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section.

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

The journal "Current issues of mass communication" is licensed by Creative Commons Attribution 4.0
International (CC BY 4.0). This license allows us to read, download, copy, distribute, print, cite, provided
that any use is made with the indication of the author (authors) and the journal, or refer to the full text of the
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affirm that their manuscripts are original and have not been published previously. We check all submitted
manuscripts for plagiarism. Along with the manuscript, the authors send the cover letter which includes (1)
the consent to publish their article in our Journal and its electronic versions, as well as (2) the confirmation
that the article is not simultaneously submitted to other journals as well as its findings are not previously
published.

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

Peer Review Policy

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

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

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

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

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

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

Confidentiality

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

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

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

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

Timeliness

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

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

If the reviewer cannot complete the review for some reason, it will be ethical to suggest an alternative
reviewer to the editor.

© 2024 Current Issues of Mass Communication


https://creativecommons.org/licenses/by/4.0/
https://web.archive.org/web/20121005074349/http:/www.soros.org/openaccess
https://translate.google.com/translate?hl=uk&prev=_t&sl=uk&tl=en&u=https://creativecommons.org/licenses/by/4.0/
https://translate.google.com/translate?hl=uk&prev=_t&sl=uk&tl=en&u=https://creativecommons.org/licenses/by/4.0/
https://publicationethics.org/files/Ethical_Guidelines_For_Peer_Reviewers_2.pdf

ISSN 2312-5160
online ISSN 2786-4502
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AKTyarnbHi MUTaHHA MacoBOl KOMYHikauii, Bunyck 35, 2024 p.

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

«AKTyaJbHi MUTAaHHS MacoBOi KOMYHiKanib» — axoBe HayKkoBe BUnaHHs HaBuaapHO-HAyKOBOTO iH-
CTHUTYTY XypHaiicTuku KniBcbkoro HamioHaIsHOTO yHiBepcuTeTy iMeHi Tapaca IlleBuenka. XKypnain my6uri-
Ky€ OpHTiHaIIbHI, 3aKiHYeH] poOOTH 32 pe3y/IbTaTaMH J0CHIiKeHb 13 MacOBOT KOMYHIKaIlil, 1110 BioOpaxaroTh
CyJacHi TeHJCHI1 PO3BUTKY rany3i B YKpaiHi Ta CBiTi, 33aKOHOMIPHOCTI, IPOIIECH, CTPYKTYpH Ta opmu Ma-
COBOKOMYHIKAIliHHUX BiJHOCHH. [IpiopUTeT Haae€ThCs aKTyalbHUM AJIsS YKPATHCHKOT Ta CBITOBOT ayquTopii
JIOCITi/DKEHHSIM MacOBOKOMYHIKaIliHUX TPEH/IIB Y PO3BUTKY TEXHOJIOT1H, MeIia, )KypHAIICTUKH, BUAaBHUIOT
CIIpaBH, peKJIaMH, 3B’sI3KiB 3 TPOMAJICHKICTIO, COIIaNBHOT iHpOpMATHKN, TOKyMEHTO3HABCTBa, 010J1i0TeK03-
HaBCTBA TOIIIO.

Hamr xxypHan Mae Taki pyOpuKu:

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

Oenadu (ApyK OTJISAAIB HAYKOBOI JITEpaTypH 3 TOTO YW iHIIOTO mMUTaHHS. OTJSIIM € BUAOM HAayKOBOI
cTarTi. Y HaIIOMY KypHali APYKYIOTHCS OTJIIH, Y SKHX BUKOPUCTAHO METOJ METa-aHANi3Yy).

Jocnionuysxi cmammi (ApyK pe3yibTaTiB HAYKOBUX JOCHTIHKEHb, IO BiAMOBIAAIOTH MPODLIIO Kyp-
HaJly, IPOWIIIIN pelleH3yBaHHA 1 CXBAJICHI 10 APYKY SIK HAyKOBI CTaTTi).

Mixcoucyunninaprni docniodcentns (IPyK HAyKOBHX CTaTe, IO MPOMIUIA pPECH3YBaHHS, MOJAIOThH
OPUTIHABHI PE3yJbTATH JOCIIIKCHB, alle BUXOJATh 32 MEXKI By3bKOTO MPOdiITo XKypHaIy, a iXHi aBTOPH €
YYEHHMH 3 iHIIMX ramy3eid. [Iporte Taki HayKoBi cTaTTi MOBUHHI OYTH X0Y YaCTKOBO MOB’s3aHi 3 MUTaHHIMHI
MacoBOi KOMyHiKaii).

Peyensii (apyk peneH3iii Ha pi3HiI HAYKOBi BHJAHHS y raiy3i MacoBOi KOMYHIKaIlii, BKIIOUAl0O4n pere-
H3ii Ha HAYKOBI CTATTi, BIATYKH OMOHEHTIB Ha AWCEPTALii).

AyauTOpisl )KypHaTy BKIIOUA€ HAyKOBIIB, BUKJIAIa4iB, CTYJCHTIB, MPOQECiOHaNIB y Talxy3i Mezia Ta
KOMYHIKallili, a TAKOXX IIUPOKE KOJIO YUTAUIB, SIKi LIKaBJIATHCS CYYaCHUMH TEHACHLISIMH PO3BUTKY KOMYHI-
KaI[iifHOTO MPOCTOPY.

Kypnan Biroueno o «Ilepeniky HaykoBHX (paxoBHX BuiaHb YKpaiHy, B IKUX MOXYTb ITyOJIiKyBaTHCS
pe3yJbTaTH JUCePTALIHHUX pOOIT Ha 3100y TTS HAYKOBUX CTYIICHIB JIOKTOpa HAyK, KAaHANATa HAyK 1 JOKTOpa
(inmocodiin. Kareropis «by.
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CaiouTBoO 1po AepxkaBHy peectpairo: KB Ne 24027-13867 I1P Big 14.06.2019

Inenrudikarop menia R30-02571 y Peectpi cy6’extiB y cdepi Menia — peectpanTis (pinrenns Harrio-
HaJIGHOI pasy YKpaiHu 3 muTaHb TenebadeHHs i paxiomosieHHs Bif 18.01.2024, Ne 120)

Anpeca penaxuii: «AKTyaJIbHI THUTaHHS MacoBOi KoMyHikamii», HaBdansHO-HaykoBHUiT IHCTHTYT Xyp-
namicruku KHY imeni Tapaca IlleBuenka, Byi. FOpist Linenka, 36/1, m. Kuis, 04119, Vkpaina.

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

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

Pexomenodosarno 0o opyky euenoro padoio Haguanvno-naykogozeo incmumymy scypnanicmuxu Kuisco-
K020 Hayionanvno2o ynisepcumemy imeni Tapaca Illesuenxa (npomokon Ne 18 6io 10 uepsus 2024 p.).
Vci npasa sacmepesiceno. Ilocunanns na mamepianu suoanus nio uac ix yumyeanus 0606 A3Koe.

AKTyaJbHi TUTaHHSA MacoBOI KOMYHiKaii : HaykoBHH >xypHau / ronoB. pea. B. B. Pizyn;
HapuanbHo-HaykoBuil iHcTUTYT XypHanictuku KHY imeni Tapaca IlleBuenka. Kuis, 2024. Bum.
35. 106 c.

Penakuiiina nosnituka i nydaikaniiina etuxa

Penaxuist )xypHay DOTPUMYEThCS BH3HAHHUX y CBITOBil HAayKOBill CIUIBHOTI NPHHIMIIB OpraHizarii
nmyOmiKaliifHoOT cripaBy Ha 3acagax Mpo30pPOCTi, BiAKPUTOCTI Ta Mepe0BOl MPAKTUKH Y cepi ONPUITIOAHCHHS
pe3ynbTaTiB  OCHiIKEeHb, po3pobieHnx MIDKHAPOAHMM KOMITETOM 3 eTHKM HayKOBHX MmyOutikamiit
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(Committee on Publication Ethics (COPE) Principles of Transparency and Best Practice in Scholarly
Publishing. Penaxuiitna momitika 3000B’s13y€ MpaIiBHUKIB )XypHAIy Ta aBTOPiB HAyKOBUX ITyOurikamiit 1o-
TPUMYBATHUCS 3aCaIHUYUX TPUHIMITB Ty OIiKaiiHOT AisUIbHOCTI Y cdepi HayKH, 110 CTOCYIOThCS MOJIITHKA
BIZIKPUTOTO JIOCTYITY, IPABUII TSl PSIAKTOPIB Ta PELCH3CHTIB, MOJITHKH Ta MPOLIECY PeLeH3yBaHHs, KOHITI-
KTy iHTepeciB, HAyKOBOi HEZ0OOPOYECHOCTI, MOMITHKH IUIAriaTy, peaakiiiiHol eTHKH Ta eTHYHHUX 3000B’s13aHb
aBTOPIB, JOTPUMAaHHs aBTOPCHKHX IPaB.

HoaiTuka BigkpuTOro gocTymy

Hamr xypHa BU3Ha€E NOJITHKY HeraitHoro Bimkputoro pocrymy (Open Access Policy) no omy0mikoBa-
HOTO KOHTEHTY i MATPUMY€E IPHHIUIN BIIHHOTO MOMIMPEHHS HAYKOBUX JAHHMX 33Ul 3arajbHOTO CTaJoro
cycrninpHOTrO po3BuTKYy (CC-BY). Lle o3nauae, 1mo Bci cTarTi, omyOIikoBaHi B XKypHali, pO3MILIyIOTbCS Ha
BeO-cTopinni JKypHaiy 6e3cTpoKOBO 1 OE3KOIITOBHO Biipa3y Hicisl BUXOAY YE€ProBOro BUIYCKy. Takox Ha-
JIpyKOBaH1 manepoBi npuMipHUKH JKypHany HOIIUPIOIOTECS cepell HAallloHAMBHUX 010IioTeK 1 30epirarTbes
B HuX. [IOBHOTEKCTOBHI1 OHIANH-IOCTY 10 HAYKOBUX cTaTel JKypHaimy MO)KHAa OTPUMATH, 3aHIIIOBIIHN B PO3-
nin “Apxis”. Lle BifmoBinae BU3HAUCHHIO BikpuToro aoctymy Big Budapest Open Access Initiative (BOAI).

Kypran “AxTyanbHi IMHTaHHS MacoBol KOMyHikamii” mpamioe 3a iinensiero Creative Commons
Attribution 4.0 International (CC BY 4.0). Lle no3Bosnsie unTaTH, 3aBaHTa)XyBaTH, KOMIIOBAaTH, TOIINPIOBATH,
JPYKyBaTH, OUTYyBaTH 32 YMOBH, 110 Oy/Ib-sIKe BUKOPHCTAHHS 3[iIICHIOETHCS i3 3a3HaYeHHsSM aBTopa (aBTo-
piB) Ta XypHaiy, a00 MOCHUJIATHCS Ha IOBHHUI TEKCT CTATTi B HAILIOMY HayKOBOMY BHIaHHI.

ABTOpPH BiANIOBiJaNIbHI 32 OPUTiHATBHICTH MTOJaHIX HUMH PYKOIIHCIB, SIKi HE TOBUHHI MiCTHTH IUIATiaTy
1 He MOBHMHHI OyTH OMyOJIiKOBaHI paHille B iHIINX BUIAHHAX. BCi pyKomucH miciis HaAXOMKEHHS 0 KypHaIy
MIPOXOIATH TIEPEBIPKY Ha IUTariaT. Pa3oM i3 pykommcamu ctaTeli aBTOpPH HAJACHIAIOTH CYIPOBITHHUN JHCT, Y
sikoMy (1) 9iTKO BKa3yrOTh CBOIO 3rOjly Ha MyOJIiKaIlito CBOET CTATTI y HAIIIOMY JKYPHAJi Ta HOTO €JIEKTPOHHHUX
Bepcisx 1 (2) miaATBePIKYIOTh, IO CTATTS MapaielbHO He OyJia HalicliaHa J0 1HIHMX JKypHAJIB, a BiZIOMOCTI,
BUKJIAJICHI B Hiif, He Oyiu paHile ommy01ikoBaHi.

Penaxuist )KypHaly rapaHTye, [0 KOXKeH PYyKOIIHC PO3IIAAETECS HEYEePeIPKEHO, He3aJIeXKHO BiJ] CTaTi
aBTOpa, Horo pacy, HaIlliOHAJIBHOCTI, BIPOCIIOBIJAHHS, TPOMAJITHCTBA 1 T.II.

IMoJsiTuka peueH3yBaHHs

VYci cTaTTi IpoXoAsTh MPOLEAYPY “CIINOro” peleH3yBaHHs He3aISKHUMH SKCIISPTaMH, SIKHX [PU3HA-
yae Penkonerist 3 uncia $axiBiiB y BiAMoBiaHiil HayKoBiit raixy3i. OctaTouHe pilieHHs M0A0 MyOmiKamii uu
BIXWJIEHHS CTAaTTi NpUiMae TOJIOBHUH PEAaKTOp, SKUI KEPYETHCS y CBOIX [iIX BHCHOBKAMH PEICH3CHTIB.
INomatoun crarTio, aBTOPH MOXKYTh ITOIIPOCUTH BHKJIIOYHTH 31 CIIUCKY MOXIIMBUX PEIEH3CHTIB He OuIbIIe
JIBOX BUEHUX a00 IBOX 3aKJIaiB BHILOI OCBITH.

Iponenypa pereH3yBaHHS MOXE TPUBATH 10 8 TIKHIB, 3aJI€)KHO BiJl 3aBaHTAXXEHOCTI EKCIEPTiB Ta
CKJIQIHOCTi TEMATHKHU cTaTTi. Pexakiis inhopmye aBTopa mpo 3ayBa)KeHHs €KCIIEPTIB Ta PillIeHHs PO TPHi-
HATTS MaTepialy 0 APyKy abo BiIMOBY B myOuikarii.

VY pasi mo3uTuBHOTrO pimmeHHs Penkonerii, aBTop BHOCUTH BiIIOBIAHI MPaBKH Ta HAACHIAE A0 peAaKIlil
OCTaTOYHHUI BapiaHT Matepiany. [Ipu 3aTBepIKeHHI 3MICTY HOMEPY JKypHAILy PEAKOJIETis KEPYEThCS AaTOI0
HaJIXO/DKEHHS OCTAHHBOT'O BapiaHTy CTAaTTi.

Bin moTeHIIHHNX peleH3eHTIB MU 04iKy€eMO JOTPUMAaHHS IPUHIHIIB Ty OTiKaiiHOT €THKH, PO3YMIHHS
KOH(QIIKTY iHTepeciB, ZOTpUMaHHs KOH(IEHIIHHOCTI Ta CBO€YACHOCTI.

y6aikauniiina eTnka
PekoMeH1yeMO KOXKHOMY PELIEH3CHTOBI MO3HAHOMUTHCS 3 ETHUHNM KEpiBHULITBOM /ISl PELICH3CHTIB,
cxBaJeHUM MDKHApOIHIM KOMITETOM 3 €THKU HayKOBUX ITyOJiKalii.

Konduikr inTepecis
SIKIIO pereH3eHT He MOXKe OyTH 00’ EKTUBHHIM B OIlIHIII MaTepiany Yyepe3 0COOUCTI, (hiHAHCOBI, Mpode-
CifHI, TTOJIITHYHI YM peNiriiiHi MUTAHHS y CTaBJIEHHI IO aBTOPa, BiH IIOBHHEH BIIMOBUTHUCS BiJl PELIEH3yBaHHSI.

Jorpumanus KoHpigeHuilinocTi

PenenseHT, skuit AaB 3rofy Ha Ciille pelieH3yBaHHSA Marepianry, He Ma€ MpaBa IepeaaBaTd Le MpaBo
TpeTiit 0co0i. SIKIIOo 3 IKUXOCh MPUYHH BiH HE MOKE 3pOOUTH peLeH31t0, BiH MOBHHEH BiIMOBUTHCS Bif pe-
LIEH3YBaHHS 1 TOBIIOMHTH Ipo 1e Penakropa.

PerieH3eHT MOKe OTPUMYBATH KOHCYJIBTALIT BiJl TPETiX 0Ci0, aje mpo e BiH Mae MOCTaBUTH JI0 BiloMa
Penaxropa.
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He mMoxxHa minuTHCS pyKomrcaMu abo 00roBopIoBaTH ix 3 OyIb-KHM 11032 IIPOIIECOM PELeH3yBaHHSI.
3a00pOHEHO HANPsMYy KOHTaKTyBaTH 3 aBTOPaMH, Iie MO>KHa poOHTH TiTbkH uepe3 Pemakropa.

CBoeyacHicTh

SIKIIIO pelieH3eHT He MOYKe BUKOHATH PELICH3yBaHHsI CBOE€YACHO, BiH MOBUHEH Yy BiBe/IeHI TEPMiHH IM0O-
BimomutH Penakropa.

PelieH3eHT MOBHHEH MOTOKYBATUCS HA PELICH3yBaHHSI, JIUIIE SKIIO BiH MOXE B Y3rO/DKCHHH TEpMiH
MOIATH PeLeH3it0.

SIKII0 3 IKUXOCHh IPHYHH PELCH3EHT He MOXKE 3aBEPIINTH pOoOOTy Haj peleHsiclo, eTHIHO Oyae 3arpo-
[OHYBAaTH PEAAKTOPOBI aJbTEPHATHBHOIO PELICH3CHTA.

HaykoBui, siki 6a)karoTh JOJyYUTHCS O YUCIA PELEH3CHTIB XKypHAITY «AKTyaJbHI IUTaHHS MacoOBOI
KOMYHiKallii», TOBUHHI MaTH HAyKOBHUH CTYIiHb Yy BIAMIOBITHUX Taly3sX HayK, HAJEKHUAN A0CBig poOOTH Ta
BHCOKY peIyTalilo B akageMiYHOMY cBiTi. CBOi pe3ioMe MOKHA HAJICHIATU A0 pelakiii )KypHalIy Ha e-mail:
office.cimc@knu.ua.

