKacbKuMHu iHTepHeT-3MI
KOHTEHTY KOPHCTYBAa4iB COLiaJIbHUX Mepex

Kogans Ceimnana Banepiiena, Hasuaneno-naykosuii incmumym YKpaincokoi ¢hinonoeii ma
coyianvHux KomyHixayii Yepkacvkozo HayionanvHozo yHigepcumemy imeni bocoana XwenvHu-
YbKo20, guKIaday kageopu dcypHaricmuxu, pexiamu ma PR-mexuonoeil.

Pesiome

VY cTaTTi JOCHIHKEHO OJIUH 3 YHIKaJbHUX IHCTPYMEHTIB Cy4aCHOTO OHJIAMH-CEepeoBHIA — KOHTEHT,
3reHepoBaHMil KOpUcTyBadaMu Mejnia. KOHCTaToBaHO, IO TakKWil KOHTEHT € HACIIJIKOM PO3BUTKY
IHTepPaKTUBHOCTI ayauTopii B pycii TexHousoriit Web 2.0. Mera moCHipKeHHS MOJSATAE B OOTPYHTY-
BaHHI npupoau sBumia «user-generated content» (UGC), mo crae mxepenoM iHdopmauii ais iHTep-
Het-3MI. Toni¢yakuionanphicts peromeny UGC 3yMoBHIa KOMIUIEKCHHIA MiAXiA 10 0OpaHHS Me-
TOIIB IOCJTIIZKEHHs, cepe/l AKHX: METOAW aHali3y, CHHTEe3y, CHCTeMaTh3alii Ta MOPIiBHSHHS IS
BUBUCHHS PI3HOTally3eBUX CTYil; CIIOCTEPEIKEHHS — AJI 3°sICyBaHHS CIOCOOIB YBEICHHS MaTepiaiiB
KOPUCTYBAIIPKOTO KOHTEGHTY 1O JKYPHAIICTChKHX; Kiacudikaimii — /Uil BHOKPEMJICHHS Pi3HOBHIIB
TaKOTO KOHTCHTY. PeTellbHEe TEOPETHKO-IIPAKTHYHE CTYIIIOBAaHHS OKPECICHOTO IMUTAHHS a0 3MOTy
3pOOHTH HHU3KY HAyKOBO 3HAYMMHX BHUCHOBKIB. J[n(epeHIiioBaHo pi3HOBUAM KOHTEHTY (Bigeo-,
¢dortoxonTent, TekcroBuii UGC, indorpadika Ta KoMOIHOBaHHMH KOHTEHT) COLIaJbHUX MEpEex, SKUM
BUKOPHUCTOBYIOTh JKYPHATICTH JUIS MPOMYKYBaHHS BJIACHHX MarepianiB. BuokpemieHo crocobu 3a-
crocyBanHst UGC perionansHumu inTepHeT-3MI Uepkamunu: iH$opMariiHui MpUBiA, OCHOBHHUH
TEKCT, JOMOBHEHHS, YHAOYHEHHs, OOpaHHS KyTa MOJaHHS B MaTepiaii, 30araueHHs eKCKIIO3MBOM.
Haronomeno, 1o KopucTyBaIbkuii KOHTEHT HE 3aMiHIO€ mpodeciiiHuil xypHamicTchkuil Marepial,
ajie TOTIOBHIOE Ta PO3LIMPIOE HOTO.

Kio4oBi cjioBa: KopucTyBalbKHii KOHTEHT, COLIialIbHI Mepexi, MepexxeBi 3MI, iHTepHeT.

Koaas C.B. Cnocodsl BoBJIeueHusi yepkacckumMu uHTepHeT-CMMU KoHTeHTa moJjib3oBaTteei
COMAJILHBIX CeTei.

B craTbe uccienoBaH OAUH U3 YHUKAIbHBIX HHCTPYMEHTOB COBPEMEHHON OHJIaHH-Cpeabl — KOHTEHT,
CTCHEPHPOBAHHBII MONB30BATEISIMI Meara. KOHCTaTHpOBaHO, YTO TaKOH KOHTEHT SIBIACTCS CIIECT-
BUEM Pa3BUTHS HHTEPAKTUBHOCTHU ayJUTOPHU B paMmkax TexHonoruid Web 2.0. Ilens craTbu 3aKmoda-
ercst B 000CHOBaHMM TPUPOJBI siBieHus «user-generated content» (UGC), KOTOpBIH CTaHOBHUTCS HC-
TOYHHKOM HH(popMarmu 11 uarepaet-CMU. [lomudynkimonansHocTs penomena UGC obOycnosuna
KOMIUIEKCHBIH IOAXO0J] K BBIOOPY METONOB UCCIEJOBAHUS, CPENU KOTOPBIX: METOJIbl AHANIN3a, CUHTE3a,
CHCTeMaTH3allui U CPaBHEHMS Ul U3yUEHUs Pa3sHOOTPACIEBBIX TPYAOB; HAOIIONCHUS — AJISI BBISICHE-
HHS CIIOCOOOB BBEIEHHMS ITOTB30BATENBCKOTO KOHTEHTA B JKYPHAINCTCKHE MaTepHaIbl; KIacCH(HIKa-
UM — I BBIJCNICHUS] Pa3sHOBHIHOCTEH TaKOro KOHTEHTA. TIIaTelbHOE TEOPETHKO-NPAaKTHYECKOEe
M3yYCHUE TIpeAMeTa HCCIEeAOBAHNS MO3BONIMIIO CAENATh PN BaXKHBIX BRIBOHOB. [nddepeHmpoBaHsl
Pa3HOBHAHOCTH KOHTEHTA (BHAEO, HOTOKOHTEHT, TekcToBbl UGC, nndorpaduka n KoMOMHUPOBAH-
HbIIl KOHTEHT) COLUANIbHBIX CETEH, KOTOPBII UCIOIb3YIOT KYPHAIUCTBI AJIs CO3JAHUS COOCTBEHHBIX
MartepuainoB. Beinenensl cnoco0sl ucnonb3oBanus UGC uepkacckuMu pervoHalbHBIMH MHTEPHET-
CMU: uHpOpMaNNOHHEI ITOBOJ, OCHOBHON TEKCT, NOMONHEHHs, HILTIOCTPAINH, ONpPENe/ICHHE yIiia
IpEe/CTaBIEHHUs B Marepuale, 00OralleHus 3KCKI03UBOM. OTMEUYEHO, YTO MOJIb30BATEIbCKUN KOH-
TEHT He 3aMeHseT NpodeccnoHaNbHBIN )XypHAIUCTCKUH MaTepHal, HO JOTOIHIET U PAacIIUpPsIET €ro.
KirodeBble cj10Ba: I0JIb30BaTEIbCKUNM KOHTEHT, COLlMaNIbHbIE ceTH, ceTeBble CMI, nunTepHer.
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1. Beryn