Binbmm neranpHy iHGOpMaIIiio PO KypHAI BH MOXKETe OTPUMATH 3a ajpecoro https://cime.knu.ua/about.

CnucoK pelneH3eHTiB BUILYCKY

Bira I'osin, doxmop nayx i3 coyianvnux kKomyHnikayii, doyenm, 3a6ioyeau kageopu Kino-, meremucmeymea Haguanvno-
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Jlep>xaBHi Mi>KHApO/IHI CUCTEMH MOBJIEHHS — 11e 3ac00M MacoBoi iHpopMallii, ki 31iHCHIOIOTh MO-
BJIEHHsI HE HA BHYTPIlIHII PUHOK JIepKaBy, a Ha ayTUTOPiIo 3a 1l MexKaMu /I TOCATHEHHS IEBHUX
iH(pOopMaIiHHUX Ta/a00 iACONOTIYHNX MiJIEH NepikaBH-CIIOHCOPa. Bil KOPOTKOXBHUIHLOBOTO Pajlio
IO CTOPIHOK Y COIiaIbHUX Mepexax MKHAPOJHI CHCTEMHU MOBJICHHS MPOMIIIIA JOBTUH NUIAX 10
CBOTO IIOTOYHOTO CTaHy. Y IbOMY JOCHIKEHHI MU NIEPETIIHYIIN Ta CHCTEMATHU3YBaJIl 3HAHHS TIPO
CHCTEMH MIKHApPOIHOTO MOBJICHHS IPOBITHHUX KPaiH CBITYy, a TaKOXX IPEICTABIIN HAOLIBII ak-
TyallbHi 3HaHHS PO CHCTEMY MiXKHApOIHOTO MOBJICHHS YKpaiHH, il CTPYKTYpy Ta BaXIIUBICTb iH-

(opmariifHoTO BIUTHBY IUTs Kpainu y 2024 porii.

KJIFOUOBI CJIOBA: MixkHapoIHE MOBJICHHS, PaJIio, TelicOaueHHs, HOBI Me/Tia, mpomnarasaa, [ o-
noc Amepuku, BBC, Deutsche Welle, UATV, France24.

Introduction

Problem definition.

Competition between countries for information influence on the world stage is one of the
manifestations of the global struggle between countries with different political and economic
systems. To strengthen their own position and information influence, countries create state media
for international broadcasting — international broadcasting systems that deliver information using
a variety of modern technologies and in different languages with one goal — to make the influence
of their donor country stronger and that of their competitor weaker. The goals can vary from
increasing the share of tourism to waging an information war against an adversary country. The
study of international broadcasting in Ukraine exists at a certain level, but knowledge about the
modern Ukrainian system of international broadcasting, which is dynamically evolving, needs to
be updated. That is why this study focuses on the history and development of international
broadcasting systems around the world, including the Ukrainian broadcasting system, which
underwent the most significant changes in 2022 — with the beginning of the full-scale armed
aggression of the neighbouring country, as well as a full-scale information war on all fronts of
human consciousness.

Literature review.

In Ukraine, the issue of studying the international broadcasting system has been addressed by
such researchers as V. Konakh, I. Bezzub, A. Kostrubitska, O. Hoyan, V. Hoyan, O. Dzholos, and
others. The global issue of international broadcasting has been studied by S. Potter, M. Winek, A.
Baipai, J. Toffe, and others. In this study, we pay special attention to the research on shortwave
radio by S. Potter (2018) and M. Winek (2009). The study will be based mainly on the works of
international authors, and Ukrainian international broadcasting will be considered in the modern
context.

The scientific novelty lies in the concise and thorough presentation of the history of the
development and operation of international broadcasting services in different countries (including
the most prominent economic leaders). The availability of all the necessary basic knowledge about
the broadcasting systems of these countries in one study, which allows us to form an understanding
of these systems and answer the question: “What is the purpose of international broadcasting?”.
The work also provides a fresh perspective on Ukraine’s international broadcasting system.

The purpose of the study is to systematise knowledge about the international broadcasting
systems of the leading countries worldwide and in Ukraine. To provide the necessary amount of
information about international broadcasting systems for a better understanding of their history,
significance and influence in the past and present; to lay the foundation for further research on this
instrument of the state information policy.
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Method
Main methods used in this study were: historical, comparative, source study, and analysis.

Results

An overview of international broadcasting systems in different countries of the world: The US
broadcasting system.

Voice of America is an international multimedia broadcaster with 45 language services. It has
a weekly audience of approximately 326 million users. The Voice of America provides news,
information and cultural programmes through the Internet, mobile and social media, radio and
television. VOA is funded by the US government through the US Agency for Global Media.

According to the media outlet’s website: “Voice of America began broadcasting in 1942 to
combat Nazi propaganda with accurate and unbiased news and information. Since then, Voice of
America has served the world with truth, hope and inspiration ” (The History of Voice of America).

In 1941, several private transmitters were leased by the US Coordinator of Inter-American
Affairs (CIAA) to broadcast to Latin America. In mid-1941, President Roosevelt established the
US Foreign Information Service (FIS) and appointed speechwriter Robert Sherwood as its first
director. Sherwood rented premises in New York City, hired a staff of journalists and began
preparing materials for broadcast to Europe via private American shortwave stations.

In December 1941. FIS made its first broadcast to Asia from a studio in San Francisco. On 1
February 1942 — less than two months after the United States entered World War II — FIS made its
first broadcast to Europe via the BBC’s medium and longwave transmitters. Broadcaster William
Harlan Hale opened the German-language program with the words:

We bring you voices from America. Today, and every day from now on, we will talk to you about America
and the war. The news may be good for us. The news may be bad. But we will tell you the truth” (VOA Through
the Years).

This is how the American foreign service was named Voice of America.
It is also worth mentioning here the words of the first director of the Voice of America, John
Houseman, about the need to broadcast truthful and unbiased information: “

We really didn’t have much choice. Inevitably, the news that VOA had to bring to the world in the first half
of 1942 was almost all bad. As Japanese attacks followed one another with disgusting regularity and the Nazi
armies advanced deeper into the USSR and the Middle East, we had to report our failures without downplaying
them. This was the only way we could build a reputation for honesty that we hoped would pay off on the distant
but inevitable day when we would begin to report on our own invasions and victories.” (VOA Through the Years).

The wording about “future invasions and victories of our own” is interesting, as it once again
confirms the thesis that the task of foreign broadcasting is to spread the state propaganda, help it
in confrontation with others through information influence, and create a positive image, even if
actions demonstrate the opposite. Global adversaries of the United States have repeatedly claimed
that Voice of America is engaged in spreading American propaganda.

In addition to VoA, there are also subsidiary broadcasters Radio Liberty and Radio Free
Europe. Their main goal was to broadcast to the Eastern Bloc countries de facto occupied by the
USSR after World War II: Poland, East Germany, Romania, Bulgaria, Hungary, and others. Radio
broadcasting was carried out in the native languages of these countries and extended to the territory
of the USSR, including Ukrainian-language radio stations. The “enemy voices” were actively tried
to be jammed with the help of electronic warfare (Calyk, 2016).

After the collapse of the USSR, in 1995, Radio Liberty moved to Prague in the Czech Republic,
where it operates today. Further actions of the American international broadcasting were a reaction
to Russian aggression in Europe, first with the occupation of certain territories of Georgia, Echo
of the Caucasus began broadcasting, and then with the occupation of Crimea and certain areas of
Donetsk and Luhansk regions, Krym.Realii and Donbas.Realii. Besides, anti-war rhetoric
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intensified with the beginning of Russia’s full-scale invasion of Ukraine in 2022 through such
projects as Siberia.Realii, Sever.Realii, Caucasus.Realii, etc.

With the advent of the television and later the digital era, American foreign broadcasting began
to actively broadcast and develop online and social media.

British Broadcasting Corporation — BBC.

The history of the BBC dates back to the 1920s. Guglielmo Marconi, one of the creators of
radio, provided his London studio for the first BBC broadcasts in 1922. At that time, there were no
rules or standards in the radio industry (1920s: History of the BBC). He immediately began to
innovate, experiment, and organise his team. A newly appointed chief engineer, Peter Eckersley,
helped the service expand. The creation of the Radio Times classifieds shop can be considered the
first attempt to monetise the radio business. It was owned by the BBC from 1923 to 2011 (About
Radio Times and the RadioTimes.com team). In 1936, the BBC launched television broadcasting.

During the Second World War, the BBC played a very important role in the military
propaganda of the Allies, maintaining the morale of the population, broadcasting to the occupied
territories through powerful BBC stations, and transmitting news from the front (Potter, 2018). It
was using the BBC’s facilities that the Voice of America broadcast its news to Europe.

Today, the BBC is one of the world’s leading media outlets, and its professional standards
document is considered a reference, including by the Ukrainian National News Agency Ukrinform,
which is part of the Ukrainian foreign broadcasting system (BBC Editorial Guidelines).

During the Cold War, the BBC became the “Voice of Britain” in countering Soviet propaganda
in the occupied territories of the Eastern Bloc, including a regular nightly programme from the
BBC German Service, the East Germany Programme, addressed to Germans who remained on the
other side of the Iron Curtain. Unlike American stations broadcasting to Eastern Europe, such as
Radio Free Europe (RFE), the BBC pursued a softer propaganda policy and did not spread the idea
of an active uprising against the communist regime (Studdert W. Letters without signature).

Broadcasting in Britain’s “national interest” depended on the trust of listeners in the BBC as a
source of truthful news. This was a lesson learnt from the experience of the Second World War
and became a cornerstone of editorial policy, as explained by Maurice Latey, who joined the BBC’s
German Service during the war. He wrote the following:

We realised at a very early stage that the truth was not only the best propaganda, but that we had no alternative
but to tell the truth, since we had no great successes to report at the time. And although we were constantly
reporting defeats, our only hope was to build a foundation of trust.” (Webb, The Long War).

The BBC’s view on international broadcasting was clearly expressed by Oliver Wheatley, the
BBC’s broadcast editor who has worked for the BBC for most of his life:

The foreign service operates in a world in which the free flow of reliable news and information by governments
to their own people is highly unstable... As long as this situation persists, millions of people of all colours, creeds
and nationalities around the world will know enough to know that their governments are not telling them the truth
and will seek to listen to the source they believe provides the best information service. And that source has
undoubtedly been the BBC since 1939.” (Webb, The Long War).

Currently, the BBC Russian Service is actively disseminating an anti-war position in Russian
after Russia’s full-scale invasion of Ukraine in 2022. Some materials are gaining wide publicity
and will have a cumulative effect in the long run, as it once was with the USSR and the Eastern
Bloc countries (“Nas nazyvali miasom”, 2023). The BBC Ukrainian Service is also active.

International Broadcasting System of France — France 24, RFI.
As stated on the website of the French broadcaster:
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France 24 is an international news channel broadcasting 24/7 around the world in French, Arabic, English and
Spanish. France 24 presents the French view of world politics through a network of 160 correspondents located in
almost every country in the world. The channel is available via cable, satellite, DTT, ADSL, mobile phones, tablets
and connected TVs, as well as on YouTube in four languages. France 24 has around 63 million followers on
Facebook, Twitter and Instagram. (Who are we? Liberté Egalité Actualité).

France 24 started broadcasting in 2006 and has a focus on “new media” — broadcasting via the
Internet through a website, video hosting and social media. TV5Monde and RFI (French
International Radio) can be considered the predecessors of France 24. The origins of French
international broadcasting lie in Le Poste colonial (colonial radio), as a means of broadcasting news
favourable to France in its colonies, founded in 1931. At that time, the estimated audience of the
radio station was potentially 100 million listeners throughout the French colonial empire (Radio
France Internationale).

During the Second World War, the radio station became a mouthpiece for Nazi propaganda in
French at the facilities of RFI (which was then called Paris-Mondial). The “war of the radio waves”
began, with the French government in exile and collaborators of the Vichy regime broadcasting
propaganda in front of each other. Emissions vers 1’étranger (“Foreign Affairs”) was another name
for French international broadcasting after the liberation of Paris.

In 1975, French international broadcasting was renamed RFI, a name that is still in use today.
The complicated history of decolonisation of Africa and participation in the Cold War made the
French broadcaster very important for maintaining the country’s international image during active
armed conflicts in Africa and in the information confrontation with the USSR.

International Broadcasting of Germany — Deutsche Welle, Radio Berlin International.

We will examine German international broadcasting from the period of foundation of Deutsche
Welle (German Wave) and Radio Berlin International. On 3 May 1953, DW Radio was first
broadcast from Cologne. Founded by the German government, it was intended to convey the values
of the young republic to other countries and support Germany’s inclusion in the international
community. Initially, DW broadcast only on shortwave and only in German. The first foreign
languages appeared in 1954, and by the end of 2021, the total number of broadcasting languages
was 32.

DW Radio really came into its own during the suppression of the Prague Spring in
Czechoslovakia by Soviet troops. In response, Deutsche Welle significantly increased its
broadcasts to Eastern European countries in their native languages as the Cold War continued to
escalate (Tellmann, DW Milestones).

The United States did not recognise East Germany until 1974, when relations between the two
German governments improved somehow (A Guide to the United States’ History of Recognition).
The DW significantly helped in the recognition of Germany, as they promoted their government
as legitimate. In response, in 1959, the GDR’s international shortwave broadcasting, Radio Berlin
International (RBI), was launched in East Berlin. Between 1955 and 1975, RBI broadcast in 17
different languages, including English, French and Arabic. By 1976, RBI was producing 338 hours
of weekly content for an international audience. RBI’s last broadcast was on 2 October 1990, the
day before German reunification, when the GDR officially ceased to exist by joining the Federal
Republic of Germany. The last words of the English-language programme were “Take care and
good luck”. After that, the song “The End” by The Doors symbolically sounded (Simmonds, Radio
Berlin International). This was one of the harbingers of the end of the Cold War.

The RBI was charged with spreading Marxist-Leninist ideology. The broadcast also aimed to
establish international recognition of East Germany as a legitimate state by distributing many
colourful promotional materials about life in the GDR to listeners around the world. In particular,
souvenirs related to the symbols and ideology of the GDR and the propaganda of communist
ideology were sent by mail. Such cultural diplomacy was particularly successful in India, mainly
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in rural and suburban areas (Bajpai, 2021). The RBI’s content schedule was flexible and often
changed depending on which world events offered the greatest return for socialist propaganda.

At the same time, the multilingual nature of the broadcast allowed RBI employees to cross a
certain line and discuss topics forbidden by the authorities, as their superiors rarely understood
foreign languages such as Swahili and Arabic. This shows the ideological influence of democratic
countries on the GDR (Radio Berlin International. Wikiwand). After German reunification, the
RBI ceased to exist as a separate entity and its facilities were incorporated into the Deutsche Welle.

International broadcasting of the USSR — “Radio Moscow” and the Russian Federation —
Russia Today, Sputnik.

All media, including magazines, newspapers, and radio stations in the USSR, were directly
subordinated to the state. The Bolsheviks quickly realised the power of the media to influence their
own population and foreign “potential communist revolutionaries”. “Radio Moscow covered these
very issues that were of vital importance to the Bolsheviks. As researcher Mark Winek of the
American University in Washington writes:

With Lenin’s message of world revolution, the radio could spread the movement to Europe and Africa. Within
two years of the founding of the Moscow Radio Laboratory in 1922, ten radio stations were operating in the Soviet
Union. With the development of the new state, the Soviet leadership realised the need for international
broadcasting. The creation of Radio Moscow met this need. Founded in 1929 with French, English, and German,
programmes expanded to Swedish, Turkish, Portuguese, Spanish, Italian, Hungarian, Czech, and Russian by 1932”
(Winek, 2009).

Communist ideology was alien to most Western listeners, but the Soviet government, through
Radio Moscow, sought to increase the presence of Russian narratives. The expression “not
everything is so straightforward” has become familiar and characteristic of our generation, with
which Russian propaganda has been trying to justify military aggressions, occupations of other
countries, crimes and oppression against the population since the 1930s. Sowing doubts among the
population of democratic countries, allegedly demonstrating multiple views on the situation and
that “Russia also has its own interests” — this has been and is the strategy of the Kremlin propaganda
apparatus. Only the forms and methods of influence change over time. The radio war in Europe
continued throughout the Cold War. In order to reduce the influence of Western propaganda,
“jammers” were built throughout the USSR and the Eastern Bloc countries — active radio jamming
stations that tried to “jam” the airwaves of Radio Liberty, Deutsche Welle, and other international
broadcasters in the West (Winek, 2009).

With the collapse of the USSR, international broadcasting was transferred to a new channel,
Russia Today. The huge structure of the RT TV channel had enjoyed free access to Western
audiences for many years, and until 2022, it was broadcasting directly from studios in Washington
and London (Rosijske inomovlennia jak instrument manipuluvannia hromadskoju dumkoju). This
international broadcasting channel was developed with diligence and large state funding. When the
Russian president made a speech on television saying that the collapse of the USSR was the greatest
geopolitical disaster of the 20th century, this speech marked the intensification of confrontation
with Western countries and laid the foundation for the tragic events of 2014 and 2022. The new
channel was named Russia Today and headed by Margarita Simonyan, who had already
demonstrated her loyalty to the regime by 2005. During the tragic events in Beslan, when the
Russian authorities concealed the details of the hostage-taking and a failed assault that led to the
deaths of hundreds of civilians, Simonyan said only what was agreed upon “from above.” Some
point out that it was her story before the assault that led to the escalation of the situation and the
deaths of many hostages (Khmelnytska, 2022). Since then, all armed aggressions and interventions
by Russia have been accompanied by information support in English, German, Spanish, French,
and Arabic. The channel’s format was created by experts who had experience working for the BBC
and CNN (Toffe, 2010). With the beginning of Russian aggression against Ukraine in 2014, Russian
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international broadcasting began to receive much more funding, and over the past 10 years, it has
only grown. According to the Atlantic Council’s Digital Forensics Lab:

Through 2023. Russia has relied on its extensive toolkit to conduct information operations, including the use
of coordinated fake networks on social media, exploitation of regional grievances against the West, hacking
attacks, and document forgery, among other tactics. Among other tactics. Russia spread a combination of old and
new narratives to undermine Ukraine domestically and internationally, seeking to discredit its reputation with
Western partners and neighbouring countries (Digital Forensic Research Lab, 2024).

In 2014, after the start of the armed aggression against Ukraine, the multimedia information
platform Sputnik was also launched. According to a study by the National Institute for Strategic
Studies of Ukraine:

The main concept of the new Sputnik news agency is to keep the Internet user in its information field.Using
anti-Western rhetoric, manipulating unpopular topics that were ignored by other players in the information market,
RT has systematically increased and continues to increase its audience despite the specificity of its
content.According to rough estimates, Sputnik’s funding and development will be at the level of $75 million per
year.” (Rosijske inomovlennia jak instrument manipuluvannia hromadskoju dumkoju).

The number of languages used for information influence is simply staggering, as is the amount
of information whose sole purpose is to clog the audience’s information space, cast doubt on
everything, and spread the idea that “not everything is so straightforward”, thus facilitating any
active operations against target countries as part of a hybrid war.

International broadcasting system of Ukraine: UATV, Ukrinform, FREEJJOM.

In accordance with the current legislation, the international broadcasting system of Ukraine
consists of the Ukrainian National News Agency “Ukrinform” and the State Enterprise
“Multimedia Platform of Foreign Broadcasting of Ukraine”.

The history of Ukrainian foreign broadcasting dates back to the Ukrinform news agency, the
national news agency of Ukraine, a source of information on political, economic, social, scientific,
cultural, and public life in Ukraine and abroad.

The history of Ukrinform began on 16 March 1918. In 1918-1919, during the Ukrainian
People’s Republic times, it was called UTA, UkrTA (Ukrainian Telegraph Agency), later renamed
by the Communists to BUP (Bureau of Ukrainian Press) and UkrROSTA (Ukrainian-Russian
Telegraph Agency).

Since 1921, the name of the agency was stable - RATAU (Radio Telegraph Agency of Ukraine)
for almost seventy years, until 1990, when the name Ukrinform (Ukrainian National News Agency)
first appeared. In 1996, the agency was renamed again and became known as SINAU (State
Information Agency) until 2000, when it was returned to the name Ukrinform and granted the
status of Ukrainian National News Agency. In 2015, Ukrinform underwent a renewal procedure
and joined the newly created international broadcasting system of Ukraine (24. Law of Ukraine,
2016. “On the International Broadcasting System of Ukraine”).

Today, Ukrinform has the largest network of regional and international offices in Ukraine. The
agency’s correspondents work in all regions of Ukraine and in 10 countries: The United States,
Canada, Germany, France, Austria, Belgium, the Netherlands, Poland, Latvia, and Turkey. News
is published in Ukrainian, Russian, English, German, Spanish, French, Japanese, and Polish.

“Ukrinform provides its readers with a complete and objective picture of events daily: it
publishes more than 300 news items, including exclusive commentaries and interviews, photo
reports, and infographics (About us. UKRINFORM website).

On 1 October 2015, UATV, a Ukrainian international broadcasting channel aimed at a wide
international audience, was launched, broadcasting in Ukrainian, English, Crimean Tatar, Arabic,
and Russian. It was broadcast on the same channel, at different times of the day in different
languages.
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In the context of military aggression, information support for Ukrainian narratives comes to the
fore.

As 0f 2024, Ukraine’s international broadcasting is represented by many convergent broadcast
channels. Satellite broadcasting is retained by the Russian-language FREEJIOM, which also
includes private media groups in Ukraine.

However, Ukrainian international broadcasting is not limited to satellite: the Ukrainian
broadcasting system has developed a wide system of digital channels to disseminate information
on various platforms:

e  Video hosting platform YouTube;

e  Facebook, X (formerly Twitter), Instagram, Threads social networks;
e  TikTok social media app;

e  Telegram messenger.

The traditional news team creates content that is subsequently distributed in English, Spanish,
Arabic, Ukrainian, and Russian, i.e., several media are combined based on one platform.
Convergence and a high level of digitalisation allow Ukrainian international broadcasting to
effectively disseminate pro-Ukrainian narratives with a relatively small budget of state funding,
when competitors sometimes have ten times more funding.

E.g., the annual funding for the projects of the State Enterprise “MPIBU” (Multimedia Platform
for International Broadcasting of Ukraine) is measured in a couple million dollars (Pylypenko,
2023), but this is nowhere near the billions of dollars in propaganda investments made by the
Russian Federation (Kreml vytrachaje 1,5 miljarda dolariv, 2022).

These results are also affected by the specifics of the mission of Ukrainian international
broadcasting: the protection and promotion of pro-Ukrainian narratives, not just
counterpropaganda.

One of the most influential channels of Ukrainian international broadcasting at the time of the
study was the English-language digital channel UATV English. It has 420,000 subscribers on
YouTube, and the total number of video views exceeds 250 million. UATV English is used to
influence the target audience in Ukraine’s most powerful partner countries. E.g., the share of views
by country is as follows: USA (28.3%), UK (12.7%), Canada (8%), Australia (4.8%), Germany
(4.7%) («UATV English» otrymav 400 tys., 2023). An informal approach to informing the
audience, a high level of tabloidization of media elements, and the development of a community
of regular viewers involved in content creation through social media elements have been
fundamental changes in the approach of UATV English since 2022, when the media became the
main state broadcaster in English in the digital space. It was these changes that allowed us to keep
the audience’s interest during two years of full-scale war.

Conclusion

Over the last hundred years, wireless information transmission has evolved from simple radio
to satellite broadcasting of audiovisual content and a whole layer of interactive “new media” where
users can communicate, consume information and react to it in almost real time.

Countries with great ambitions and influence on the global economy (the US, UK, Germany,
France) are actively developing and investing resources in their own broadcasters, which attract
audiences abroad.

With the advent of the Internet and new media, this work has become much cheaper, and with
the investment of small material resources, it is possible to actively implement information
operations, spread disinformation or, on the contrary, counteract it. Further research into the
Ukrainian system of foreign broadcasting will help to establish the patterns of development of the
state’s information influence in accordance with the external and internal threats that stand in its
way.
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ARTICLE INFO ABSTRACT

Received: 19 April 2024 Pilgrimage is a social communication institution that plays a vital role in
Accepted: 19 May 2024 forming and strengthening social ties and communication among people. This
Published: 29 June 2024 form of travel has deep roots in religious traditions and reflects the human need

for spirituality and the search for meaning in life. Pilgrimage involves traveling
with the specific purpose of visiting a holy place or shrine to seek spiritual re-

KEYWQR]_)S ) freshment, appeal to higher powers, and perform religious rites or penance. This
communication strategies, creates favorable conditions for interaction among people who share common be-
communication sources, liefs and values. As a social communication institution, pilgrimage contributes to
pilgrimage, religious tourism, the formation of group identity and community, as people engaged in pilgrimage
social communication space, feel part of a larger community that unites their faith and goals. They communi-

cate, share experiences, meet new people, and interact with residents and other
pilgrims, which promotes the exchange of ideas, views, and mutual understand-
ing. Additionally, pilgrimage creates opportunities for the development of social
and communication skills. By interacting with different people, pilgrims learn to
show tolerance, mutual respect, empathy, and understanding of other cultures and
traditions. They acquire the skills of effective communication, the ability to listen
and understand others, as well as identify themselves as part of the community.
Therefore, pilgrimage, as a social and communication institution, promotes inter-
action between people, the formation of communities, and the development of
social and communication skills. It creates a unique opportunity for communica-
tion, exchange of experience and knowledge, as well as deepening of spiritual
development and enrichment of the life experience of each pilgrim.

social communication institute
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AHOTALIA

[TamoMHHIITBO, SIK COIIAIbHOKOMYHIKAIliHHIIA iHCTHTYT, € SBUIIEM, SKE Biirpae BaXXIUBY POJIb y
(opMyBaHHI Ta 3MIIIHEHHI COIiaTbHUX 3B S3KIB 1 CIIKyBaHHSA MiX JtoapMHu. L ¢popma momopo-
Kel Mae TIIHOOKI KOPEHi B PEJiTiifHUX TpaTullisx i BimoOpaxkae moTpeOdy Jroneil y JyXOBHOCTI Ta
TIOIIYKY CEHCY XUTTA. [lanomuuymeo nepeddayae cneyianibHy memy no0opodci — BiIBiTyBaHHS
CBATOTO MICIIsI 200 CBATHHI, 100 3a3HATH JyXOBHOTO OCBIKEHHS, 3BEpHYTHCS IO BUIIUX CHII, BU-
KOHATH peNiridHi oOpsiau 4n mokasHHA. Lle CTBOpIOE€ CHpHATINBI YMOBH UL B3a€MOIIT MiX
JIFOJIBMH, SIKi TTOJIUISIIOTH CILIbHY Bipy Ta HiHHOCTI. [lallOMHUIITBO, SIK COLiaIbHOKOMYHIKaIIfHUT
IHCTUTYT, cuipusic (OPMYBaHHIO TPYIOBOI 1IEHTHYHOCTI Ta CHUIBHOTH, OCKIUJIBKH JIOAHM, IO 3aii-
MAaIOThCS MAJIOMHUIITBOM, BiJJ4yBalOTh ce0€ 4aCTHHOIO OLIBIIOT CIUIBHOCTI, sIka 00’ €HyE€ iX Bipy
i 1. BOHM CHINKYIOTBCS, AUIATHCS AOCBIIOM, 3HAHOMIISATHECS 3 HOBHMH JIFOJIbMH, BCTYIIAIOTh Y
B32€EMO/III0 3 MICLIEBUMH JKUTEISIMU Ta 1HIIMMHU NaJOMHHUKaMH, L0 CHOPUsie OOMIHY i€sSIMH, IOT-
JSIIaMHM Ta B3a€MOPO3YMiHHIO. KpiM TOTrO, TaIOMHHUIITBO CTBOPIOE MOKIMBOCTI JJISl PO3BUTKY CO-
[iaTbHUX HABIYOK Ta KOMYHIKAIIHHUX BMiHB. Y TPOIIEC] CIIIKYBaHHS 3 Pi3HUMHU JIFOJABMU, T1aJI0-
MHHKH HaBYAIOTHCS BUSBISTH TOJEPAHTHICTH, B3a€EMOIIOBATY, EMIIATIIO Ta PO3YMIHHS Pi3HUX KY-
TBTYP 1 Tpamuiiii. BoHn HaOyBalOTh HABUYOK €(PEKTHBHOTO CIUIKYBAaHHS, BMIHHS CIIyXaTH 1 pO3y-
MITH 1HIINX, 2 TAKOK BUSIBIIATH ce0€ SIK YaCTHHY CHIBHOTH. OTXe, TaJOMHHUITBO, SIK COLiaJIbHO-
KOMYHIKaI[ifHHIA iIHCTUTYT, CIIPHSIE B3aEMOIIi MiX JTIFOTbMH, (JOPMYBAHHIO CIIUIIBHOT, PO3BUTKY CO-
LiaJIbHUX HABUYOK Ta KOMYHIKAaI[IHHUX BMiHb. BOHO CTBOpIOE YHIKAJIbHY MOXIIMBICTb JJIS CITLI-
KyBaHHs, OOMiHY JIOCBIZIOM Ta 3HaHHSMH, & TAKOXK MOTIUOIECHHS JyXOBHOTO PO3BHUTKY Ta 30ara-
YEHHsI )KUTTEBOT'O IOCBIy KOXKHOTO ITaJIOMHHKA.

KJIFOYOBI CJIOBA: xoMyHiKamiiHi cTparerii, KOMyHIKaIliifHi JKepena, MaJOMHHUITBO, Peli-
TiHNH Typu3M, COIiaTbHOKOMYHIKAIliHHIHA IPOCTip, CONiaTbHOKOMYHIKAIlIHHNH 1HCTUTYT.

Introduction

Literature Review.

The theoretical and methodological foundation of the paper is contemporary studies in the field
of social communications, pilgrimage and religious tourism: V. Rizun (Rizun, 2008; 2022), R.
Stefko, S. Jen¢ova, E. Litavkova (Stefko, Jencové, & Litavcova, 2013), A. Kiralova, M. Mudrik
(Stefko, Kiralova, & Mudrik, 2015), Y. Zelenyuk (Zelenyuk, 2013), I. Kudinova (Kudinova,
2023), V. Volovyk (Volovyk, 2023), L. Ataman (Ataman, 2023), M. Komleva (Komleva, 2023),
V. Kochan (Kochan, 2023), P. Penyak (Penyak, 2023), H. Labinska (Labinska, 2023), V. Tsivaty
(Tsivaty, 2023), 1. Panova (Panova, 2023), S. Panchenko (Panchenko, 2022).

Problem Statement.

The spiritual cleansing power of pilgrimage to holy places is widely acknowledged. However,
it is equally essential that participants in these pilgrimages develop a sense of community through
prayer. Researchers in religious tourism (Ambrosio, 2015; Amaro, Antunes, & Henriques, 2018;
Vidal-Gonzalez, & Capsi, 2023) have noted that for many pilgrims, the journey itself with a group
of like-minded individuals is more significant than the actual performance of ritual rites upon
reaching the destination or receiving a sermon about righteous living. Communication with fellow
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pilgrims holds immense spiritual value during liturgies, visits to shrines, joint prayers, spiritual
chants, and general spiritual practices. Therefore, communication is of great importance during
pilgrimages as it unites like-minded individuals on a spiritual level and provides an opportunity to
get to know each other and discuss the reasons for embarking on sacred journeys (praying for
relatives, for their country, for healing from fatal diseases, for resolving vital issues). During the
pilgrimage itself, pilgrims pray to the Lord, the Mother of God, Angels, Archangels, and the Holy
Family to help them forget events that hinder their progress in their life journey. These events may
include the death of loved ones, difficult family members, workplace challenges, suicidal thoughts,
depression, war-induced issues and implications, lack of self-acceptance, abuse and bullying in a
family and society, social rejection, spiritual weakness, and other struggles. The communication
between clergy, priests, mentors, and pilgrims is crucial across various denominations since some-
times pilgrims do not achieve the expected results from their pilgrimage due to a lack of commu-
nication or miscommunication between the clergy and the pilgrims (Panchenko, 2022, pp. 55-61).
It can also contribute to why the pilgrimage does not yield the desired results. Moreover, conflicts
and fanaticism may arise between religious groups and denominations during the pilgrimage. There
may also be reluctance among pilgrim groups to interact with each other and clashes between the
locals and pilgrims. Therefore, these issues have psychological implications. As the social and
communicative aspects of pilgrimage become more prominent, questions about the psychological
nature of pilgrimage as a phenomenon arise (Panchenko, 2019).

This paper aims to examine pilgrimage and religious tourism in the context of social commu-
nication proceeding from the recent research of both foreign and Ukrainian scholars who have
explored this topic to demonstrate the enduring significance of pilgrimage, particularly during
wars, disasters, and diseases. It aims to show that pilgrimage has been a consistent feature of soci-
ety for centuries and continues to evolve in academic discourse, highlighting its resilience as a
social and communicative institution. The author emphasizes the relevance of pilgrimage in mod-
ern life, often characterized by crises and risks rather than religious and righteous events. Addi-
tionally, the author underscores that scholars from various fields analyze pilgrimage from a com-
munication perspective. The extensive coverage of this phenomenon by different academic disci-
plines, especially communication studies, suggests that pilgrimage has become an integral part of
social communication and a distinct social communication institution (Rizun, 2022).

Method

The article utilizes cultural, religious, communication, and tourism research methods to analyze
the issue of pilgrimage and religious tourism in the social and communication context. It also ex-
plores the significance of these phenomena from the perspective of social communication institu-
tionalization. The author covers pilgrimage from the social and communication angle, drawing on
findings from various fields of study. Additionally, the author analyzes articles that view pilgrim-
age from cultural, religious, tourism, communication, economic, psychological, and other perspec-
tives, showing how this phenomenon is evolving.

The author has also employed historical, systemic, and informational approaches to make the
content more accessible to a larger audience from various fields of study and to pique the interest
of different social groups. These approaches are represented in the text with a chronological ana-
lytical scheme for the analysis of contemporary literature (the 2013-2023 period). Owing to various
fields and scientific directions, pilgrimage has drawn the attention of scientists across academic
disciplines and united scholars around the phenomenon.

Results
In this section, I will discuss the results and findings of various contemporary scientists from
different fields in relation to pilgrimage and religious tourism from a communication perspective.
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The article "Selected Aspects of Marketing Pilgrimage Sites" (Stefko, Jenéové, & Litavcova,
2013), published in The Polish Journal of Management Studies, focuses on the popularization of
Marian shrines (Mariology being the theological science of the Virgin Mary in Orthodox, Catholic,
and Protestant theology) in Slovakia through mass communication. The authors stress the im-
portance of using communication channels to attract pilgrims to Slovakia, citing the example of
neighboring Poland, where the pilgrimage is well-organized and attracts around half a million peo-
ple annually. They also mention Yasna Hora in Czgstochowa, Poland, the most popular Marian
shrine, annually visited by approximately 4 million people.