IurepHer HaOyBae Bce OLIBIIOTO MOMMPEHHS Y CBITI. 332 JaHUMU CIICI[IAIbHOTO HOCIIPKECHHS
«Digital In 2016» npoekty «We Are Social», y ciuni 2016 poxy KiJbKiCTh IHTEpHET-
KOpHUCTyBauiB csArHyia 3,4 Mipa. oci0d. AKTHBHMMH KOPHCTYBauaMHM COLlallbHUX Menia € 2,3
MIIpJ. 0ci0; 1,9 MiIpA. BUKOPUCTOBYIOTH MOOLIBHI Tene(OHH Uil BUXOAY B COLliaibHI Mepexi [1].
B Vkpaini iHTepHeroM xo4a 0 pa3 Ha Micsiup i3 Oyab-skoro mpuctporo (um 3 kimbkox) — I1K,
MOOiTBHOTO TeneoHy, cMapThOHY, INIAHIIETY — KOPUCTYIOThCs 20,2 MitH. xutelniB. [Ipu upomy
B IHTEpHET i3 KOMIT'IoTepa abo 3 HOyTOyKa 3axoaars 18,3 MiH. oci, i3 MOOimpHOTO TenedoHy
a6o / i cmaptdony — 5,7 muH., a 3 mranmety — 1,9 mua. [2].

OxpiM AMHAMIYHOTO 3POCTAHHS KUTBKICHUX IMOKAa3HHKIB, IHTCHCHBHO 3MiHIOETHCS SKiCHHUI
BAMip (YHKIIOHYBaHHS IHTEPHET-TIPOCTOPY, IO 3YMOBJICHE, 30KpEeMa, MOSBOIO 1 MIBHUAKHM
ynpoBamkeHHM TexHoiorii Web 2.0. Cepen OCHOBHMX XapaKTEpHUCTHK HOBOTO OHJIAWH-
CepeloBUIla BHOKPEMITIOIOTh IOCTYIHICTh, IWHAMIYHICTH, MEPCOHANI30BAHICTh, IHTCPAKTHB-
HICTB, IEMOKpaTH4HICTh. Taki pucH BTiNIeHi B cepBicax, Ha 3pa3ok RSS, reryBanus, Wiki-caiity,
CTBOPCHHS i1 BeICHHS 0COOUCTHX OJIOTiB, CIIy>KOM 00MiHY Ta iH. [3].

OnHa 3 HalMpPoOMOBHCTIINX XapakTepucTuk Web 2.0 — iHTepaKTUBHICTb, 1[0 HUHI € IIEBUM
3ac000M 3BOpOTHOTO 3B’s13Ky 3MI 3 ayauTopi€to, BUABISETHCS B MOXKJIMBOCTI pearyBaTd Ha Ma-
TepiaJi KYpHAIICTIB: KOMEHTYBATH, OLIHIOBAaTH, JOAaBaTH HOBY iH(opMmauilo Ha ¢opymax,
MIOIIMPIOBATH CBOi AYMKH B COLIAIbHUX Mepexax. 3a BuciaoBoM I. MuxaiiinHa, iHTepaKTHBHICT
— 3B’SI30K JKypHAIIICTA ¥ CIIOXKMBada iHQOopMaIii 3a JomoMororo TekcTy. JKypHanictnka nepeaba-
Ya€ HAJArOUKEHHS IaJoTy aBTOpa 3 ayAWTOPIEI0, 3aCBOEHHS HEIO BHKJIAJCHOTO B TEKCTI IOBi-
IOMJICHHSI, CIIOHYKaHHS ii O po3ayMiB abo 10 MEBHUX BYHMHKIB. «Y Cy4acHIH >KypHaNiCTHII
IHTePaKTHBHICTh BUPAYKAETHCS B MOBJICHHI IHTCPaKTHBHOMY, IHTCpaKTUBHHX BiATyKaxX Ha ITyOIi-
Kamitoy» [4, c. 97]. 3a3HaueHi iIHCTPYMEHTH NAIOTh ayJUTOPii 3MOTY CaMOCTIHHO BUPOOISATH KOH-
TEHT (CTaTTi, II0ICHHUKH, (OTOATLOOMH, 30ipKH ITOKIIMKaHb) a00 J0JIy4aTHCs JIO0 CIIBTBOPEHHS
KOHTeHTY Juisi 3MI, cTanu MmoITOBXOM JI0 HOSIBH FPOMaISIHCHKOT )KypHaIiCTHKH. BaxxnuBo Haro-
JIOCHTH, 1110 TaKi Jii BiIOYBarOThCS MaiKe MUTTEBO, CHHXPOHHO 3aBJISIKM HOBITHIM TE€XHOJIOTi4-
HUM MOXKJIMBOCTSIM.

VY CenpoHUKHICTh IHTEPHETY Ta HIOpivYHe 301IBLICHHS KUIBKOCTI IHTEpHET-ayIuTOPil Cripuyu-
HWJIM TEHACHLIO 10 CTBOPEHHS il NOIIMPEHHST KOHTEHTY, SIKHil T€HEepYIOTh BJIacCHE KOPHCTYBaui
BCECBITHBOT Mepexi (KOMEHTapi, ayIio- Ta BileoMaTepiand, OTo, IOCTH B COLIATEHUX MEpEexKax,
Ha (opymax, y darax Tomo). OTpuMaBIIHN y 3B’A3KYy 3 PO3BUTKOM IHTEPHET-IHCTPYMEHTIB TaKe
HOBE JpKepelo iHdopMarii, sk KOHTEHT BiJl KOPUCTyBava, IpoQeciiHi KypHATICTH OYaH aKTH-
BHO 3QJTy4YaTH IIi BiZIOMOCTi, paxoBo 00poOIsFoun iH(pOpMaIifo Ta TOTYFOYH MOBHOIIHHI METiiHI
MaTepiam.

Mera cTaTTi moyisirae B KOMIUIGKCHOMY JAOCHTIDKCHHI MPUPOJM sBHIIA «user-generated
content» («UGC»), 1o ciyrye mkepenom HOBUH Jyisi inTepHeT-3MI. Peanizauis Metu nependa-
Yyae PO3B’sA3aHHS TAKMX 3aBIaHb: 3’ICYyBaTH CYTHICTh TEPMiHY «user-generated content» («KoH-
TEHT, 3T€HEPOBAaHUI KOPHCTyBauaMI»); MPOaHANI3yBaTH CIOCOOM BUKOPUCTAaHHS iHTepHET-3MI
YepKalvHU KOHTEHTY 3 COLIAIbHUX MEPEeX JUIsl MPOYKYBaHHS BJIACHUX KYPHAIICTCHKUX Mare-
piamiB. s amamizy obpanHo matepiamun 10 perioHansHuX MepexkeBux Bumasb (procherk.info,
vikka.ua, infomist.ck.ua, zmi.ck.ua, pro-vincia.com.ua, region.unn.ua, novadoba.com.ua, pres-
centr.ck.ua, progolovne.ck.ua, provce.ck.ua), o MarOTh BUCOKHI PEHTHHT Bi/IBiTyBaHOCTI.

B ykpaiHCbKOMY KYpHaJIICTHKO3HABCTBI JOCIIKEHHsI OKPECIEHOTO MTUTAHHA IepedyBae Ha
MoYaTkoBoMy etami. IcHyroTh cTyxii 3 rpoMaasHcbkoi xypHaiictuku (1. barypesuy, C. danuie-
HKa), /Ie TIPOAHaJi30BaHO 3a3HAa4YEHE MOHATTS SK HOBE SIBHIE CYCHUIBCTBA, MO (QYHKIIOHYE Ha
ocHOBI TexHooTilt Web 2.0 y Burmisai ¢popymiB, Biki-eHIMKIONE i Tomo. JJOTHYHUMH 10 TeMH
BBa)XA€EMO TpaIli, MPUCBIUeH]I onmucy ocobmmBocteit omorepctBa (JI. T'opoxenko, H. Dmmok, JI.
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denopayk), 1€ OKPECICHO MOHATTS OJIoTy SK Mefia, sSK 3aco0y COIiaTbHUX KOMYHIKaIii, 10
MOJKe KOHKYpyBaTH 3 Tpanumiitanmu 3MI. Jlo TeOpeTHYHOTO aHalli3y BasKIMBO 3aIy4aTH PO3Bil-
ku 3 ipobitem MexniaaktuBisMy (T. bornmapenko, b. IIoTATHHHEK), 110 BMOXITUBIIIOIOTH PO3YMiH-
HS HOBOI iH(pOpPMaNiiHOI CHCTEMH, /Ie HIBEMOEThCs po3noain poneit Mix 3MI ta ayauropiero i
YTBEP/KYETHCS IBOCTOPOHHS MOJIENb KOMYHiKallii. BaroMmum pecypcoM cTaroTh HayKoBi poOoTH,
SIKi 3aKLleHTOBaHI Ha crienudiui conianbaux Meaia (T. Dicenko), 1e aKIEHTOBaHO Ha POJIi collia-
JBHUX MEPEX y PO3BUTKOBI KOMYyHIKaliHOTO cepenoBuina. [IocyTHIO yBary KOpUCTyBalbKOMY
KOHTEHTY 3ocepemkeHo B mpaisix K. AdanackeBoi (I'opckkoi), O. CyxomiunH, e OKpPECICHO
NPUPOJY ¥ TUIOJIOTIIO TAKOr0 KOHTEHTY, 0COOIMBOCTI HOro (yHKUiOBaHHS B iH(pOpMaLiiiHOMy
npocropi. A. 3axapyeHko, O. CUTHUK HaroJIOUIyroTh Ha €KCKJIIO3WBHOCTI KOHTEHTY BiJ KOpHC-
TyBadiB, BAKIMBOCTI JUIA MOMYJISIPHOCTI iHTEpHET-Melia, a TaKOXK OOTPYHTOBYIOTH POJb TAKOTO
KOHTCHTY SIK 000B’I3KOBOT'O €JIEMEHTa HOBUHHOTO MOPTAITy.

LiHHIME B TEOPETHKO-TIPAaKTUIHOMY aCHeKTi BBakaeMo mpami iHozeMHHX yueHuX (I1. bek-
kepa, K. T'emanzgep, €. €xcena, k. KeneMm, C. [laymocena), siki TOKIQIHO OCMUCIIIN BIIACHE
(deHOMEH «user-generated contenty», BU3HaIK 30UTBIIEHHS HOTO KUTBKOCTI B MaTepianax amepu-
KaHCBKUX Ta eBporeichkux 3MI, poms «UGC» mis 3amydeHHs ayaurtopii. Baptumm yBarum €
po3Biaku pociiicekux HaykoBuiB (K. Bapanooi, K. Kapskinoi, M. Jlykinoi, O. MypoHeus), ae
CXapaKTepH30BaHO MUTAHHS IPO 3POCTaHHS ydyacTi croxkuBadviB iH(opmauii B ii reHepyBanHi, a
TaKOX OCOOJIMBOCTI JKYpPHAJIICTCHKOTO i KOPHCTYBAIlbKOIO KOHTEHTY, OIIMCAHO MOXJIMBI (hopmu
oprasisailii OCTAaHHBOTO Ha calTax.

[Momnpu pi3HOMaHITHICT BITUYM3HSIHUX 1 3aKOPAOHHUX JOCIIIKEHb, BAPTO KOHCTATYBaTH BiJl-
CYTHICTH CIEIialbHICTh Tpallb, M0 aKICHTYIOTh YBary Ha CYTHOCTI i 0cOOIMBOCTAX (QYHKIIifO-
BaHHS KOHTEHTY, 3Tr€HEpOBAaHOTO KOPHCTYBauyaMHM COILATbHUX MEpeX. Taka HayKoBa MpOTalHHA
Ta BOAHOYAC aKTHBHE 3AJIyYCHHS JKypHaJTiCTaMU Pi3HO(GOPMATHHX BiOMOCTEH, MiIrOTOBICHUX
CHOXHMBadaM¥ 1HPOPMAIIIITHOT MPOAYKIIil, yMOTHBOBYIOTH MOUIIbHICT TEOPETUIHOTO OOTPYHTY-
BaHHA npupoau «UGC», BHOKpeMIICHHS! HaHOUIbII MOIIMPEHUX CIIOCO0IB 3aCTOCYBAaHHS IIHOTO
KOHTEHTY i/l 9ac MiATOTOBKH MEIIHHUX MaTepialiB.

2. MeToau nocaiaKeHHsa

Jnst 3’scyBaHHsI 0COOJNMBOCTEN KOHTEHTY, 3r€éHEPOBAHOTO KOPUCTYBaYaMH COIiaIbHUX Me-
PEX, 3aCTOCOBAaHO CYKYIHICTh HAYKOBHX METOMiB. Ha TeopeTHUHOMY PiBHI JOCIIIKSHHS BUKO-
PHCTaHO KJIACHYHI METOJIM KOMIUIEKCHOTO aHajli3y, CHHTE3y Ta MOPIBHSHHS TEOPETHYHUX CTYHil
y cdepi iHTepHET-KYpHAIICTHKH, TOCIIKCHHS MEIiaKOHTEHTY, TPOMAASHCHKOTO aKTHUBI3MY Ta
iH., 1110 JAaJM 3MOT’Y BUTIIyMa4HTH ITOHATTS «user-generated content», 3’sicyBaTi HOro BiAIMIHHOC-
Ti Bif] IHIIUX CYMIKHUX TEPMiHIB (IPOCBIOMEPH3M, TPOMATHCHKA )KYPHATICTHKA).