The Black Madonna image has a fascinating history. In 988, the image was brought to Kyiv
and served as a model for the first ancient Rus icon painters. Later, the image was relocated to
Belz, and then, around 1382, the Polish prince Wtadystaw transported the "Mother of God Belzka"
to Czestochowa, where it became known as "Czg¢stochowa". Annually, thousands of Roman Cath-
olic pilgrims visit Yasna Hora in Czg¢stochowa to pray before this icon (Pyrig, 2009, pp. 167-173).
Poland has around 500 pilgrimage sites, with 430 associated with the veneration of the Virgin
Mary. Poles are known as a nation of pilgrims who respect and preserve their traditions and reli-
gious heritage. They also promote this tradition through effective communication, advertising, and
funding scientific research.

Therefore, the article "Strategic Marketing Communication in Pilgrimage Tourism" (Stefko,
Kiralova, & Mudrik, 2015, pp. 423-430) focuses on Slovak Marian shrines and explores the role
of advertising and media in promoting pilgrimage. This study builds on previous work on the com-
munication aspects of Marian shrines in Slovakia.

In this article, Stefko, Kiralova, & Mudrik examine pilgrimage tourism in Slovakia from a
communications perspective. Slovakia has the potential for pilgrimage tourism due to its historical
context and numerous destinations of interest to both domestic and foreign visitors. However, the
development of pilgrimage and religious tourism in Slovakia is retarded by deficiencies in market-
ing communications, infrastructure, and other areas. The researchers conducted a questionnaire
survey to assess the current situation with marketing communications in pilgrimage tourism and
built two hypotheses to guide their research.

The study used the Single-Factor Analysis of Variance ANOVA to investigate the relationship
between the dependent variable and an interval variable set to one. The homogeneity of variance
was tested using the Bartlett and Levine test. Based on the analysis results, the article provided
recommendations for developing a communication strategy. The first hypothesis stated: H1: There
are statistically significant differences in the level of awareness about religious, cultural heritage,
and pilgrimage depending on the preferred source of information.

The independent variable was the most common source of information about the tourist desti-
nation (1 — Internet, 2 — travel agencies, 3 — personal recommendations from acquaintances, 4 —
television/radio, 5 — newspapers/magazines). The dependent variable was the level of awareness
about religious and cultural pilgrimage sites, rated on a scale from 1 to 5 (1— being completely
unaware, 5 — being fully informed). Since the study examined the relationship between the depend-
ent and the nominal interval variable, it utilized the Single-Factor Analysis of Variance ANOVA.

The sample was initially divided into groups based on the primary source of information. It was
important for the observations within those groups to be independent, as this was a necessary pro-
vision for one of the applied analysis methods. The homogeneity of variance was then tested using
the Bartlett and Levine tests. Summary statistics were calculated using Minitab®16 Statistical Soft-
ware. The criterion for homogeneity of variance for the Bartlett and Levine test was calculated at
a level that ensured the p-value was higher than the significance level used for testing (i.e., o =
0.05, or 5%, respectively). As a result, the variance was confirmed to be homogeneous, allowing
them to proceed with the descriptive statistics for the surveyed group.

In another article, the authors explained that communication in religious and pilgrimage tour-
ism targets a specific group of visitors interested in completing a pilgrimage. Word of mouth,
which involves verbal communication between suppliers, independent experts, family, friends, and
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visitors, plays a significant role. Additionally, blog sites featuring stories about visits to religious
sites, cultural heritage, pilgrimage, or special events can be influential. To encourage pilgrimage
blog content should be detailed to help readers envision the journey and prepare for their own.
Websites can provide virtual tours of places of worship. International networks for religious indi-
viduals, religious TV channels, and radio stations can also disseminate relevant information to
visitors. Church publications, brochures, tourist guides, and public relations should be used to com-
municate and inspire desire, motivation, and faith in the desired results of the trip. Lesser-known
destinations and sites in Slovakia should utilize various marketing tools, including online commu-
nication, to engage with visitors. The limited financial resources of both destinations and visitors
to Slovakia, as well as the widespread availability and relatively low cost of the Internet, will make
this medium dominant in strategic interactive communication with visitors.

For this, all appropriate communication channels should be used. Previous attempts to promote
religious and pilgrimage sites, carried out by individual organizations, did not have a systematic
approach. Strategic communication should focus on raising awareness, strengthening the image,
targeting a specific market, and increasing global publicity of the religious, cultural heritage, and
pilgrimage sites of Slovakia. According to the authors, a part of strategic communication should
include comprehensive information about the historical significance, events, amusing details, and
attractiveness of the visited sites and destinations.

The following platforms are the most suitable for this purpose: Facebook, YouTube, Pinterest,
and Foursquare. Engaging with visitors through the increasingly popular social network Four-
square provides new opportunities for destinations and sites. Foursquare is primarily used as a
mobile application and is linked to geolocation services. In Slovakia, it is being increasingly uti-
lized for sharing location information with friends registered on the network. The authors recom-
mend that designers of religious, cultural-historical, and pilgrimage websites create their own web-
sites. Focusing on a specific site provides access to statistics and the ability to run promotions,
attract visitor attention, and more. Users who visit these destinations and check in automatically
inform their friends about their location, which helps spread information about the destination even
to those who may not be interested otherwise.

Strategic communication can be challenging, especially for religious, cultural, and pilgrimage
sites. They need to invest in promoting themselves both online and offline, utilizing social media.
Success in strategic communication depends on creativity, innovation, and a good understanding
of social media. Providing relevant information about the destination, monitoring social media
conversations, and building relationships with visitors are crucial steps that destinations and facil-
ities, such as those in Slovakia, should take to gain the loyalty and trust of visitors (Stefko, Kira-
Pova, & Mudrik, 2015, pp. 423-430).

In his article "Religious Tourism as a Communication Education’s Means of the Human Per-
sonality," Zelenyuk discusses religious tourism and pilgrimage and communication. Zelenyuk em-
phasizes that religious trips and pilgrimages not only impact the individual tourist in terms of in-
formation and communication but also have an influence on the larger society. Through tourists,
the communicative influence of religious buildings is spread, with objects of worship acting as
subjects of communication. The communicative essence of religious tourism lies in the potential
for the spiritual enrichment of the traveler. From this perspective, religious buildings are not only
objects of tourist communication but also its subjects. After returning from a trip, tourists often
share their experiences, transmitting spiritual values and meanings to those around them. The es-
sence of tourism is that a person as a perceiving subject, becomes the direct recipient of something
new following a journey. In this case, the purpose of the journey, i.e. the destination, becomes the
object of the tourist's perception as a recipient (Rizun, 2008). A tourist on a journey is a subject,
an active recipient in communication. The author of the article discusses the impact of religious
tourism on information and communication, outlining the following links: the tourist's understand-
ing of the value of the attraction, the organization of the journey in accordance with its purpose,
awareness of historical and cultural background related to the attraction, the formation of an overall
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impression of the journey, the evaluation of whether the purpose was achieved, and the integration
of symbolic meanings, cultural codes, and symbols associated with the attraction into the tourist's
life. The author provides examples such as the "Chalice" icon being a safeguard against alcoholism,
myrrh symbolizing abundance, and holy water representing holiness in the home (Zelenyuk, 2013,
pp. 88-89).

The recent international conference "Sacred and Tourism" held on April 28, 2023, in Kyiv,
became a significant achievement for the scholars of Taras Shevchenko National University of
Kyiv, who delved into the topic, giving special attention to communications in pilgrimage and
religion tourism. Therefore, an in-depth analysis of the works directly related to pilgrimage, reli-
gious tourism, and communications appears relevant here.

In her work "Religious Tourism: The Essence and Prospects of Development" (Sacred and
Tourism, 2023, pp. 206-208), Kudinova notes that during a pilgrimage, there is often communica-
tion between many people from different cultures. For a long time, the Way of St. James has been
used to exchange ideas, artistic styles, and cultural traits of different countries. Today, this path is
the main cultural and religious route of Europe. In an individualistic society where face-to-face
communication is decreasing, pilgrimage plays a communicative role and promotes unity among
people.

Volovyk & Ataman explore the concept of liminality in their study "The Sacred Concept of
Liminality" (Sacred and Tourism, 2023, pp. 21-24). They discuss the idea of a liminal "place out-
side physical space" for geographical and sacred research, which refers to a transitional posthu-
mous state involving a location in the afterlife. This concept includes components beyond the
boundaries of space and time. For example, the authors analyze Limbo or Purgatory, terms in
Christian eschatology that describe the state and place of souls as an intermediate state between
Heaven and Hell. The article argues that the liminal approach is an experience of the sacred and a
significant way in which the liminal experience acquires symbolism, sacralization, interpretation,
and voice.

In her article "Sacred in the Sites of Geotourism of Ukraine" (Sacred and Tourism, 2023, pp.
94-97), Komleva discusses the concept of the sacred and its perception in relation to communica-
tions and religious systems. She highlights how the development of civilization, religious systems,
and communications has led to natural objects such as mountains (Olympus, Fujiyama, Himalayas)
and river landscapes (the Nile, Ganges) becoming sacred through associations with ancestors,
founders of religions, prophets, and saints. Over time, the territories of ethnic groups, ancestor
cults, native landscapes, and sacralized history have transformed into the Holy Land for the ancient
Egyptians, Jews, and Japanese. It emphasizes the importance of natural landscapes in geotourism
destinations. By correlating these elements and adding new natural components, it is possible to
recreate the implementation of a certain meta-project preceding the emergence of man, human
societies, ethoses, and states. This approach aligns with the sequence described in the Old Testa-
ment. The author suggests that this understanding can be valuable when selecting geotourism sites
and planning travel routes.

In their collaborative work "Peculiarities of the Creation of a Tourist Cluster Based on the
Sacred Architecture of Mizhhirshchyna (Khust District of Zakarpattia Oblast)" (Sacred and Tour-
ism, 2023, pp. 172-176), Kochan & Penyak examined the sacred architecture of Mizhhirshchyna.
They found that with the advancement of telecommunication services, it is feasible to promote a
tourist product in the tourism market. They highlighted that tourists, besides fulfilling their spiritual
needs, also require everyday amenities. These include accommodation, eating places, transport
accessibility to sacred architecture sites, telecommunication services, banking and financial ser-
vices, tourist information centers with excursion services, and advertising and souvenir products.
A notable aspect of creating a tourist cluster is a coordination center, which serves as a link between
the local population and management institutions. Only the interaction of all these elements could
secure the effective functioning of the tourist cluster.
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In her paper "Experience of Implementing IT as a Tool for Preserving the Sacred Heritage of
Ukraine" (Sacred and Tourism, 2023, pp. 215-219), Labinska presents the projects that utilize the
achievements of the Ukrainian IT industry in the sacred sphere. Ukraine is well-known as a global
IT hub, offering high-quality expertise for global financial technology markets. The Ukrainian IT
industry provides services in areas such as Big Data, telecommunications, and cloud services. The
implementation of IT has led to the emergence of new forms of territorial organization within
society. The scholar emphasizes that the application of IT is increasingly diversifying globally.
There is a growing demand for IT products from society, as they not only optimize processes, save
time, and offer non-standard solutions but also create potential for real income by designing orig-
inal products. IT products can help preserve historical memory, especially in the case of sacred
sites that Ukraine has lost due to the war. Technologies such as FacePay24 can aid in identifying
visitors to sacred sites, particularly in times of frequent reports of false alarms regarding potential
threats. Additionally, the implementation of intelligent transport systems in Ukraine has the poten-
tial to enhance the logistics of tourist and pilgrimage flows.

In his article "Religious Tourism and Tourist Diplomacy in the Conditions of Globalization
Processes of the 21st Century: International and Institutional Discourses" (Sacred and Tourism,
2023, pp. 254-258), Tsivaty also discusses the significance of communications in the field of reli-
gious tourism. He identifies five main groups of motivations that guide modern tourists: cultural
and cognitive, spiritual (insight, enlightenment, atonement), healing, the desire to feel part of the
spiritual space, and hedonistic motivations. The scholar suggests that religious tourism can con-
tribute to the institutional development of regional territories affected by global cataclysms and
help prevent social and communication problems. He emphasizes the importance of religious tour-
ism and religious diplomacy as significant factors in the socio-cultural development of society in
the globalized landscape of the 21 century. The author concludes that today the concept of "hos-
pitality" has high international and political, political and diplomatic, tourist, and social signifi-
cance, especially in the fields of public and cultural diplomacy, public information space, and in-
tercultural communication.

In the work "The Role of Marketing in the Promotion of Pilgrimage and Religious Tours" (Sa-
cred and Tourism, 2023, pp. 287-289) Panova describes innovations in the marketing of pilgrimage
and religious tours through communications. The author explains that pilgrimage and religious
tourism have always been popular among tourists and have had a significant impact on the cultural
and religious fabric of states and regions. Effective promotion of these sites and their historical
significance has resulted in an increase in tourist flows. Public relations play a vital role in organ-
izing tourism activities by creating and maintaining a positive image of pilgrimage and religious
tourism among the public. The main goal of public relations is to influence public opinion by in-
forming people about the history and significance of these types of tourism, as well as the im-
portance of tourist sites for society. Public relations tools include relations with the public, organ-
izing events for the mass media, etc.

Marketing and tourist initiatives alone are not sufficient to open a sacred tourism destination
without the presence of true sacredness. Modern communication and psychological techniques can
be used to create advertising and marketing myths. However, true sacredness is developed over
time or under the influence of conditions within the realm of the sacred, which goes beyond ordi-
nary and comprehensible phenomena. The development of sacredness is linked to the high spir-
itual, moral, and ethical principles of humans and thus does not allow for the use of commercial
and marketing methods. Nevertheless, sacred tourism can and should be integrated into the overall
concept of urban and regional development, as its spiritual aspect is not in conflict but in harmony
with the social and economic objectives of territory growth.

In her research "On the Question of Pilgrimage Literature as a Form of Communication During
Sacred Journeys" Panchenko highlighted the significance of pilgrimage guides as a powerful com-
munication tool for sacred journeys. She also provided examples of specialized fiction, documen-
taries, and feature films on the subject, which serve as motivators for undertaking sacred journeys.
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Pilgrimage guides and books offer ample information, inspiration, and ideas for organizing own

journeys or retracing the paths of others. Therefore, the coverage of this topic is relevant from the

perspective of social communication. To encourage pilgrimage numerous guidebooks, itineraries

— travel descriptions were compiled, many of which later became important historical sources.

After analyzing the necessary communication sources, the author concluded that the topic warrants

further exploration of the phenomenon of pilgrimage within the social and communication context
(Sacred and Tourism, 2023, pp. 252-254).

The conference “Sacred and Tourism’ has demonstrated the importance of studying pilgrimage
and religious tourism as a social and communicative institution with its rules, norms, laws, and
functions, even during challenging times for Ukraine. Scholars from various fields, including eco-
nomics, history, geography, cultural studies, social sciences, religious studies, and linguistics, fo-
cus on this topic and recognize its communicative aspect, which has not yet been thoroughly in-
vestigated and described in the scientific community.