Ha emmipuyHOMY eTarti 1OCHIPKEHHSI 3aCTOCOBAHO METOJ CIIOCTEPEXXEHHS /IS JOKJIQJHOTO
BUBYCHHS MaTepiajiB perioHaIbHUX OHIaiH-3MI 3 MeTOI0 BHOKPEMJICHHSI B HUX KOHTEHTY, 3Te-
HEpOBaHOTO KOPHCTYBauaMM COLIILHUX Mepex. Ha ocHoBi Merony knmacudikauii mudepenii-
HOBAaHO PI3HOBUAM KOPHCTYBAIKOTO KOHTEHTY (Bifieo-, ¢poToKoHTeHT, TekcToBuil «UGC», iH-
¢orpadixa Ta KOMOIHOBaHHNH KOHTEHT), 1[0 CTA€ JyKepesioM iHdopMarlii g iHTepHeT-Meia.

Takox OyJI0 3aCTOCOBaHO METOJ| y3araJbHEHHs Ta CUCTEMaTH3allii JJsi BU3HAYSHHS CIIOCO-
0iB 3aJTydeHHSI KOHTEHTY KOPHCTYBA4iB COIIAIbHUX MEPEX A0 MpodeciiiHoTo KypHaTiCTCHKOTO
TucKypey (iHpopMallifHui NMPHUBiA, OCHOBHUM TEKCT, JOMOBHEHHS, YHAOYHEHHS, OKpPECICHHS
KyTa ITOJIaHHs B MaTepiaii, 30aradeHHs eKCKIII03UBOM).

3. PesynbTaTu i 00roBOpeHHA
KopucryBanpkuii KOHTEHT HAJICXKUTH 10 MEAIaKOHTEHTY, SIKUH, Ha BIMIHY BiJl )KypHAaJICTiB

TpaaMLUiiiHuX 3ac00iB MacoBoi iH(OpMallii, CTBOPIOIOTH 3BUYAIHI JII0AH, He podecionann. Xoua
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BiH y 3MI 3’sBHBCSI TOCHTH NaBHO (JINCTH YMTAYiB, A3BIHKHU CITyXadiB YH IVIAAA4iB B eip, TOMKA
OTOJIOIICHB), TIPOTE JIUIIEC HUHI HA0YB HOBOTO CTAaTycy Ta 3HaueHHs. ChOTOAHI KOHTCHT, CTBOpe-
HUI KOPUCTYyBadyaMH, yce 4acTillle MOKHA IMOOAaYNTH Y BUIIyCKaX HOBHMH y BUTJIAL BiIeo OYeBU-
IIiB, IO 3aIpPOIIOHOBaHI Ha KaHam «YouTubey», abo goTo, 3aBaHTa)KEHUX Yepe3 COMLialbHI Me-
pexi, KoMeHTapiB 10 Oymb-SKUX JKYpPHAJTICTCHKHX MarepiaiiB, meTuii, Gopymis Tomo. Cepex
YMHHHMKIB, SIKI IOCYTHHO BIUIMHYJIM Ha BUHUKHEHHS SIBHIA KKOKEH MOXKE OyTH KYPHAIIICTOM»,
€. €HceH BHOKPEMJIIOE MOSIBY 1 PO3BUTOK HOBHX LU(POBUX TEXHOJIOTIH, SIKi 3poOMIIM HaMiBII-
poceciiiHi iHCTpyMEHTH AJsl BUPOOHMITBA iH(OpPMalii Jerko JOCTYIHUMH Ta JCLIEBHUMH; 3Mi-
ImIeHHS (OKyCYy 3 MeiaopraHizaiiii Ha HempodecioHamiB Ta JHOJICH, SKi CTBOPIOIOTH BIIACHHIA
KOHTEHT; 3arajbHy TEH/CHIII0 B CYCIIJIbCTBI, CIIPSIMOBAaHY Ha IHAMBiAyasi3alito i nudepeHmia-
IiF0 OKPEMHUX IHIUBIAIB I izeHTUdiKaIii cebe sk ocodbucTocTi [5].

TepMmin «user-generated content» HHHI He Ma€ yHi()IKOBAaHOTO TpaKTyBaHHs depe3 HOro He-
omHOpPiAHICTE. [0 ceMaHTHYHOTO 0O0CATY MOHATTA 3apaxOBYIOTH OyiorH, Bikimenito, (opymm,
PI3HOMaHITHI TTOBIAOMJICHHS, YaTH, TBITH, ITOJKACTH, 300pakeHHs, Bileo-, aymiodaiim, pexia-
My, iHII GopMu Memia, Mo OyJM CTBOPEHI KOPHCTyBadyaMH iHTEPHETY Ta MOIIHUPEHI B MEPEKi.
YKpaiHCHKOIO MOBOIO III0 Peajliio NepeKIaaloTh SIK «KOHTEHT, 3TeHEPOBAHUI KOPHCTYBadaMm»,
abo sIK «Matepiall, HaJJAHUI KOPHCTYBauaMm», a00 SK «KOHTEHT, CTBOPEHHH KOPUCTyBadaMm»
(«consumer generated media»). HaykoBenp K. I'opcbka mpornoHye HOMiHYBaTH aHaii30BaHHA
TEPMiH «KOPUCTYBALbKUIl KOHTEHT» 1 BUTIyMadyye HOTo SIK IMyOIiYHO JOCTYIHHUH, 110 CTBOPEHHUI
KOpHUCTYBaueM (CIIOKUBAYEM MEIIapOAYKTY) i3 BAKOPUCTAHHIM OyJIb-SIKMX MeIiaTeXHOJIOTIH Ta
€ pe3yNIbTaTOM TBOPYOI TisTbHOCTI [6, ¢. 113-114].

ABTOpOM TepMiHa BBa)XKalOTh IpaniBHHKa aHamiTH4HOI KommaHil «Nielsen BuzzMetrics» —
[Mitepa Brmexmoy. Ynepumre mediHimito 03By4rmiaM B Ipec-pemi3i kommadii «ShareYourWorld,
Incy», omybmikoBanomy 27 6epe3ns 2000 poky B xypHam «Business Wirey». 3a BucimoBom II.
Bekkepa, xKypHaJicTHKa CIIBYYacTi aKTyalli3yBala 3HAYyIIICTh CBiAYCHHb BiJ IEpIIoi ocoowu,
OCKIJIbKM BOHHM IIOIIMPIOIOTH «ITOCIAHHS, MEBHI NPUCTPACTi M BiABEPTOCTI, SK cepel BEIHKOI
ayauTOpii, TaKk 1 y By3bKOMY CIIBTOBApHCTBI» [7]. AKTHBHO IOCITyTOBYBATHCS HOHSTTSM «KOH-
TEHTY, 3T€HEPOBAHOTO0 KOPUCTYBAYaMMU» y MEpPEKeBHX ImyOuikarisx moganu 3 2005 poky. locuts
gacto moHATTE «UGC» mocnikyloTb Yy po3pi3i IpOMajissHCbKOT KypHaJiCTHKH (citizen
journalism), MeqiaakTHUBI3MY, )KypPHaIICTHUKH CIIBYYacTi. Y CTyIisiX i3 Ha3BaHMX HaNpsMiB 00-
I'PYHTOBaHO JlyMKYy IO Te, L0 ayAUTOpis mepectae OyTH MacHBHUM CIIOKUBa4YeM iH(opmariii-
HOT'O TIPOJYKTY Ta IEPETBOPIOETHCS B aKTUBHOTO TBOPIS, YK MOBIIOMIICHHS CTAIOTh JPKEPEIaMH
iHpopmaii st Tpaguuiitnnx 3MI, camocTiiHUMYU iHPOPMAIHHIMHU NPOIYKTaMU abo PyLIisIMU
MIPOTECTYBAIBHOI AKTUBHOCTI TPOMasH. Y MAapKETHHIOBUX AOCII/DKEHHSIX MOKHA HATPAITUTH Ha
TEpMiH mpochkiomep (Bix aHri. producer — BUpoOHUK abo professional — mpodecionan i consumer
— CIOXMBa4) — «IpodeciiiHnii COXKNBaY» 9N «BHPOOHUK-CIIOKHBAY», IKUM aKTHBHO TOCIIYTrO-
BYIOTBCSI 1 B Mefiacdepi [yl MOo3HAaYeHHs] HOBUX SKOCTEH 3aJydeHOCTi ayIuTopii 1O mporecy
CTBOpCHHS i1 Mefianii KoHTeHTY [8, ¢. 25].

HuHi xopucTyBaubkuil KOHTEHT CTa€ BCe OUIBII MOMIMPEHNM B iHTEpHET-cepenoBui. Exc-
nepT i3 comianbHUX Mefdia npodecop E. Kyanmman crBepmkye, mo 25% Bi ycix HMONTYKOBHX
pe3ynbTatiB, MOB’sA3aHUX i3 20 HAUMOMYJSAPHIIMMHU y CBITI OpeHIamu, BEAyTh A0 KOHTEHTY,
3TeHepPOBaHOTO KopucTyBadamu [9]. 3amydyeHns Bizomumu kommaHissMu «UGC» cTOCOBHO 1XHBO-
ro TOBapy IOIOMAarae Mi3HATHCSA NPO PEaKIii0 CIIOKMBA4iB Ha TEBHUH MPOIYKT, MOTHBAILIIO
KOPHCTYBaviB JI0 CTBOPEHHs OPEHI0OBAHOTO KOHTEHTY, CTYIIHb AOBipH ayAUTOpii 1O 3reHepoBa-
HOTO KOPHUCTYBa4aMH KOHTEHTY B coliadbHMX Mepexax [10].

VY cBiTOBUX MeJlia KOPUCTYBAIbKOMY KOHTEHTY HHHI HaJIEKHUTh OJHA 3 POBiAHUX poieil. Ha
caiiti «BBC» € cneniansHuii po3zis, MpucBsSUeHUH «user-generated content», e KOMIaHisl ONu-
cye npaBwia it ymoBu Bukopuctanas «UGC» 1 Bcisiko 3a0xouye ioro ctBoperHs [11]. 3okpema,
TYT IPEICTaBJIEH] yCi paBa KOPUCTYBaYiB, sIKi HaJaloTh CBii KOHTEHT «BBCy»; 1m0 KoHKpeTHO
Tpeba 3poburn, mob iHpopMmauis Oyia BUKOpUCTAaHA B MaTepiayiaX >KYpHAJICTIB KOMIAHIl; 4H
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wratuth «BBCy» 3a «UGCy; y sixkuit cmoci6 Bam martepiall Moke OyTH BHKOpHUCTaHHH (Hampu-
KJIaJ1, HOro MOXKYTh BiITBOPHUTH, 3MIiHUTH, aalTyBaTH, yOJIiKyBaTH, IEPEKIAgaT, CTBOPIOBATH
MOXiTHY MPOAYKIIIO TOIIO); Y1 Ma€ TEPMiH Jii TaKUil KOHTEHT Ta iH.

VY mopiYHOMY BCECBITHROMY AOCIHiIKeHHI «IHHOBamii B ra3erax» OINMCAHO, SKAM 0adaTh
MaliOyTHe HOBHH MemiariranTy, 30kpema «The New York Times»: «Penakiiis sik mije Mae B3siTu
Ha cebe 3a0XOYEHHS IOSIBM KOHTEHTY, HAJAHOTO CIIOXKMBAa4aMH, CTHUMYJIIOBAHHS IPOBEACHHS
3aXO0/iB Ta IHIIKMX (opM 3aydeHHs YNTalbKOI ayAUTOPIl y Takuii croci0, sIKui BigoOpaxae Hami
CTaHJApPTH Ta IiHHOCTI» [12, ¢. 15].

PesynbraT nOCHiIPKEHHS, IPOBEJIECHOIO MapKEeTHHTOBUM crapTanoM «Crowdtap» i rioba-
JILHOIO JOCIIITHUIIBKOIO KOMNaHi€ro «Ipsosy, 3aCBIAYMIN, K HOBE MOKOJIIHHS OTPHUMY€E HOBHHHU.
Minenianu (mokomiaas 2000-x) HaWOiNbIIE MOCTYTOBYIOTHCS comiansHuMu Mepeskamu (71%),
«UGC» noipsatots Ha 50% Oinble, HIX IHITUM MeZia, TaKUH KOHTEHT 3amaM SITOBYIOTh Kpalle
Ha 35% [13].

B. Copoxkin y npami «Excrienuiis B MaifOyTHE Me/iay OKpPECIIOe OVH i3 BapiaHTiB PO3BUTKY
3MI: «VY cBIiTi, e KOPUCTYyBadi CTBOPIOIOTH KOHTEHT, a POOOTH JOCTABIAIOTH, )KYPHAIICT — 1€
PO3pOOHUK, SIKHH MUIIE anropuTMU-PUIETPM» [ 14]. CTOCOBHO IIHOTO TBEPKEHHS MOXHA JTHCKY-
TyBaTH, aJieé He3alepeuHHM € (aKT MOUIMPEHHsI KOHTEHTY, SIKMH T'€HEepYIOTh HE KYpPHAIICTH.
Takuii TpeHA YMOMUIMBICHHH NPOAYKYBaHHSAM iH(pOpMaIii Bce OUIBILOI KUIBKICTIO JHONEH,
SIKUM CTaJIi AOCTYIHI OE3KOIITOBHUI 1HTEPHET, couianbHi Meaia, MoOUIbHI matdopmu. Takox
B)XJIMBUM YHHHUKOM YBa)KA€EMO 301JIbIICHHS KIILKOCTI KaHATIB MOMIUPEHHS iH(OpMaIIii.