Conclusion

In this article, the author analyzes the works of foreign and Ukrainian scientists who have di-
rectly or indirectly discussed pilgrimage and religious tourism within the framework of social com-
munication. While reviewing scientific reports, articles, monographs, dissertations, and specialized
magazines on religious tourism, the author found that this area has not been thoroughly studied and
requires a comprehensive review and careful analysis. The author also suggests that further exam-
ination of pilgrimage literature, documentaries, feature films, diaries, memoirs, and interviews of
pilgrims is necessary as this area continues to evolve and encompass new scientific directions. The
issue of pilgrimage and religious tourism in the social and communication space has been explored
through cultural, religious, communication, and tourism methods. The author has also developed
analytical schemes for contemporary literature (from 2013 to 2023) and has observed the increas-
ing interest in pilgrimage among scientists from various fields and scientific directions related to
the social communication platform. The active scientific engagement in the topic is evident through
international conferences, round tables, defended dissertations, international scientific projects,
publications of monographs, manuals, and textbooks, as well as university courses. It indicates the
sustained development of the topic "Pilgrimage and Religious Tourism" even in challenging con-
ditions, particularly within the social and communication realms.
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The purpose of this article was to present the approaches and methods of
Ukrainian and European scientists to the research of the interaction of two lan-
guages — Ukrainian and Russian in the communication processes between dif-
ferent segments of the society. As a result of close contacts, a mixed code with
an uncertain status emerged, which received the figurative name “surzhyk” and
was assessed by Ukrainian sociolinguistics as a threat to the development and
functioning of the Ukrainian, primarily literary, language. The goal of the study
was to analyze how the research object is presented in European science, namely
in a scientific project in which Austrian, German and Ukrainian researchers par-
ticipated (2019 —2024). This article belongs to the comparative and general re-
search, therefore, the methods with which the author worked include the com-
parative method and the method of induction, which enabled to identify certain
trends in the development of scientific thought in specific cases. The methods of
analysis and synthesis allowed to analyze the approaches and methods of study-
ing the results of the language mixing, which is Ukrainian-Russian Surzhyk. The
analysis of the approaches and methods of analysis, recorded in the works of
Ukrainian and Western European scholars - project participants, allowed us to
draw conclusions that, when studying surzhyk, researchers have different goals
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AHOTANIA
Mertoto Li€l CTATTi € MpEeJCTaBICHHS TIAX0AIB 1 METO/IB YKPaTHCHKUX Ta €BPONEHCHKUX YUSHUX
JIO BUBYEHHS B3a€MOJIi JIBOX MOB - yKpaiHChKOI Ta pOCIHCBKOT y Ipolecax KOMyHIKalii pi3HHX
BEPCTB HaceleHHS. Y pe3yNbTaTi TICHHX KOHTaKTiB BHHUK 3MIIIaHUHA KOJ i3 HEBH3HAYCHHUM CTa-
TyCOM, II0 OTpUMaB 00pa3Hy Ha3BY «CYP)KUK» 1 OLIHIOBABCS YKPAiHCHKOIO COIIIOMIHTBICTHKOIO SIK
3arpo3a po3BUTKY i GYHKIIOHYBAaHHIO YKPaiHCHKOI, HAcaMIIepeI JIiTepaTypHOI, MOBH. 3aBIaHHIM
poOoTH € aHami3 TOTO, K MPE3CHTOBAaHO 00’ €KT IOCHIHKEHHS B €BPONEHCHKIN HayIl, a came B
HAyYKOBOMY IIPOEKTI, B IKOMY Opasii ydacThb aBCTPIHCHKi, HIMEIbKi Ta YKpaiHCHKi JOCIiTHUKH
(2019-2024). MarepiaoM TOCTIIKEHHS CTaJIU CTATTi PO 3MIIIaHUH KO, OImyOmikoBaHi B YKpaini
Ta 3a KOPJOHOM, a TaKOXX JIOTIOBIIi, BUrOJIOIIEH] Ha ceMmiHapi «['i0pumu3anis 3 1BoX OOKiB: yKpai-
HCBKO-POCIHIChKE Ta POCIHCHKO-YKPaiHChKE KOJIOBE 3MIIIyBaHHS B KOHTEKCTI (COIIO)TiHIBAIbHOT
curyauii Ha miBAHI YKpainu B3110Bxk y30epexoxs Yopaoro mops» («Hybridization from two sides:
Ukrainian-Russian and Russian-Ukrainian Code Mixing in the context of the (socio)linguistic sit-
uation in southern Ukraine along the Black Sea coast», sikuii BinOyBcst B moromy 2024 p. B Aiib-
nilficbko-aBCcTpilicbkoMy .yHiBepcuteTi (M. Knarendypt, ABcTpisl) i Ha SKOMY BUCTYNWIIN y4ac-
HHUK{ OJHOMMEHHOTO TPOEKTY - JTOCIITHUKY 3 HA3BAHOTO BHIIE YHIBEPCUTETY, YHIBEPCUTETY iM.
Kapna ¢on Occenproro (InctutyT cnaBictuku), M. OnpaerOypra, (HiMeuunHa), a Takox eKcIe-
pta 3 Ykpainu i [Tonbmi. Memoou docnidxcenns. 1 cTaTTs HAJGKUTB 10 TIpallb MOPIBHSIBHOTO 1 y3a-
TaJIbHIOBAJIBHOTO IUIAHY, TOMY JI0 METOZIB, 3 SKMMH NPALIOBAB aBTOP, HAJEKATh 3iCTaBHO-NOPiBHAIBHUN
METOJI 1 METOJ 1HAYKIIii, IKHil TO3BOJMB 32 KOHKPETHUMH BHIIAIKaAMH MOOAYNTH MEBHI TEHICHIN B PoO3-
BHUTKY HayKOBOI {yMKH. MeTo aHalli3y 1 CHHTE3y JI03BOJIIIN IIPOAHANI3yBaTH ITiIX01 i METOUKY BH-
BUCHHS PE3YJITATIB 3MIlllyBaHHSI MOB, SIKHUM € YKpaiHCHKO-POCIHCHKUI CYpKHK. AHAJI3 MiAX0MiB, Me-
TOJIIB aHaJi3y, 3a(hiKCOBAaHMUX y MpalsX YKPaiHCHKHX 1 3aX1IHOEBPONEHCHKNX YUEHHX — YYaCHHUKIB
MIPOEKTY, 03BOJISIE 3pOOUTH 8UCHOBKU, 1110, BUBYAIOUH CYPXKHK, JOCIIIHUKY CTaBIISTH II€pe]] CO-
0010 pi3Hy MeTy. YKpaiHCBhKi COI[IOJIHIBICTH TPE3EHTYIOTh HOTO SIK HEraTUBHUI HACIIIOK iCHY-
BaHHS JBOMOBHOCTI Ha TepuTOpii YKpainu, sik 3arpo3y (yHKIIOHYBaHHIO i PO3BUTKY yKpaiHCHKOT
MOBH, SIK IIPOCTIp iHTepPEPEHTHHX SBUI] Y CTPYKTYpPi BHCIOBICHb. HiMenbki i aBCTpiHChKi yUa-
CHUKH TPOEKTY, 3BAYKAIOYN Ha ICTOPUIHUHN 1 KyJIBTYpHUI PO3BUTOK YKpaiHH, pO3TINAIOTE Cyp-
KUK SIK KOJI, [0 BUHUK y Pe3yJbTaTi CKIAAHOT KOMYHIKamiifHOI B3a€MO/ii MOB i JiaJIeKTiB, IO
moOyTYIOTh Ha TEPUTOPIT NepKaBH, IIYKAIOTh B HHOMY BY3JIH CTa0ii3amii, BHOKPEMITIOIOTE perio-
HaITbHI JekcudikaTopH, sKi GOpMYIOTH IIeH KOJI, aHaJII3yI0Th O3HAKU CHCTEMHOCTI KOy depes3 3Me-
HIIEHHS BapiaTUBHOCTI Horo oguHUIb. OOUABI TPYITH MiAKPECTIOIOTH HEOOXITHICTE BpaXyBaHHI
JUaJIEKTHUX BIUIMBIB, SIKi JO3BOJISIFOTH TOBOPHTH IIPO Pi3HI BUIU CYPIKUKY, BBAXKAIOTh CYPIKHK MO-
BOIO 0OMEKEHOT'0 BXXKMBAHHS 1 HE MPOTHO3YIOTh HOT0 YCTaNEHHS y BUTJISI TPETHOi MOBH, IO 3a-
0e3revyye KOMYHIKAIlil0 COIiyMYy.

KJIFOUYOBI CJIOBA: xomyHikais; 3MilIaHAN KOJ; CYPI)KHK; BapiaTHBHICTB; cTabii3amis.

Introduction

Linguistic communication is the popular research object in many blocks of the linguistics -
communicative linguistics, sociolinguistics, psycholinguistics, and media linguistics. It is im-
portant for all domains of life in society — strengthening and defending the state, developing edu-
cation, culture, media. Language is the optimal means of communication, which, together with
non-verbal means, allows you to transfer information in the most convenient way. It is communi-
cation that organizes the life of society, allows it to function and develop properly. Even when
individuals communicate with one another, they act as subjects in the system of ethnolinguistic,
demographic, and sociocultural parameters — self-identification, social status, age, gender, role in
a specific situation. The social factor permeates all aspects of communication, even domestic, stim-
ulates its implementation, limits deformations and ensures results.

In Ukraine, as in other multilingual societies, communication takes place in several languages.
On the other hand, the Ukrainian state implements a certain language policy, adjusts language
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communication in society, encouraging the development of the language, which is most often the
language of the indigenous population. After gaining independence in Ukraine, the Ukrainian lan-
guage received support, its declaration as the state led to the implementation of a significant num-
ber of cultural and educational tasks, the introduction of changes in the work of educational insti-
tutions, the media, state organizations, and the system of the country’s communication space.

Immediately after the beginning of the great work on language development in the country, the
question arose of the study of mixed speech, which was formed on the territory of Ukraine during
the centuries of its existence within the Russian Empire, where the main language of communica-
tion in all spheres was the Russian language. This mixed speech attracted the attention of Ukrainian
linguists for a long time, but it became the object of study only in the period of independence as a
phenomenon of “linguistic and communication threat” to the processes of functioning, stabiliza-
tion, and normalization of the Ukrainian language.

The purpose of this article was to present the approaches and methods of Ukrainian and Euro-
pean scientists to the study of a mixed code as a result of the centuries-old interaction between two
languages — Ukrainian and Russian — on the territory of Ukraine.

This mixed code is defined in the linguistic tradition of Ukraine, and to some extent in Europe,
as “surzhyk”, which is a figurative name based on the primary meaning of the word, i.e., “mixture
of grain from several cereals”. Over time, the lexeme developed a secondary meaning — “non-
normative individual speech of a certain person or social group, which is the result of mixing two
or more languages” (Dictionary of the Ukrainian language, 2012, p. 1124).

The task of the work was to analyze how this research object is presented in Ukrainian science
and in the works of European scholars — participants of the scientific project on the study of mixed
speech of the South of Ukraine (“Hybridization from two sides: Ukrainian-Russian and Russian-
Ukrainian Code Mixing in the context of the (socio)linguistic situation in southern Ukraine along
the Black Sea coast”), in which Austrian, German and Ukrainian researchers participated (2019 —
2024)".

The research material were the articles about surzhyk published by Ukrainian linguists, as well
as the works of German and Austrian researchers and their reports delivered at the seminar of the
same name on language hybridization problems, which took place in February 2024 at the Alpine-
Austrian University (Klagenfurt, Austria). At this seminar, which concluded the work on the
above-mentioned project, its participants — researchers from the above-mentioned university, the
Carl von Ossietzky University (Institute of Slavic Studies, Oldenburg, Germany), as well as experts
from Ukraine and Poland.

This seminar was a kind of summary of the research carried out within the project and a scien-
tific platform for further analysis of language mixing processes. The work, as already mentioned
above, was carried out during 2019 — 2024. Its purpose was to carry out a corpus description of
Ukrainian-Russian mixed speech correlated with territorial and sociodemographic factors. See de-
tails of the project. (Hentschel & Reuther, 2020).

Method

This article belongs to the research of a comparative and generalizing context, therefore, the
methods with which the author worked involved the method of generalizing the results obtained
by different authors who considered the same object of research, the comparative and comparative
method, as well as the induction method, which allowed for in specific cases to see certain trends
in the development of scientific thought. The methods of analysis and synthesis made it possible
to analyze the approaches and methods of studying the result of the language mix, which is Ukrain-
ian-Russian Surzhyk.

! This article is based on the report "About one type of language communication in Ukraine", announced on April 18,
2024, at the International scientific and practical conference "Actual problems of the media space" (Kyiv, April 18, 2024)
and the materials of this conference. At the time of writing, they had not yet been made public.
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Results

Active study of surzhyk after Ukraine gained independence began with the presentation of this
code in normative and cultural-historical aspects. Starting from the 1990s, researchers tried to de-
termine the essence of surzhyk, demonstrated deviations in expressions in the Ukrainian language,
which, in the opinion of the authors, posed a potential threat to the colloquial and literary segment
of the national language due to the loosening of norms, and described the conditions and conse-
quences of the emergence of mixed speech due to the centuries-old pressure from the Russian
language as the main language of the Russian Empire, and later of the soviet union, which included
Ukraine as a republic.

Ukrainian sociolinguists, along with outlining the social and linguistic essence of surzhyk, em-
phasizing its unpredictability, spontaneity, lack of system, chaoticity, tried to find its place both in
the language and communication sphere of the social life, and in the system of the language itself,
in its functional and stylistic paradigm. They wrote about colloquial speech, “colloquial language”
(Stavytska & Trub, 2007, p. 77), pidgin (Dzyubyshyna-Melnyk, 2010, p. 16), subcode (Kuz-
netsova, 1999, p. 80), regional koiné (Demchenko, 2003, p.29), sociolect of mixed type
(Taranenko, 2008, p.15), etc. It was noted that the mechanism of this code’s formation is similar
to the mechanism of formation of a pidgin (Masenko, 1999, p. 28), and despite all discussions and
objections, this opinion continues to exist (Masenko, 2019, p. 10). Its key characteristic is fluidity,
which makes it impossible to form a stable system (Masenko, 2004, p. 32). The last characteristic
emphasizes the blurring of the concept, and therefore the phenomenon it reflects, and determines
its stylistic and value orientation in the hierarchy of social communication. Surzhyk was and re-
mains an unacceptable socio-communication phenomenon among Ukrainian linguists.

In all those definitions, the blurring of the idiom and the stylistic and value positioning in the
hierarchy of public communication were emphasized. For the most part, surzhyk is negatively
evaluated even by teenage schoolchildren (Danilevska, 2018, p.90). Given the functional and sty-
listic load of surzhyk, it is recognized as a fact of speech practices and is not allowed for “normative
approval” in the system of the national language with its subsystems in the form of colloquial
speech, colloquial speech, dialects, etc.

Evaluation permeates Ukrainian works on surzhyk, which is understandable, because the pro-
cess itself was the result of the pressure and dominance of the Russian language for several centu-
ries in the Ukrainian communication space. As I. Braga rightly points out, “the discussion of the
mentioned problem is very emotional, the evaluative connotation of the surzhyk seems to spread
across the entire scientific discourse about it” (Braga, 2013, p. 96). At the same time, even though
surzhyk as a phenomenon is generally negatively positioned by most Ukrainian sociolinguists, the
lexeme itself is calmly used in a terminological sense and is written without quotation marks.

European researchers show a certain accuracy and prudence, understanding the requirements
of the conceptual framework: the terms in the meaning structure should not be burdened with a
figurative component. They call the specified concept a mixed language, code, idiolect, correlating
it with an idiom, sometimes hiding the word in the structure of the abbreviation URS (Ukrainian-
Russian Surzhyk), which neutralizes evaluability, or URMS (Ukrainian-Russian mixed speech). It
is natural for them to use terminology related to language contacts, therefore, surzhyk is repre-
sented as a mesolect — the middle component in the vertical hierarchy of language codes. Some of
the above-mentioned nominations are widely used in “both sociolinguistics”, however the core
term in European works undergoes graphic changes (it is written in quotation marks, which demon-
strates the critical attitude of researchers to the figurative component in the meaning structure of
the concept. This is the principal position of researchers (Gentschel & Taranenko, 2022, p. 31).

Research emphases in the study of the language situation as a whole and surzhyk as its compo-
nent in the works of Ukrainian and European researchers differ somewhat. For the former, it is
extremely important to analyze the language space dynamics of Ukraine’s different regions and
emphasize the position of a negative attitude towards surzhyk, i.e., the linguistic situation is in the
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first place in the circle of interests, on the second is surzhyk with examples of its asystemicity.
There are many articles about surzhyk in Ukrainian linguistics, but there has been no comprehen-
sive work of a generalizing nature until now. As far as the author of this article knows, the only
consistent long-term collector and researcher of surzhyk oral and written texts on the phonetic/pho-
nological, lexical-semantic and grammatical levels is I. Braha (see, e.g.: Braha, 2011; 2013; 2014;
2015;2021).

Ukrainian sociolinguists investigate the language situation in various aspects: as language be-
havior and language preferences in the communication of different strata of the population, as a
language that functions in various areas of social life — education, state development, culture, as a
dynamic of changes in connection with the establishment of Ukrainian language as state. Thus,
with the help of questionnaires, in particular, including in questionnaires questions about the choice
of the communication language in different situations, the variability of this choice depending on
sociodemographic and territorial factors is examined, i.e., the correlations between sociolinguistic
variables are studied (Shumarova, 2000; Sokolova & Zaliznyak, 2018; Danylevska, 2019;
Sokolova, 2021).

In contrast to the study of the language situation, the study of surzhyk is mostly not accompa-
nied by a questionnaire with a representative sample due to the time-consuming nature of such
work for a specific researcher and the lack of technical and financial opportunities to order relevant
materials from professional sociological institutions. Due to this, the collected data cannot be pre-
sented as statistically substantiated and verified. Researchers simply write about the hybridization
in oral speech of many Ukrainians (see, e.g.: Masenko, 2019, p. 7; Danylevska, 2018, p. 90; Braha,
2024, p. 30). They explored the language behavior of certain strata or social groups of the society
— civil servants, young people (Sheludko, 2017; Danylevska, 2018; Tsar, 2018; Braha, 2024).

European researchers (representatives of Austrian and German sociolinguistics — project par-
ticipants) are trying to combine quantitative and qualitative indicators in sociolinguistic research,
building a theory of mixed Ukrainian-Russian speech based on a corpus linguistic description com-
bined with analytical methods of quantitative variational sociolinguistics correlated with socio-
demographic data (Hentschel & Reuther, 2020). They focus on the results of the language codes
mixing and try to determine the variability degree of repeated language units.

Significant amount of content used in this project is its strong point. Thus, in this project led by
Austrian and German researchers, 1,290 questionnaires, 103 texts of in-depth interviews, and re-
cordings of family speech were analyzed, which, after decoding, yielded 388,000 word usages.
Then the corpus of lexemes was supplemented with data obtained in the previous project on the
functioning of surzhyk in Central Ukraine. This together amounted to almost 750,000 word usages,
which became the subject of sociological, statistical, and linguistic analysis (Hentschel, 2024). The
speech of the respondents who admitted in the questionnaires that they communicate in surzhyk
was analyzed.

The theory of variability became the theoretical justification for the word selection. The re-
searchers expressed the idea of the variability of the mixed code much earlier than the group started
working in the southern areas — first in the studies of the “trasianka” in Belarus, then the mixed
code in the Center of Ukraine (Hentshel, 2013; Taranenko, 2013), and after that in the South of the
country.

Variability is the presence of options, the possibility of using them to convey some content. In
the case of surzhyk, at the lexical level, it is the use of lexemes of another language, i.e., Russian,
in the expression. From the point of view of the formation of internal speech, when the lexeme is
selected for the realization of the idea (Shumarova, 2000, pp. 28—44), the speaker picks up the one
that belongs to another language, in other words, chooses one of the two options. Since the surzhyk
is based on the Ukrainian language, which is regularly used by this or that speaker, variability
arises when, for some reason, he “didn’t have enough” of the Ukrainian analogue, he cannot re-
member it, or he is simply used to using the Russian equivalent in certain contexts or situations.
These are a kind of language stamps, clichés, which speakers are used to using in everyday and
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non-domestic spheres of activity. The fact of the implementation of certain templates, the existence
of “interference stamps”, lexical and grammatical interference was recorded even before the pro-
ject started (Taranenko, 2013, p.38).

In this project, during the analysis of the lexical level, the researchers faced the task of deter-
mining whether surzhyk demonstrates a tendency towards a certain stabilization, which consists in
choosing (quite often) in similar situations the expression of a Ukrainian or a Russian lexeme, i.e.,
one of them. 107 lexemes were selected, which “sounded” in the text of the interview more than
100 times. The choice of the lower limit of the sample is quite conditional, but it is accepted in
modern experimental studies. The upper limit was not fixed, so lexemes with repetitions of more
than 10,000 word usages were included in the list.