Haiiyacrime cBoi mMaTtepiaiy KOpUCTyBadi IOIIMPIOIOTH Yepe3 colianbHi Mepexi. Came Bi-
IIeo-, aymioKOHTEHT, (poTokoHTEHT, TekcToBuid «UGC» i KOMOIHOBaHHH KOHTEHT COLIAIbHUX
MEpexX CIYTYIOTh JDKEPEIoM HOBUH I 3ac00iB MacoBoi iHpopmarii. 3a qocmimkeHHsaM «Oriella
Digital Journalism Study», mo oxommro 6mm3pko 600 XKypHANICTIB 3 YCHOTO CBITY, OLIbIIe 5K
50% omuTaHMX BUKOPHUCTOBYIOTH comianbHi Mepexi «Twitter», «Facebook» Ta iHmi mis otpu-
MaHHS BifoMocTel. 75% OpUTaHCHKHX JKypHATICTIB OEpyTh HOBHHU 3 aKayHTIB BiIOMHUX iM Jo-
new [15].

[0 TeHIeHII0 MOXXHA BIIEBHEHO E€KCTPAIOJIOBAaTH Ha 4epkachki iHTepHeT-3MI. Micnesi
OHJIAHOBI BUAAHHS aKTUBHO BHKOpUCTOBYIOTH «UGC» i3 «Facebook» ta «BKonTakTe» mis
cTBOpeHHs myOutikaiiid. Sk 3ayBaxxye O. J)KykoB, IIOCTH B COLIIAIbHUX Me/lia MOXKYTh CTBOPIOBa-
TH SIK TIEPeCiuHi TPOMaJISIHY, TaK 1 BiZIOMI IEPCOHMU, SIKi € MTPEJCTABHUKAMH CYCIIIbHUX, TONITHY-
HHUX, EKOHOMIYHUX, KYJIbTYPHHUX IHCTUTYLIH [16, c. 99]. 3anyueHHs1 AyMOK Takux oci0 Jjae 3Mory
HE TUIbKW HAJIaroJMTH KOHTAKT i3 KOPHCTYBauyaMH Ta 30UIBIIUTH IXHIO JOSUIbHICTE 10 3MI, ane i
JIOZIATH SICKPaBOCTI y BHUCBITJICHHS IOJii, 0COONMBO JIOKAIBHMX HOBHH, OCKIJIBKH, 3a3BHYail,
BimoMux (ericOykepiB 3Hae Oarato Jromeidl. Hampukianm, akayHTH MICBKOTO TOJOBH, TOJOBH
OJIA, iHHX KIFOYOBUX (Piryp y MicIieBOMY IMOJIITHKYMI 3aBXIH NepeOyBarOTh y IO 30py KY-
pHamicTiB, 60 caMe TaM MOXYTb 3 SIBUTHCS HOBMHHM 3 mepmmx BycT («['omoBa OJIA cknanae
JIeryTaTchKi NoBHOBaXkeHHs» — «Hosa [lo6ay», 18.02.2016; «Oxapuy BBaxae, mo 2016 poky 3a
ininiatuBu AHaronis bonmapenka 3 Owojpkety Uepkac Oyme 0e3 TeHAepiB «0cBOeHO» 360 MITH.
rpH.» — «lIpoBiHmis», 22.02.2016). dyxe 9acTo MOMITHYHI 3asSBH, BUCIOBIIOBAaHHSA I'POMAaJICHKUX
Nis9iB, CIYyXOOBIIB 3 ABISAIOTBCS CIIOYATKy Ha iXHIX OQINIHHUX CTOpIHKaXx y Mepexi
«Facebook», a moTimM MexiitHukn perpaHcarooTh iX y 3MI («Cac HammcaB 3asBy Ha 3BUTbHEHHSD)
— «Hoga Jlo6a», 16.02.2016).

3aJIexHO BiJl METH CTBOPEHHS IMyOJTiKallii, KOHTEHT COI[IaJIbHUX MEpPEeX MOXE CTaTH OCHOB-
HUM TEKCTOM J>KypHaJlicTChbKoro Matepiaiy («Y Uepkacax akTHUBICT BUKPUB CXEMY KBapTHPHHX
agep (poro)» — «BIKKA», 22.01.2016; «Yepkamankam y pecTopasi I10JaJId CTpaBy 3 HECHO -
BaHOIO «ek30THKOIO» (POTO)» — «llenTp uepkacbkux mMexia (Zmi.ck.ua)», 28.01.016; «3a nody
TPUI «CKOCHBY» OLIBIIE THCAYi YepKaciiB Ta miBcoTHI MeaukiBy — «BIKKA», 28.02.2016; abo
JIOTIOBHEHHSIM, KOMeHTapeM 4M imoctpauiero («Kenessknna «ienm»» — «[IpoBiHmisn,
19.01.2016, «Y Yepkacax 3’sBUIIOCS CTYAEHTChKE iHTEepHET-panio» — «lIpouepk», 29.01.2016;
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«Y Mepexi HapikaloTh Ha HeAOaJicTh JiKapiB dYepkachkoi momikmiHikmy — «BIKKA»,
26.01.2016).

VY xoni mocnimkeHHs udepeHniioBaHo THIN KOHTEHTY, 110 BHKOPHUCTOBYIOTh MEIIHHUKH:

1. OpnwuH i3 HAWOUTHII MPOAYKTUBHUX THINB KOHTCHTY, 3T€HEPOBAHOTO KOPHUCTYBadaMH, —
TekcT. KoXKeH MocT KOpHCTyBada COIialIbHOI MEpeXi € YHIKaJbHUM, OCKUIBKH caMe 3aBIAKH
BepOaJti3anii MU BHCIIOBIIIOEMO CBOI JYMKH, PO3IIOBIJA€EMO TIPO OCHOBHI (PaKTH CBOTO XKHUTTS 4H
PO BAKJIMBI MOJIT IJIsl BChOTO cycminbeTBa. Lle Moke OyTH Takox pernopTaxxHa iH(popmaris,
KOMeHTap, pediekcis, mocuianHs Ha iHmui pecypce [16, c. 100]. 3a3Buuaii, came TEKCTOBHI
KOHTEHT COLUAJILHUX MEpeX crae iH(OpPMAaIifHUM NPHUBOAOM JUIs HAIMCAHHS J>KypHaJicTaMu
BJacHHX cTareil. («YepkamiaHka, sika BIIMOBHJIACH 3/1aBaTh IpoLIi y IKOIy: «5 mouyna Gararo
HETeH3YpHOI Jlekcukm» — «LleHTp depkacekux Memia (Zmi.ck.ua)y, 17.02.2016; «lo Ymani npu-
Besnn «PeneHnm» Ha 2,2 MinplioHa TpuBeHb» — «Hoa lo6ay», 18.02.2016).

2. Ha gymky O. MypoHens, OCHOBHY YacTHHY iH(opMaIlii KOpHCTyBadiB y COIiaIbHUX
Mepexax HUHI CTaHOBWTH BiyanbHHUI KoHTeHT [17]. Came QoTorpadii cIyryroTh BasKIMBHM
JOKEPENIOM ISl CTBOPEHHS JKYPHANICTCHKUX MyOumikamiidi. MemiiHUKH, MPUPOTHO, HE 3aBXKIH
MOXYTh 3a(hiKCyBaTH Ha ()OTO BaXKIMBI MOJIii, OPUTiHANBHI ABHUINA Ta iH. J[yke 9acTo came rmepe-
CIYHI TPOMaJSIHU CTAIOTh OYEBUALLIMH, (PIKCYIOTh HABKOJMIIHIO JiHCHICTH Ha TesnedoH. JocTyn-
HICTh cMapTQOHIB Jae OyIb-IKOMY KOPHCTYBa4eBi 3MOT'Y BIIPOJIOBXK KiJIbKOX XBHUJIMH CTBOPUTH
Bi3yaJIbHE MOBIZIOMJICHHS Ta PO3MICTHTH HOTo B colliayibHii Mepexi. Lle neMoHCcTpyroTh MaTepi-
anu, onmyOJiKOBaHi B MICIIeBUX IHTEPHET-BUAAHHSIX, JIe BAKOPUCTAHO CBITJIMHU, Ha/laHI KOPUCTY-
Bauamu («Yepkaman Bpaswio rano Ha HeOi (poro)» — «BIKKA», 18.02.2016; «Y Uepkacax
YOTHPWIANIOMY JIPYTY LIyKaroTh rocrioaaps (Gpoto)» — «BIKKA», 31.01.2016).

3. OpHUM 3 OCHOBHHUX JKepen iH(opMarlrii, SKuil 3aTy9atoTh MEIIHHUKH 10 CBOiX MaTepi-
aiB, € BIIICOKOHTEHT KOpuCTyBauiB. Sk 3ayBaxye K. KapskiHa, y KpH30BHX CUTYyalisx (Hampu-
KJIaJ, IPUPOJIHI KaTaK/Ii3MH YU TEPOPHCTHYHI aKTH) KOPHCTYBAllbKUH KOHTEHT, MOMINPIOBAHUN
CBiZIKaMH B MEpEXKi, Ma€e OibIIY OIEepaTUBHICT, iIHHOPMATHBHICTH Ta JETANI3allif0, HiXK MarTepi-
anmn npodeciiaux 3MI [18]. 3a3Buyaii, Takuit KOHTCHT PO3MIIIYIOTE Ha BiacHOMY «YouTube»-
kaHam abo x y «BKonTakTe». [HTEpHET-Bifeo — 1e 34e0iIBIIOT0 aMaTOPChKE BiIeo, KEe MOXKE
OyTH HEBHCOKOI SKOCTi, IPOTE MaTH BEJIMKY L[IHHICTh uepe3 300pakyBaHi B HbOMY IOJi1, 4aCTO
eKCKITI03uBHI («Mepexy «mimipBaao» BiZeo dYepKamlaHku i3 cendi-mamkow» — «BIKKA,
02.11.2015; «Cormepexy «IiiipBaiio» KyMeIHe Biieo i3 BeAMe/IeM y YepKachbKOMY 300I1apKy —
«BIKKAY, 24.05.2016).

4. TIndorpadika, i3 norsay rpynu «Innovation», Oinblile Ha HAIEKHUTH 10 chepH JUIIe
KypHaiicTuku, 3MI BTpaTHIM cBOlO MOHOMONIIO Ha Hei. HuHi momut Ha Bce OLmpmmii obcsr
KOHTEHTY Ta BHIIY SIKICTh, BUKJIQJICHHS B 3py4HOMY (hopMarti AJIs IIBUJIKOTO 3YUTYBAHHA 1HPOP-
Marlii, TpaachopMye peqaKIiii Ta CIeIiaicTiB, SKi B HUX MPAIIOI0Th, 3MYIIYE ITIyKaTH eKCIEPTiB
i3 Bizyamizanii B Mepexi [12, c. 68]. YV yepkackkoMy oHJIaiH-TIpocTOpi iH(oOTrpadika sSIK HOBUH
pi3HOBH[ MOJaHHS iH(popMaIii 3’IBUBCSA HE TaK JaBHO W HHHI HE JOCHUTH moIupeHuii. O4eBu -
HO, II€ MOB’SI3aHO 3 HEJOCTATHIM PIBHEM BOJIOJIHHS IHCTPyMEHTaMH JUIsi CTBOPEHHS Bi3yaii3a-
mifi. OgHAK TaKui THI KOHTEHTY, X0Y 1 CIIOPagiyHO, TEX HAIBHUH Y OCTaX KOPUCTYBAadiB COIli-
aTBHUX MEPEXK, AKUN )KYPHAIICTH 0X0Ue 3aTy9aroTh 10 cBOix MarepiamiB («Y Uepkacax 3’ siBUBCS
BipTyasbHUIT MeTpomoiTeH (kapTa)» — « BIKKAY, 02.02.2016).

5.  KomOGiHoBaHMI1 KOHTEHT — Ii¢ iHTETpOBaHE BUKOPHUCTAHHS TEKCTY, Tpadiku, GoTo, aymio-
, BimeomarepianiB. Takwuii crioci6 moganus iH(GopMarii HailOLIBIT MOBHMHN, OCKIJIBKU BifoOpaxae
BCI MOXKJIMBOCTI HOIIMPEHHS MOBIIOMIICHD Y COIiaabHUX Mepexax («Micue ["'onmoBu Uepkacbkoi
OJIA B obnacHiit pani 3aiime OBuapenko (qoxymeHT)» — «BIKKA», 18.02.2016; «Y Yepkacax
mraxpai 00KpasaTh OaHKOMATH 3a JIOTIOMOT0I0. .. ckoTay (¢oto)» — «IIpo Beey, 23.02.2016).

B acmekri ananizy wacroru BukopucraHus «UGC» 3a3HaunMo, 110, 33 HAIIUMH CIOCTEpe-
KEHHSIMU, HAHOLIBIIYy KUIBKICTh aHaJli30BAaHOTO KOHTEHTY 3aJly4aloTh YepKachbKi oHiaiH-3MI
«procherk.info» ta «vikka.ua», Ha caiiti «infomist.ck.ua» icaye okpemuii po3nin «OOroBopoO0OTH
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y Mepexi», ne npeacrasieHo yHikanbHHA «UGCy». Ha iHmux caiitax myOumikamii i3 3acTocyBaH-
HSIM KOHTEHTY KOPHCTYBadiB COLIAIILHUX MEpPEeX 3Ha4YHO MeHIe. OCHOBHHUM JIKEPEIOM KOpHC-
TYBaIbKOTO KOHTEHTY € Mepexa «Facebook», a came 0coOHCTiI CTOPIHKH BiZOMHX ITyOJIiYHUX
ocib. I3 «BKonTakTe» marepianm Haigacrime 0epyTh 3i cmimpbHOTH «TumoBi Yepkacmy. 3mebi-
JIBIIIOTO HAsIBHA ieHTU(IKAIlIS i TOCUIAHHS HAa CTOPIHKY, 3BIJIKU B3SATHI KOHTCHT, aJie TIOJICK YU
Opakye TeKcTiBOK 10 ¢oTo.