The words highlighted in this way could potentially be interpreted as elements of the structural
framework of mixed speech. The results of this important comprehensive study are outlined in
(Hentshel, 2024).

The main table of the study was built based on the frequency of selection of the Ukrainian
lexeme according to the principle of its reduction, i.e., first hyper lexem? were recorded, the aver-
age frequency of selection of which reaches 99.8% (this is the frequency of use of the conjunction
Ukrainian wo6, woo6u, and its equivalent Russian umo6, umo6wi, respectively 0.2%). Further, the
table records those with a slightly lower average frequency (e.g., cnieamu — 98.5%, xonuce —
97.5%, nemae — 97.1%), up to those cases when the choice of Russian reaches almost 100% words
(e.g., from the two lexemes Ukrainian disuunka - Russian desouka, the frequency of the Ukrainian
variant is limited to only 4.8%, i.e. 95.2% is the frequency of the Russian variant, which is chosen
by speakers). The five most frequently used Russian words with a choice rate of 95% — 99% include
desouka, mooice, cadux, oa, muna (parasite word). Such translation equivalents as Ukrainian. xyou
— Russian xyda, Ukrainian erada — Russian eracme, Ukrainian suxopucmogysamu — Russian uc-
noavzoeams, Ukrainian 0i0 — Russian deo do not show a clear choice of one or another option, i.e.,
both lexemes can be used equally. It is they who demonstrate significant variability in the range of
56.7% - 48.4%. In total, according to the data of this study, 30 hyper lexemes tend to the Russian
version, and 37 hyper lexemes — to the Ukrainian. Together (67 hyper lexemes), they make up most
of the analyzed word pairs (107) and allow us to speak about a certain stability of the choice (Hent-
shel, 2024).

Further analysis of these equivalents’ variations based on the frequency of use made it possible
to distinguish 3 groups of hyper lexemes with different degrees of regional dependence. The first
group includes equivalents that do not have regional differences, the second — those where the
differences are quite clearly traced, and the third — those where they are weak enough. Regional
differences with elements of stabilization are also manifested at the morphonological and morpho-
syntactic level (Palynska & Henchel, 2022; Gentschel & Palinska, 2023), which contradicts the
idea of the chaotic, spontaneity of this mixed code. The antecedents of normalization (dialectal
type) are obviously present in it.

Thus, if the choice between the Ukrainian and Russian equivalents is presented as a competition
of linguistic patterns, then based on frequency analysis, it is possible to identify “nodes of stabili-
zation” with the rooting of one or another form (Hentshel, 2024). However, due to the influence of
dialects, this stabilization may turn out to be local, but nevertheless it exists, reducing variability.
The uniformity of choice (stabilization in the choice of a language option) as a language practice
is supported by family traditions and centuries-old contacts of the two languages and, obviously,
reaches the level of automatism.

What does such an analysis provide for the study of a mixed code, which is a surzhyk? First, it
will allow us to see the outlines of this speech, to determine which words of another language, in
our case Russian, are more often actualized in Ukrainian speech, to find weak points in the semantic

2 Hyperlexems are lexemes of the Ukrainian and Russian languages, which are based on a common concept, e.g.,
Ukrainian micto — Russian ropox or Ukrainian 3aBxau, Russian Beeraa, in other words, these are translation equivalents.

© 2024 AkTyanbHi NUTaHHSA MacoBOI KOMYHikaLit
36



ISSN 2312-5160

online ISSN 2786-4502

and formal structure of speech, to understand the role of full-meaning and incomplete (service)

words in the system of bilingual communication, to determine the role of the lexifier's language in
the formation of the communication space.

For some time, Ukrainian linguists were worried about the further functional status of surzhyk,
its communicative status in the social hierarchy, but observations of its use proved its functional
and socio-cultural limitations. Today, its dangerous influence is rather attributed to the sphere of
speech culture.

Surzhyk will not become a full-fledged language for many reasons, primarily of an educational,
production-technical, and cultural nature. It is not studied in secondary and higher educational in-
stitutions (there they teach a standard, i.e., literary language), it is not used to write documentation
of a production and technical nature, it is used to a limited extent in the digital environment (for
more details on the role of the digital environment in maintaining the vitality of the language (see:
Seligey, 2022, p.8—12), a component of free, spontaneous and casual communication. The attitude
towards it among sociolinguists and native speakers differs according to the evaluation scale: spe-
cialists evaluate mixed speech negatively, while average speakers demonstrate the entire range of
value orientations — from negative to positive.

The analysis of the analytic approaches and methods used in the works of Ukrainian and West-
ern European scientists — participants in the project dedicated to the study of surzhyk allows us to
draw the following conclusions:

1. When studying surzhyk, researchers set themselves a different goal: Ukrainian sociolinguists
present it as a negative side of the existence of bilingualism on the territory of Ukraine, as a threat
to the functioning of the standard (literary) language, to the improvement of language culture and
the culture of communication among the Ukrainian people; project participants, primarily German
and Austrian researchers, consider surzhyk as a code that arose as a result of the complex commu-
nication interaction between languages and dialects living on the territory of Ukraine. Due to re-
peated lexemes and word forms, they look for nodes of stabilization in it, spread over the entire
territory of the study, or regional lexifiers that form this code. They do not consider the issue of
the language culture, do not analyze the threat posed by surzhyk to the existence of the literary
standard language from the point of view of the norms loosening, they look for signs in the system
of the code due to the reduction in the variability of its units.

2. Both groups emphasize the need to take into account dialectal influences that diversify the
forms of surzhyk speech and allow us to talk about different types of surzhyk.

3. Both sides consider surzhyk to be a language of limited use and do not predict its establish-
ment as a third language that ensures communication function in society.
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AHOTANIA
VY cTaTTi noJlaHoO NOPIBHSUILHUK aHalli3 Pe3ysbTaTiB JBOX JOCHTIPKEHb MeZia KOHTEHTY 3a JI0IO0-
MOTOI0 MOHITOPHHTY MeJlia Ha TeMy IpEJICTABICHHS TEMAaTHKH BHYTPIIIHBO MEPEMIleHnX 0cio
(BI1O). ITopiBHsIbHNIT aHATI3 OXOIUTIOE Pe3yIbTaTH MOHITOPHHTY, IPOBeIeHOro Y itoTromy 2017-
ro ta 2023-ro poky y CxigHux perionax Ykpainu. OOujBa JOCHiKeHHS repeabdadalid mpoBe-
JIEHHS KUTBKICHOTO Ta SKICHOTO JOoCiiKeHHs. KiTbKicHOTO 32 JOMOMOTOI0 KOHTEHT-aHaTi3Yy, SKi-
CHOTO — 32 AOTIOMOTO0 METOJy EKCIIEPTHOTO aHaMi3Yy.

KJIFOYOBI CJIOBA: MOHITOPHWHT, KOHTEHT-aHaJIi3, EKCIIEPTHUI aHai3, BHYTPIIIHBO TIepeMilleHi
ocobH, MEeIIaKOHTEHT, TEMHA MOHITOPHHTY, CY0’ €KTH MOHITOPUHTY.

Introduction

After the end of the Second World War, the rise of the world economy led to the stimulation of
new, completely peaceful directions of scientific research. In particular, from the second half of
the 20th century, media monitoring began to be considered as a means of studying the mass media
content.

Monitoring studies in the former USSR and in the West developed in different directions and
had different goals. Communist ideologues needed, first of all, a means of measuring the ideolog-
ical charge and direction of the media.

In Western scientific schools, content analysis was considered in the context of marketing re-
search and social psychology.

As for the Ukrainian scientific monitoring school, after gaining independence, the methods of
content analysis and expert analysis were most often used during election campaigns. In particular,
with the aim of ascertaining the sympathies of the media, their involvement and the use of manip-
ulative technologies.

In the West, among the first researchers was B. Berelson. In particular, this scientist studied
content analysis in the field of application as a method of social psychology (Berelson, 1952?).
And as a means of studying the quality of content (Berelson, 1952, 20).

In Ukraine, the most active research and application of monitoring methods began on the eve
and immediately after gaining independence. In 1991, a manual by V.V. Lyzanchuk was published.
and O.D. Kuznetsova “Methods of collecting and recording information in journalism” (Lyzan-
chuk & Kuznetsova, 1991).

At the turn of the millennium and the turn of the century, a group of political technologists
launched their activities in the administration of President Leonid Kuchma. They sent journalists
detailed recommendations on the coverage of social and political events, which were called “tem-
nyky”, so called “topic agendas”. In response, the Ukrainian opposition, media experts and public
activists began to conduct various studies on media monitoring to detect various pro-government
manipulations (Chekmyshev, 2001%, 38-45); (Chekmyshev, 2001°, 37-44); (Chekmyshev, 2001,
19-22); (Chekmyshev, 2006, 67-74).

As an example, we can mention the initiative of such experts as V.F. Ivanov N.L. Ligachova,
O.M. Chernenko, and S.A. Datsyuk. In 2003, they conducted a study of several Ukrainian TV
channels (Ligachova, N., Chernenko, S., Ivanov, V., & Datsiuk, S., 2003). In the same year, the
textbook “Sociology of Mass Communication” by V.F. Ivanov was published (Ivanov, 2003), and
his monograph on content analysis co-authored with N.V. Kostenko (Kostenko & Ivanov, 2003).
Besides, in 2003, the leading Ukrainian theoretician of mass communication V.V. Rizun. published
his intelligence on the methods of detecting manipulations in the collection of lectures “Masses”
(Rizun, 2003, 94).

The collective monograph “Monitoring and information modeling of mass media” can also be
mentioned as an example of systematic research. The authors are Volodymyr Rizun, Valery
Ivanov, Natalya Shumarova, Oleksandr Chekmyshev, and others (Rizun et al., 2007).
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Method

Based on the above theoretical foundations and specific examples of monitoring studies, this
publication aims to compare the results of two studies on the representation of internally displaced
persons (IDPs) and refugees in the regional media of the Eastern region of Ukraine in February
2017 and 2023.

The project “Voice of the regional media: coverage of conflicts regarding IDPs in the regional
media of Ukraine” was carried out in 2015-2017. It was financed by the European Union and was
implemented by a consortium under the leadership of the British Thomson Foundation, as well as
such partners as the “European Center of Journalism” (Denmark), “Common Space” Association
(Ukraine), “MEMO 98” (Slovakia) and “International Institute of Regional Media and Information
(Ukraine).

The aim of that project was to minimize any potential conflicts regarding IDPs through bal-
anced news coverage in the regional media and thereby help reduce tensions in society, particularly
between IDPs and host communities. The project implementers planned to achieve this by strength-
ening the ability of regional mass media to respond to conflicts through increasing independence
and quality of content, as well as by organizational strengthening of regional mass media, in par-
ticular by ensuring access to high-quality Internet in Ukraine and abroad.

The project involved the development of early response skills to problems related to potential
conflicts using media monitoring and content quality assessment of regional media.

The methodology for monitoring coverage of IDPs was developed by the “Common Space”
Association and “MEMO 98”. Based on it, trainers from the mentioned partner organizations rep-
resented by the author of this article Oleksandr Chekmyshev and Slovak trainer Rasto Kuzhel
taught 65 regional analysts the technique of conducting quantitative and qualitative monitoring.

The methodology provided for the following monitoring subjects, which directly or indirectly
relate only to the topic of IDPs:

* President
* Government (both individually and in person from each ministry)
* Political parties
» Regional executive power
* IDPs themselves
« Civil society Organizations
* Volunteers (including private and corporate business initiatives)
* International organizations
* Church
Topics and problems considered during the monitoring process:
* Housing
* Work
* Health
* Social adaptation and social life
* Volunteers
* Social tension
* Criminality
* “Fake” IDPs
* The role of the Church
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Step-by-step content selection was carried out according to the following scheme:
AU COBEN. oy ™ oont)
el et

)

All the content  E—) Content about IDPs
(characters) (characters)

Figure 1. Content selection procedure.

The subject content was examined as follows:

. Positive Direct/indirect
speech, whether

Number of speakers included in first

seconds . Negative news items?

Neutral
Positive
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characters Negative photos?
Neutral
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characters . Negative . Speaters there photos?
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Figure 2. Content examining procedure.

Criteria for qualitative analysis were the following:

* Do the mass media verify the facts?

* Do journalists/media adhere to the principles of balance and avoid sensationalism
when covering the problems of IDPs?

* Are there analytics, analysis of difficult and controversial moments, or does the media
act reactively?

* Are “human stories” covered in order to “humanize” journalistic materials and lead to
quality journalistic investigations?
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* Problems are only identified, or do they stimulate public discussions to solve prob-
lems?
» Own or third-party content (news agencies, other media, Internet)?
* Does the media defend their position or provide balance and objectivity?
* Are there different sources of information (facts or positions)
» Is there a critical attitude towards officials and their statements?
* Is the language and terminology regarding IDPs correct, not humiliating, without in-
sults?
* Does the media know the difference between IDPs and refugees?
» Were there any important events that were kept silent (if so, say who did tell about it).
» Were there different points of view, a wide range of them (not only extreme positions).
» Have you noticed signs of bias or distortion of information?

In February 2017 and 2023, a monitoring study on the topic of IDPs was conducted using this
methodology. The monitoring sample consisted of 204 media. The media in the regions were mon-
itored within 4 groups:

* East (controlled areas of Donetsk, Luhansk regions, as well as Kharkiv region);

* North/Center (Sumy, Chernihiv, Zhytomyr, Vinnytsia, Dnipropetrovsk, Kirovohrad,
Poltava, Cherkasy);

* South (Odesa, Kherson, Zaporizhia, Mykolaiv, Autonomous Republic of Crimea);

* West (Volyn, Zakarpattia, Ivano-Frankivsk, Lviv, Rivne, Ternopil, Khmelnytsky,
Chernivtsi).

In 2022-2023, another monitoring project “Representation of IDPs and refugees in regional
media of Ukraine” was a volunteer study of the “Common Space” Association, which was imple-
mented in 2022-2023. The project involved monitoring a representative sample of media from the
same regions whose media became the object of monitoring within the framework of the project
in 2015-2017, with the exception of Crimea.

During monitoring within the project “Representation of IDPs and refugees in regional media
of Ukraine” in 2022-2023, a methodology similar to the project “Voice of regional media: cover-
age of conflicts regarding IDPs (internally displaced persons)” was developed in 2015 by the As-
sociation “Common Space” and “MEMO 98”.

Results

* As during the comparative analysis of the monitoring results of 2016-2022, 2017 and 2023,
it was found that in 20222023 there were significantly more materials about IDPs. This is partly
explained by the scale: if in 2015-2017 every 15th Ukrainian was an IDP, then after the large-scale
invasion every 5th Ukrainian became an IDP or foreign refugee.

* In 2017, materials on the topic of IDPs were also significantly less than in 2023.

* In 2017, informational rather than analytical method of materials presentation prevailed. L.e.,
there was a clear lack of stories with a more analytical and research approach.

» Compared to 2023, in 2017, journalists covered the current situation regarding IDPs, without
forecasts and did not seek a long-term vision or deeper public discussion on how to specifically
solve certain problems of IDPs.

* At the same time, the information materials of 2023 mentioned more examples of self-organ-
ization among the IDPs themselves, as well as the help of volunteers and host communities.

* In 2023, there were also significantly more materials dealing with foreign aid than in 2017.

» Compared to 2017, in 2023 local media provided more reference materials useful for IDPs.

* In 2023, regional media published significantly more human stories.

* The news of most media in 2017 did not show systematic attention to IDPs, in particular there
were few problematic materials, while in 2023 there were more such materials.

* In 2017, there was also a lack of analytics, and in 2023 it was almost 30% of all materials on
the topic of IDPs.
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* In 2017, journalists reacted more passively to messages from local authorities, relaying them
without verification. In 2023, local media became much more meticulous about official statements.

« Similarly, in 2017, local media actively reprinted the content of news agencies and capital
media without any references. 2023 there were much less such materials.

* Monitoring of both transitions recorded the correct terminology regarding IDPs, there were
no insults and examples of discrimination.

* Also, both in 2017 and 2023, local media avoided sensationalism when covering the topic of
IDPs.

* In 2017 there were examples of imbalance, and in 2023 there were units of such materials.

* In 2017, for one reason or another, Eastern Ukrainian journalists failed to organize public
forums at the local level, designed to help solve the problems of IDPs. In 2023, journalists and
local media were much more successful in this matter.

» Examples of ordered materials were noticed in 2017. In 2023 they were absent.

 The specificity of the media landscape in the East during both periods led to the greatest
activity of Internet media, compared to television and the press.

Quantitative analysis

The sample of mass media in the Eastern regions in 2017, compared to 2016, changed but
remained representative. In 2017, it included 32 local media (3 local TV channels, 5 newspapers
and 24 online media).

The 2023 sample also remained representative. The reason for the changes was the war, which
radically affected the media landscape of several regions. To the greatest extent, this applies to the
until recently controlled territories of Donetsk and Luhansk regions, as well as Zaporizhzhia and
Kherson regions.

Therefore, in 2023, the sample included 30 local mass media (3 local TV channels, 3 newspa-
pers and 24 online media.

In both the 2017 and 2023 research phases, the main selection criteria were potential impact
and ranking. Both research periods are special in that both samples included primarily online me-
dia. The reason is obvious - for many Ukrainians in the occupied territories, they have become the
only source of information. It should also be considered that many traditional media have ceased
to exist since 2014. The others have been under control of the so-called LNR/DNR militants since
2014, laboratory workers.

During monitoring in 2017, experts found out that the topic of IDPs in the media in the East
was presented at the level of 2.9%.

In 2023, probably due to the rapid increase in the scale of the tragedy, attention to the topic of
IDPs increased and reached 8.7%

TV channels

In 2017, television presented the topic of IDPs with a total of almost 2.5 hours of airtime. This
is an average of 43 seconds of airtime every day for each TV channel sampled in this region.