3ayBaXMMO, 110 KOHTEHT, 3reHEPOBAHUI KOPUCTYBAa4YeM, CTAa€ OPraHiYHUM, ajle HE B3aEMO-
3aMIHHUM CKJIQJIHUKOM IpOQeciiiHoro MeIiHHOro IHCKYpCY, OCKUIbKH MOTpedye (inbTparii,
(axoBoro oOpobieHHs, nepeBipku ictuHHOCTI. OueBHAHO, MO HuHI Bepudikamis «UGC» mae
OyTH NMOKAa3HUKOM MEZAiarpaMOTHOCTI *ypHajicTiB. HeoOxisHO OyTH BIIEBHEHHM Y MPaBIUBOCTI
KOPHCTYBAaI[bKOTO KOHTEHTY, OCOOJMBO TEKCTOBOTO, a/ke (pOTO Ta Bi€O MOXKHA 37eOiLTBIIOrO
ozpasy imeHTH(]iKyBaTH MO0 AOCTOBIPHOCTI, OCKITBKH HOTO Baxkue miapoOuTH. Takoxk AHCKY-
CIHHMIMH € TIMTaHHS MPO OIUIATY 3a €KCKIIO3WBHUI KOHTEHT KOPUCTYBadiB, skuii 3MI Bukoprc-
TOBYIOTh Yy BJIACHUX Marepianax.

4. BUCHOBKH

Awnaii3 npobieMu Ja€ MiZicTaBu CTBEPKYBATH, 10 PO3BUTOK TexHoiorid Web 2.0, ogHoua-
CHE 3/ICIICBICHHS KOMYHIKalilHUX MPUCTPOIB, IPOrPECUBHE PO3LIMPEHHS JAOCTYITy JI0 IHTEpHe-
Ty Bce OUTBIOI KITBKOCTI JIOACH — BIOKPHIM HOBI MOXKJIMBOCTI IUIS TIEPETBOPEHHS MACHBHOI
ayauTopii Ha MeJiaakTUBHHUX T€HEPaTOpiB KOHTEHTY. [IpHKMETHOIO PHCOIO Ta IEpeBaror Cuc-
Temu Web 2.0 crana iHTepaKTHBHICTB, IO Ja€ 3MOTY Ii3HABATHCS MPO MOTPeOU ayauTopii, 3aIy-
4aTH ii 10 npoxyKyBaHHS HOBHH. ColliaibHI MEPEeXi CTAIM TUM MEAIyMOM, y SKOMY PO3BHHYIH-
Cs1 MOXKJIMBOCTI ISl TBOPYOCTi. Bynb-skuif KOpHCTyBa4 MOXKE CTBOPIOBATH TEKCTOBE, (HOTO UM
BiJICOTIOBITOMJICHHSI, SIKE € TIOTCHIIHHUM JpKepeloM iHpopmaii ams 3MILL

VY nocnmipkeHHi miacyMOBaHoO, 0 «user-generated contenty — ojiHa 3 HAHBAKJIMBIIINX PEBO-
JIOIIHKX 3MiH y cepi Memia. CxapaKTepru30BaHO OCHOBHI MapKepH KOPHCTYBAI[bKOTO KOHTCH-
Ty: KpEeaTUBHHUHN XapakTep Impaui Horo TBOPIIB, BiICYTHICTh CIELiaIbHOT )YPHAIICTCHKOI MiAro-
TOBKHM aBTOpIiB Ta myOuikaiist y BcecBiTHiil Mepexi. YHacHiIoOK cHeliaibHO OpraHi30BaHOTO
CIOCTEPEKEHHS JOBEIEHO, IO Cy4YacHI MENIHMKU YCBIIOMJIIOIOTH iH(OpMaliliHy LiHHICTH
KOHTEHTY, 3T€HEPOBAHOTO KOPUCTYyBauyaMH, TOMY aKTHBHO BUKOPHCTOBYIOTh HOT0 y CBOill pobo-
Ti. Y XOJi DOCIHIIKEHHS] BHOKPEMJICHO OCHOBHI CITOCOOM 3aJydeHHS KOHTEHTY, IiTOTOBJICHOTO
CHOXHBAaYaMH, 70 MPOoQEeCiHHOTO METIHOTO AWCKYPCY: BiH cTae iH()OpMAIIHHUM TPUBOJIIOM,
OCHOBHHMM TEKCTOM, JIOIIOBHEHHSIM, YHAOUHEHHSIM, OKPECIIIOE KYT IOJIaHHs B MaTepiaii, 30aradye
€KCKIII03MBOM. HarosomieHo, o KOpHCTYBallbKHi KOHTEHT HE 3aMiHIOE mpodeciiiHoro xypHa-
JICTCHKOTO Marepially, ajie JIOIOBHIOE HOTO, PO3IIUPIOE, CTUMYJIIOE 3aTy4eHHS IKOMOTa OUIBIIOT
KUTBKOCTI YYaCHHUKIB JI0 TIPOIIECY iHTEPaKTHBHOI KOMYHiKalii Ta 0OMiHy iH( OpMaIii€o.

Ilepcnexmusu docniodicennss IOPYIIEHOT MPOOJIEMH OB’ s13aHi 3 BUBUCHHSM CTpaTeTil 1 Tak-
TuK 3actocyBaHHsA «UGC» B iHTepHeT-3MI, a TakoX 3 aHATI30M PeAAaKIiHHOI MOJITHKH MicIe-
BUX BHJIAHb I10JI0 KOHTEHTY TaKOr0 THITY.

IMogsaikn

ABTOp BHCIIOBJIIOE IOASKY HAYKOBOMY KEPIBHHUKOBI, KaHIUAATY (1JIOJOTIYHNX HAYK, JOLEH-
Ty, JIOKTOpPaHTOBI IHCTHUTYTY >XypHanmicTMkn KHiBChKOro HaIliOHaJLHOTO YHIBEPCHTETY iMEHi
Tapaca [lleuenka T. I'. BornapeHko 3a HayKOBO-METOAMYHI PEKOMEH/AIl Ta KOHCYIbTYBaHHS
ITiJ] 9ac MiArTOTOBKY MPOIIOHOBAHOTO JOCITIIPKEHHSI.
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