In 2023, television presented the topic of IDPs more actively in absolute terms — a total of 12.5
hours of airtime. This is an average of almost 4 minutes per channel every day.

Various topics were presented. 2017: social adaptation and life in the community (23.9%),
housing (17.3%), charity (14%), “unreal” IDPs (13%), health care (12.7%). Topics such as busi-
ness (5.2%), employment (1.5%) and state aid (0.7%) were covered much more passively.

2023: the thematic distribution was somewhat different: social adaptation and life in the com-
munity (22.7%), state assistance (18.7%), employment (15.5%), charity (14%), health care
(12.7%), housing (10.3%), business (6.1%).

Among the subjects of monitoring in 2017, IDPs themselves were most actively represented
(65.4% of the total volume, international organizations (10.8%), volunteers (10.7%), regional state
administrations (9%), Such subjects as non-governmental organizations (3.4%) and volunteers
(0.7%) were represented much more passively.
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As for the tonality of the materials, during both monitoring studies, the TV channels presented
the majority of the monitored subjects mostly neutrally and positively. Mentioning of monitoring
subjects in a negative tone in 2016 was only addressed to IDPs and the government (4% and 8%,
respectively).

Press

In 2017, Eastern newspapers presented the subject of IDPs with a total volume of 31.9 columns
in A3 format. 2023 — 95.7 columns.

In 2017, newspapers most actively covered the topic of education (76.4%). Topics such as em-
ployment (12.2%) and state aid (8.5%) were presented more passively.

In 2023, such topics as social adaptation and life in the community (37.8%), employment
(29.2%), education (14.4%), charity (14.2%), and state assistance (4.4%).

Among the subjects of monitoring in 2017, newspapers most actively informed about regional
administrations (76.4%). The IDPs themselves and the government were represented at the level
of 13.1% and 10.5%, respectively.

In 2023, IDPs themselves (52.4%), volunteers (26.4%), regional administrations (16.4%), and
the government (4.8%) were most actively represented.

The tonality of the materials was mostly neutral and positive during both waves of research. In
2017, there was a small share of negativity regarding the IDPs themselves and regional state ad-
ministrations.

Online media

In 2017, the Internet sites of the Eastern region presented the topic of IDPs with a total volume
equivalent to more than 29 pages of A4 format. in 2023 — almost 89.

In 2017, online media most actively presented such topics as social adaptation and life in the
community (61.8%), housing (5.5%), state assistance (3.7%), charity (3.6%), crime (3.3%), busi-
ness (2.2%), employment (1.2%).

In 2023, slightly different topics were prioritized: topics such as social adaptation and life in
the community (39.8%), employment (27.2%), education (16.4%), employment (12.2%) and state
assistance (4.4%).

In 2017, such subjects as IDPs themselves (48.4%), non-governmental organizations (21.8%),
the government (36.1%) and international organizations (9.9%) were most actively represented.
Regional administrations (5.8%), political parties (0.4%) and volunteers (0.2%) were minimally
represented.

In 2023, the distribution of attention to subjects was somewhat different: IDPs themselves
(38.4%), volunteers (31.8%), the government (26.1%), and international organizations (3.7%) were
most actively represented.

Qualitative analysis

In 2017, the topic of IDPs was covered sluggishly, and in 2023, it was noticeably more active.
In 2017, Eastern media did not publish analytical materials devoted to the issue of IDPs. In 2023,
there were more analytics.

In 2016, journalists did not have a critical attitude to official statements of the government and
local authorities and rarely did proper fact-checking. Most of the news about the displaced people
was based on official press releases. In most materials, journalists did not try to form a public
forum at the local level, which could be aimed at solving the problems of IDPs in the region.

Instead, in 2013, a more critical attitude towards official information and statements of officials
was felt. At the same time, there were specific cases when media activity contributed to solving
specific problems of IDPs.

In 2017, the “campaign of checks on IDPs” launched by the state became a particularly painful
topic (especially in Kharkiv region).

In 2017, all Donetsk mass media focused on the fact that IDPs cannot exercise their right to
vote during local elections. In 2023, such topics were not discussed at all.
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During both waves of the study, experts stated that the language and terminology regarding
IDPs was mostly correct, not derogatory. At the same time, in 2017, seven cases of hate speech
against IDPs were recorded, in particular, by law enforcement agencies, who, when mentioning
the IDPs’ region of origin, labelled IDPs criminals. In addition, some members of local communi-
ties have been critical of IDPs in connection with the so-called fake IDPs and “retirement tourists”
(who travel from Luhansk and Donetsk regions to receive pension benefits, as well as those who
are not interested in getting a job in new place of residence).

In 2023, monitoring of media content did not reveal such problems.

In 2017, monitoring experts recorded several cases when the term “refugees” or “false refu-
gees” was used in relation to IDPs. During the 3rd wave, less such materials were recorded — about
3.2% of all content related to IDPs.

During both waves, monitoring experts note that, in general, journalists avoided sensationalism
in covering the problems of IDPs. In Donetsk, the coverage of IDP issues can be considered bal-
anced, the media presented different points of view and used various sources. No evidence of in-
volvement or distortion of information or manipulation of information was observed. Videos, pho-
tos or graphics used in some posts represent the subject of IDPs and correspond to the topic of the
post, reflecting the actual situation.

Also in 2017, monitoring experts recorded the appearance of individual publications that were
submitted through human stories, in particular in Donetsk region, Luhansk region, and Poltava
region. In 2023, there was much more such material.

As a positive fact discovered during both waves of monitoring, experts note the appearance of
several materials initiated by international projects. (Media group “Objektiv” in the material on
October 19 “Internship for Kharkiv rehabilitative doctors and treatment of immigrants in Prague”).
Or: “Lens” on October 15. “A hobby that has become an income. What new professions are mas-
tered by immigrants in Kharkiv Oblast”. (Deputy helps refugees’ kids to gain voice in the society,
26.02.2016).

In 2017, experts recorded a small number of examples of systematic coverage of IDPs. For
example, a separate section of the “Island” site “Pereselenets”. In 2023, there was more such ma-
terial.

Conclusion

Despite the recorded examples of qualitative changes in the coverage of the subject of IDPs,
recorded during the comparison between two waves of monitoring studies, the following recom-
mendations can be made regarding the coverage of the subject of IDPs:

* Pay more attention to analytical materials and investigations.

* Avoid sensationalism, imbalance, and uncritical attitude of journalists to official information
from local state administrations representatives.

» Pay more attention to specific “living stories” that illustrate both examples of successful co-
existence of IDPs in local communities and their problems.

* Use correct IDP terminology.

* Prepare more materials about how IDPs fight for their rights.

* Conduct editorial leaflets and mini trainings on how to avoid using negative vocabulary, the
terms “refugees”, preventing violations of discrimination standards.

* Avoid custom materials.

* Form a public forum at the local level, which could be aimed at solving the problems of IDPs
in the region.

Implementation of these recommendations will contribute to improving the quality of journal-
ism and weakening potential sources of social tension through balanced coverage of events in re-
gional media, in particular, as a result of weakening the level of social tension between internally
displaced persons and the communities that host them.

© 2024 Current Issues of Mass Communication
47



ISSN 2312-5160
online ISSN 2786-4502

References

Berelson, B. (1952). Content analysis. In G. Lindsey (Ed.), Handbook of Social Psychology (p.
1954). Readings: Addison Wesley.

Berelson, B. (1952)P. Content analysis in communication research. New York: Hafner.

Chekmyshev, O.V. (2001)*. Rezonansni temy u dzerkali monitoryngu ZMI [Crucial topics in the
mirror of media monitoring]. Scientific Notes of the Institute of Journalism, 2.
http://journlib.univ.kiev.ua/index.php?act=article&article=1004

Chekmyshev, O.V. (2001)P. Uroky vyborchykh kampanii v konteksti ukrainskykh mas-media
[Lessons of election campaigns in the context of Ukrainian media] Pulitsistics and Politics.

Chekmyshev, O.V. (2001). Rysy neototalitaryzmu v suchasnykh ZMK [Neototalitarism features
in modern media]. Current Issues of Mass Communication, 1.

Chekmyshev, O.V. (2006). Vybory-2006 u dzerkali ZMI: Uroky i perspektyvy [Elections-2006 in
the mirror of media: Lessons and perspectives]. Visnyk TSVK, 3(5).

Deputy helps refugees” kids to gain voice in the society (26.02.2016). “Trybun”.
http://tribun.com.ua/32436.

Ivanov, V.F. (2003). Sotsiologiia masovoi komunikatsii: Navchalnyi posibnyk [Sociology of mass
communication: A Textbook]. Cherkasy: Vydavnytstvo CHDU.

Kostenko, N.V., & Ivanov, V.F. (2003). Dosvid content-analizu: Modeli ta praktyky [Content-
analysis experience: Models and practices]. Kyiv: Center for Free Press.

Ligachova, N., Chernenko, S., Ivanov, V., & Datsiuk, S. (2003). Telebachennia spetsoperatsii:
Manipuliatyvni tekhnologii v informatsiino-analitychnykh programakh ukrainskogo tele-
bachennia: Monitoryng, metody vyznachennia ta zasoby protydii: Rekomendatsii shchodo
pryntsypiv vidkrytoi redaktsiinoi polityky telekanaliv [TV of special operations: Manipula-
tion technologies in information-analytical programs on Ukrainian TV: Monitoring, methods
of detection, and methods to resist: Recommendations on open editorial policy principles].
Kyiv: Telekrytyka.

Lyzanchuk, V.V., & Kuznetsova, O.D. (1991). Metody zbyrannia I fiksatsii informatsii v zhurnal-
istytsi: Navchalnyi posibnyk [Methods for collecting and fixation of information in journal-
ism: A textbook]. Kyiv: NMK VO pry Minvuzi URSR.

Rizun, V.V. (2003). Masy. Teksty lektsii [Masses. Texts of lectures]. Kyiv: VPC “Kyiv Univer-
sity”.

Rizun, V.V, Ivanov, V.F., Shumarova, N.P., & ... (2007). Monitoring and information modelling
of media: Collective monograph. Kyiv: VPC “Kyiv University”.

© 2024 AkTyanbHi NUTaHHSA MacoBOI KOMYHikaLit
48


http://journlib.univ.kiev.ua/index.php?act=article&article=1004
http://tribun.com.ua/32436

ISSN 2312-5160
online ISSN 2786-4502

Current Issues of Mass Communication, Issue 35 (2024)

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

RESEARCH ARTICLES
JOCHIAHUNOBKI CTATTI

Research of Ukraine’s Tourism Image —
Based on Data Analysis of The Travel Notes
of the Chinese Tourism Website Mafengwo

Rigele Na (HBE#&5)

PhD student
Educational and Scientific Institute of Journalism,
Taras Shevchenko National University of Kyiv, Ukraine, China
https://orcid.org/0000-0002-2900-9012
Email: narigele044@gmail.com

https://doi.org/10.17721/CIMC.2024.35.49-60
UDC 379.85.477:659.3(510)

ABSTRACT
ARTICLE INFO Since the implementation of the visa-on-arrival policy for Chinese citizens in
Received: 29 January 2024 2016, the number of Chinese tourists visiting Ukraine has significantly increased. The
Accepted: 29 April 2024 main purpose of the article is to determine the main characteristics of Ukrainian tourist
Published: 29 June 2024 destinations based on the analysis of travel notes of tourists to Mafengwo from the

period 1992 to 2023, as well as to find out the general views of Chinese tourists on
food, accommodation, tourism and shopping in Ukraine, using the method of

KEYWORDS frequency analysis of words to summarize the specific ideas of Chinese tourists about
Ukraine; China; Ukraine. The article employs a combination of literature review, text analysis, and
Travel Journal; word frequency analysis. The Word frequency analysis complements content analysis
Tourist Image; by quantifying the prevalence of specific terms in the travel notes of Chinese tourists
Text Analysis visiting Ukraine, focusing on the tokenized analysis of these notes. The findings

succinctly capture Chinese tourists' perceptions of Ukraine, revealing concerns for
safety issues, as evidenced by the frequent mention of "war". The analysis shows a
preference for traveling in groups, with an average expenditure of approximately
$1,600 per person and a typical visit duration not exceeding 10 days. The overall
sentiment towards travel experiences in Ukraine is positive, with words like "cheap"
"delicious" and "like" frequently used, indicating an appreciation for the affordability
and quality of food. Chinese tourists favor a mix of historical, cultural, and seaside
destinations, reflecting diverse interests. However, communication barriers emerge as
a complaint among these travelers.

and Word Frequency Analysis

Citation: Na, R. (2024). Research of Ukraine’s Tourism Image — Based on Data Analysis of The Travel
Notes of the Chinese Tourism Website Mafengwo. Current Issues of Mass Communication, 35, 49-60.
https://doi.org/10.17721/CIMC.2024.35.49-60

Copyright: © 2024 Rigele Na. This is an open-access article distributed under the terms of the Creative
Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted,
provided the original author(s) or licensor are credited and that the original publication in this journal is cited,
in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does
not comply with these terms.

© 2024 Current Issues of Mass Communication
49


https://cimc.knu.ua/index
https://doi.org/10.17721/CIMC.2024.35.49-60
https://doi.org/10.17721/CIMC.2024.35.49-60

ISSN 2312-5160
online ISSN 2786-4502

AHOTAIIIA

3aB/sSIKM BI30BOMY peXHMYy 110 IpUOYTTIO i1t rpoMasiH Kurato (3 2016 p.) KUIBKICTb KUTAHCBKHX
TYPHCTIB, SIKI IPUIXK/DKAIOTH B YKpaiHy, 3Ha4HO 3pociia. OCHOBHA MeTa CTaTTi — BU3HAYUTH OCHO-
BHI XapaKTEPUCTHUKN YKPAaTHCHKUX TYPUCTUYHUX MICIb Ha OCHOBI aHaJIi3y IT0JOPOXKHIX HOTATOK
TypHcTiB Ha Madenrso 3 nepion 1992 no 2023 pp., a Takox 3’siCyBaTH 3arajibHi MOTJISAN KATaH-
CBKHMX TYPHCTIB Ha XapuyBaHHS, TPOKUBAHHS, TYPU3M 1 IIOMIHT B YKpaiHi, BAKOPUCTABIIN METOJ
YaCTOTHOTO aHaJi3y CIIiB, 00 y3araJbHUTH cenu(idHi ySIBICHHSI KHTAHCHKUX TYPHUCTIB PO YK-
paiHy. Y cTarTi 3aCTOCOBAaHO OTJISAL JIITEpaTyPH, aHali3 TeKCTY Ta YACTOTHHUI aHATi3 CIiB. AHAII3
YaCcTOTH CIIiB TOTIOBHHUTD aHAIi3 KOHTEHTY IIISIXOM KUTBKICHOI OI[iHKH TIOSBH NMEBHUX TEPMIHIB Yy
MTOJTOPOXKHIX HOTATKaX KUTAMCHKUX TYPHCTIB MO0 BiNBiXyBaHHS YKpaiHH. AHAII3 IOZOPOXKHIX
HOTATKiB TOKEHI30BaHO. Y pe3yibTaTi MOXKHA CTHCIIO ITICYMyBaTH KOHKPETHI YSABJICHHS KUTal-
CHKHX MaHJPIBHUKIB PO YKpaiHy: CIOBO «BiifHA» CepeI KIIFOYOBHX CIIiB, CBITUUTH, IO KHTAHCHKI
TypHCTH CTypOOBaHi nmpobiaeMamu Oe3neku B YKpaiHi. BilbImicTs TypucTiB 00MpatoTh MOJOPOKY-
BaTH 3 JPY3SMH, CEpe/iHI BUTPATH TYPHUCTIB CTAHOBIATH Os3bko 1600 nonapis Ha JIOOUHY , @
cepeHs TPUBAJICTh nmepeOyBanHs B YKpaini He nepesuiye 10 guis. TypucTu 3araiaom 3a10BoOJICHI
CBOIM JIOCBiIoM TO#OpoXKi YkpaiHoto. Taki cioBa, sSIK «IELIEBO», «CMAuyHO» Ta «I0J00AETHCS,
1110 3 SIBJISTIOTHCSL Y BUCOKOYACTOTHHX CJIOBaX, BiJOOpPaKArOTh 1X MO3UTHBHE BU3HAHHS MOJOPOXKEHt
Ykpainoto, 0cOOIMBO TXHFO JIFOOOB 70 BiJTHOCHO HU3BKHUX ITiH 1 cMa4yHOT ixi. TypucTH, K mpaBuIo,
00UpaOTh PI3HOMAaHITHI ICTOPUYHI Ta KyJBTYPHI IaM’SITKH Ta MOPCHKI MICIIS SIK HATPSIMKH TI0/10-
poxi. Kutaiiceki TypHUCTH MalOTh JEsKi CKaprd MiJ 4ac MOAOPOXi YKpaiHOI, B OCHOBHOMY
ITOB’s13aHi 3 KOMYHIKaI[iitHIMU Oap’epamu.

KJIFOYOBI CJIOBA: Ykpaina; Kutait; TypuCTHIHMIA )KypHAT; TYPUCTHIHUH iMiJIK; aHAJi3 TEKCTY
Ta YaCTOTHHIA aHaJIi3 CIiB.

Introduction

Globalization and increasingly convenient logistics and transportation not only bring
significant benefits to national economies but also provide opportunities for people to broaden their
horizons and gain a deeper understanding of different cultures. Travel and sightseeing have become
one of the most popular leisure activities for Chinese people. Thanks to travel, people can
constantly overcome personal limitations through communication, they experience and constantly
improve themselves. In 2019, before COVID, China's total domestic tourism revenue reached 6.63
trillion yuan, the total contribution of the tourism industry to GDP was 10.94 trillion yuan,
accounting for 11.05% of GDP, and the number of Chinese citizens traveling by border reached
155 million. Other people's travel experience has become one of the key guidelines for choosing
tourist destinations. Returned travelers are eager to share their travel experiences, and potential
tourists read these experiences to get background information on cost, transportation, food,
accommodation, etc., and to choose the right travel destination for them. The content of travel
notes covers not only basic information but also covers the author's views and understanding of
the country visited. Readers can leave their comments and messages to discuss different issues
together.

Mafengwo (544 %%) is China's main travel platform, often compared to the Western equivalent
of TripAdvisor. This platform provides comprehensive information on destinations, hotels, cuisine,
attractions, and shopping, helping users in their travel decision-making process. Founded in 2010,
Mafengwo has gained wide recognition with 120 million users as of 2018, with an impressive
monthly active user base of 100 million. Notably, 85% of these users access the platform via mobile
devices. Key statistics highlight Mafengwo's impact: more than 100 million users actively plan and
decide on their trips through the platform every month. Every month, users add more than 135,000
high-quality road notes, adding to the plethora of information on the platform. In addition,
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Mafengwo features 415,000 destination-related questions and answers every month, fostering an
active community. The platform boasts 178 million reviews, cementing its reputation as a trusted
and comprehensive resource for travelers.

In the course of our research, we analyzed 50 travel notes written and published by Chinese
tourists about Ukraine in the period from 1992 to 2023. We noted a gradual increase in the number
of notes from 1992 to 2016. In the period from 2017 to 2018, there was a sharp increase in notes.
Since 2019, there has been a decrease in Chinese interest in tourism in Ukraine. During the period
of the full-scale invasion, there is almost no record of the travels of Chinese tourists in Ukraine.

The main purpose of the article is to determine the main characteristics of Ukrainian tourist
destinations based on the analysis of travel notes of tourists to Mafengwo, as well as to find out the
general views of Chinese tourists on food, accommodation, tourism and shopping in Ukraine, using
the method of frequency analysis of words to summarize the specific ideas of Chinese tourists
about Ukraine.

To achieve the goal, the following research questions were formulated:

1. What is the average number of days Chinese tourists spend traveling in Ukraine? Are they
more likely to travel alone or join a group tour?

2. Do changes in the visa system affect Chinese tourists visiting Ukraine?

3. What is the general travel experience of Chinese tourists in Ukraine? How do they perceive
and evaluate Ukrainian landscapes and services?

Theoretical basis

Word of mouth (WOM) plays a crucial role in communication research. As a method of
conveying information, it significantly influences audience decision-making. This study explores
how Chinese tourists convey and shape the image of Ukrainian tourism through travel notes on
social media using word of mouth. WOM is defined as an informal, non-commercial personal
conversation between a communicator and a receiver about a brand, product, organization, or
service (Arndt, 1967). Social media significantly impacts tourists' perceptions, attitudes, and
behaviors toward tourism products and destinations by providing an interactive communication
tool known as e-WOM. e-WOM refers to any positive or negative statement made by potential,
actual, or former customers about a product or company, which becomes available to many people
and institutions via the Internet (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). The analysis
of travel notes and high-frequency word usage indicates that tourists often share similar routes.
This suggests that the information they receive, primarily sourced from social networks or the
experiences of people around them, is consistent.

Chinese tourism has attracted significant interest among Ukrainian scientists. Several
Ukrainian researchers have studied China's tourism industry from various perspectives, including
its prospects, development, legislation, and cooperation with Ukraine. Key studies include those
by D. Gomov (2008), I. Shamara and 1. Chetverikova (2017), and I. Mandryk and K. Hnedko
(2018), provide insights into the current development trends in China's tourism industry. D. Basyuk
(2020) and O. Shapovalova (2019) have focused on the cooperation between China and Ukraine
in the tourism sector, analyzing opportunities and challenges and offering suggestions for
enhancing this collaboration. L. Tkachuk (2014) examined China's tourism legislation, providing
valuable information for tourists and tourism practitioners about the legal framework. Regarding
China's outbound tourism and tourist demographics, V. Stafiychuk and A. Moskalenko (2015)
identified key characteristics of Chinese tourists, noting that most are about 50 years old, married,
and have children under 18. A. Romanova (2017, 2018) emphasized the importance of developing
Chinese tourism in Ukraine, proposing measures such as visa exemptions for Chinese passports,
and increasing the availability of Chinese services and cuisine.

Chinese scientist Catherine (2018) from Shanghai Pedagogical University analyzed the tourism
resources of Ukraine in her master's thesis. Her survey showed that the majority of Chinese tourists
are somehow interested in Ukrainian tourism, especially Ukraine's natural resources. In addition,
N. Bauman (2019) from Shandong University noted in her master's thesis that Ukraine's tourism
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marketing in China still needs to be strengthened, and suggested improving Ukraine's tourism
infrastructure and service level to better accommodate potential Chinese tourists. By summarizing
these studies, we can understand the contribution of Ukrainian scholars to the field of Chinese
tourism research, as well as provide useful references for future relevant research and practice.

Research issues of tourism journalism are dealt with by researchers N. Malysh, V. Shevchenko,
and O. Tkachuk-Miroshnychenko. In their article published in 2021, they analyzed the expenses
that Ukraine has spent in recent years on cultural preservation, as well as changes in the interests
of citizens to protect cultural values. In their research, they emphasized the importance of paying
attention to these aspects to ensure the country's cultural development. In addition, in their other
article published in 2022, the authors analyzed the development trends of tourism media in
Ukraine. They investigated the role of travel publications and information platforms in shaping and
managing the country's image for the tourism industry. This study revealed key trends that affect
the perception of Ukraine as a tourist destination and determined the direction for the further
development of the country's tourism industry.

According to O. Huseva (2014), travel notes are the most popular among readers in the system
of prose genres about tourism. This indicates that readers' interest in travel and cultural heritage is
expanding due to the sharing of personal experiences and experiences through literary genres. On
the other hand, in the study of R. Kowalczyk (2013), he discussed the process of transformation of
traditional travel reporting in the era of globalization. He noted that with the growth of international
tourism and the development of the Internet, the presentation and format of tourist information is
changing.

Method

The procedure for conducting research involves the use of several methods and approaches.
The article uses a literature review, text analysis, and word frequency analysis. Word frequency
analysis will complement content analysis by quantifying the occurrence of certain terms in travel
journals. Analysis of travel notes is tokenized.

This article uses "Ukraine" as a keyword to search for travel notes on Mafengwo, China's
largest travel website. The search yielded 50 travel notes. First, travel dates, costs, travel duration,
companions, and the number of travel notes were manually recorded and summarized using Excel
to outline the main characteristics of the tourists. Second, a frequency analysis of words in the 50
downloaded travel notes was conducted using the Rost CM6 program. The analysis initially
identified 196 words with a frequency of over 50 occurrences. After screening to remove invalid
data (e.g., repeated words), 133 valid data elements were obtained. These elements, comprising
nouns, verbs, and descriptors (adjectives and adverbs), were categorized into city words,
sightseeing words, feeling words, transportation words, country-related words, food words, and
currency exchange words. This classification helped study the general perceptions and attitudes of
Chinese tourists who visited Ukraine.

Results and discussion

This article uses data from the Chinese tourism social network "Mafengwo", namely: travel
notes of Chinese tourists who share their impressions about visiting Ukraine, to look at the tourism
image of Ukraine in Chinese tourism social media.

50 travel notes published on Mafengwo were analyzed, containing information on travel time,
travel costs, tour group composition, and impressions. Word frequency analysis in 50 travel notes
related to information about cities, attractions, transport, food, exchange rates, and countries
neighboring Ukraine. The words most often found in the travel notes of Chinese tourists were
determined to evaluate the image of Ukraine in Chinese tourist social media.

Chinese website Mafengwo allows Chinese tourists to communicate with each other about
tourism. Mafengwo and other travel social media have enabled a large number of Chinese tourists
to understand the destination country before traveling. On the other hand, people who return home
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after traveling always have some memories of the place they traveled by looking at the pictures.

And some people write travel diaries based on their own experiences. This travel diary not only

carries the memory of the author but also provides useful information for potential tourists. And
these posts have more impact than paid social media marketing.

1. Basic analysis of the characteristics of tourist trips

(1) Year of travel

Fifty travel notes were obtained from Mafengwo's travel notes page. The earliest travel note is
dated 1992 (memoir), the latest is 2023, and the total period is 31 years.

Among the 50 notes, 2018 had the most tourists (15 in total), followed by 2017 (12) and 2019
(10). The average duration of trips in Ukraine is 11 days. The most popular season is summer, and
fewer people travel in winter. Figure 1 shows that from 1992 to 2019, the number of Chinese
tourists visiting Ukraine increased every year. It is especially worth noting that after Ukraine
opened visa-on-arrival for holders of Chinese passports, the number of notes increased
significantly. We can combine the data provided by O. Shapovalova (2019) and see that the number
of Chinese tourists traveling to Ukraine has been steadily increasing since 2015. The number of
arrivals in 2015 was 12,699, in 2016 - 19,493, in 2017 - 29530. However, due to the impact of the
COVID-19 pandemic in 2019, as well as the Russian-Ukrainian war that started in 2022, the
number of tourists coming to Ukraine has been decreasing year by year in recent years.

Travel Notes
20

1992 2012 2013 2015 2016 2017 2018 2019 2021 2023

B Number of travel notes

Figure 1. Yearly number of people who wrote travel notes.

(2) Travel expenses in Ukraine

Among these 50 travel notes, 18 did not mention information related to tourism expenditures
in Ukraine, while the remaining 32 contained detailed records of tourism expenditures. Turning to
Figure 2, we found that among these travel notes, tourists with spending per person less than $1,000
are the most significant, followed by tourists with spending in the range of $1,000 to $2,000 and
$2,000 to $3,000, and the average spending per person is $1,760. This shows that most tourists
choose to travel to Ukraine with a relatively small budget. Analyzing the information on tourist
expenses, we can infer that, in general, the general level of consumption of tourists visiting Ukraine
is relatively not very high. This may be due to factors such as relatively low prices for food and
accommodation in Ukraine.
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15
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B Expenses per person
Figure 2. The amount of money spent per person during their stay in Ukraine.

(3) Composition of the tourist group

Among these 50 travel notes, we collected 43 reliable information about the demographics of
tourists, and 7 travel notes did not mention relevant information about the people who traveled
with them. Among the 43 mentioned travel notes, the vast majority of tourists chose to travel to
Ukraine with friends, which is the largest segment (see Figure 3). Next come those who decided
to travel alone and those with their families. This distribution of population composition may
reflect the travel preferences and motivations of different tourists. Traveling with friends can
emphasize social interaction and shared experiences while being able to go solo can emphasize
independence and personal exploration. Traveling with family can focus on family gatherings and
vacations together.

Travel group structure

50

0 [ | —

alone with friends with family

B Travel group structure
Figure 3. Structure of the travel group.

(4) Number of travel days

Among these 50 travel notes, 5 notes did not mention the exact number of days in travel, and
the other 45 travel notes contained information about the number of days in travel to Ukraine.
Among these 45 trips, 28 trips lasted less than 10 days, 13 trips lasted between 10 and 20 days, 3
trips lasted between 20 and 30 days, and only one trip lasted more than 30 days (see Figure 4). This
distribution of data shows that the majority of tourists, as a rule, make short-term trips to Ukraine.
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Figure 4. Number of travel days.
2. Analysis of general characteristics of high-frequency words
Table 1. The most frequent words in travel notes, overall.
Frequency | >1000 1000-200 200-100 100-50
Number 2 16 40 70
of words
Words Ukraine, | Lviv, church, Andriivskyi Descent, route, life, monument, style,
Kyiv city, time, Soviet Union, Saint Moscow, life, experience,

Crimea, Russia,
hotel, Odesa,
restaurant,
monastery,
architecture,
happy,
Chornobyl,
local, travel
note, trip

Sophia Cathedral,
country, airport,
museum, photo, travel,
China, Yalta, square,
Independence Square,
Sevastopol, Europe,
visit, like, visa,
departure, night,
tourism, China, price,
monuments, world,
opera theater, beauty,
landing, friend, century,
choice, airplane,
Poland, history,
opening, bus, photo,
visitor, I can't take my
eyes off, good, hryvnia,
tourism

Dnipro river, cheap, street, war,
report, coffee, air tickets,
center, subway, city travel,
Chinese yuan, Russian ruble,
cost, Orthodoxy, camera,
radiation, driver, park, walk,
street, cave, city center, very
good, chocolate, alone,
sculpture, statue, day, taste,
guide, train station, children,
famous, trip to Chornobyl, text,
tickets, winery, work, morning,
castle, processing, the Tunnel
of Love, English, local people,
capital, train, Black Sea, young
lady, art, memorial, urban area,
luggage, passport, delicious,
purchase, features, dollar,
weather, supermarket,
apartment, tram, Turkey

Table 2. The most frequent words in travel notes, by category.

Category Words (frequency)
City Kyiv (1134), Lviv (720), Crimea (288), Odesa (252), Chornobyl (207), Yalta (175),

Sevastopol (170)

Historical Churches (629), Monasteries (211), Andriivskyi Descent (196), architecture (210),

buildings Saint Sophia Cathedral (190), airports (186), museums (184), square (175),
Independence Square (158), opera theater (119), monument (97), river Dnipro (93),
street (89), city center (86), cave (74), statue (72), the Tunnel of Love (64), Black Sea
(59), castle (64)

Emotions | Happy (210), like (137), I can’t take my eyes off (103), good (101), delicious (57), very

good (74), cheap (91)
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Transport | Airplane (107), bus (106), subway (86), tram (50)

Country Russia (284), Soviet Union (194), China (183), Europe (152), Poland (107), Turkey
(50)

Food Coffee (87), Chocolate (74)

Currency | hryvnia (101), yuan (82), ruble (82), dollar (55)

(1) High-frequency words "city"

In the travel notes of Chinese tourists, the most popular tourist cities of Ukraine present a vari-
ety of landscapes and cultural experiences. According to travel notes, the leaders included Kyiv,
Lviv, Odesa, and Chornobyl, as well as Sevastopol and Yalta. Kyiv is popular among Chinese
tourists due to its rich history, cultural heritage, and unique architecture. Tourists in Kyiv can visit
iconic sights - St. Sophia Cathedral and Kyiv-Pechersk Monastery to experience the rich historical
heritage. Lviv attracts tourists with its charming old town, ancient squares, and unique cultural
atmosphere. Chinese tourists can drink coffee in Lviv coffee shops, wander the stone streets, and
immerse themselves in the romantic atmosphere. Odesa attracts attention with its seascapes and
multicultural atmosphere. Visitors will be able to admire the beautiful architecture of the Odesa
Opera House, walk along the famous stairs, and feel the unique charm of the city. Chornobyl has
attracted visitors in recent years thanks to the opening of some areas to tourists. Tourists can share
their thoughts about this abandoned area in their travel notes. Sevastopol and Yalta: These two
cities on the Crimean Peninsula are popular destinations among Chinese tourists due to their sea-
side resorts and picturesque atmosphere. Visitors can learn about Crimean history at the Sevastopol
Military Museum, while Yalta is popular for its beautiful waterfront street and historic architecture.
The appeal of these cities can depend on the interests of visitors, with some focusing more on
history and culture, while others seek more of a seaside holiday. These trips help paint a picture of
what makes each Ukrainian city unique and are a valuable reference for other travelers planning a
trip to Ukraine.

(2) High-frequency words "sights"

Among Chinese tourists, the most popular sights of Ukraine are closely related to Ukrainian
churches and religious culture, architecture, museums, castles, and Independence Square. These
sights not only give historical and cultural impressions but also carry deep connotations of the
ancient culture and religion of Ukraine. From travel notes, it can be seen that most tourists choose
to go to Ukraine mainly because they are attracted by these ancient cultural sights. Churches and
religious culture: Ukraine is famous for its beautiful churches and religious heritage. Chinese tour-
ists can be very interested in religious buildings, as they not only demonstrate the unique religious
culture of Ukraine but also reflect an exquisite combination of history and architectural art. Archi-
tecture and Castles: Ukrainian architectural styles range from iconic buildings to medieval castles.
These buildings demonstrate various features of Ukrainian architectural art. Museums: museums
of Ukraine offer an opportunity to delve deeper into its history and culture, and to experience the
unique heritage of Ukraine. Maidan Nezalezhnosti (Independence Square): being the city center of
Kyiv, Maidan Nezalezhnosti is often a popular tourist destination. Kyiv's Maidan Nezalezhnosti
witnessed important events in Ukrainian history, so tourists may be attracted by its unique histori-
cal significance. The attractiveness of these monuments is related to their deep historical heritage,
which reflects the rich and colorful ancient culture of Ukraine. Tourists share their visits and
thoughts about these sights in their travel notes, providing valuable information and inspiration for
other tourists interested in traveling to Ukraine.

(3) High-frequency words "feelings"

In the travel notes of Chinese tourists, their impressions of their trip to Ukraine mainly show
positive emotions. Tourists used positive words such as "happiness”, "like", and "good" to describe
their experience in Ukraine, expressing their love and satisfaction with the destination. It is worth
noting that there are no negative words in the travel notes, which indicates their favorable
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impression of the trip to Ukraine. This positive use of language can reflect the positive impressions
that Chinese tourists have in Ukraine, including positive feelings about sights, culture, food, peo-
ple, etc. One of the possible reasons is the unique cultural and historical heritage of Ukraine, as
well as the positive influence of the residents’ friendliness and enthusiasm towards tourists. This
constant positive feeling helps to shape the image of Ukraine in the minds of Chinese tourists,
providing strong support for the future promotion of tourism and attracting more tourists.

(4) "Transport" high-frequency words

Among the transport words that are often found in travel notes, "plane", "bus", "subway" and
"tram" appear in sequence. This sequence reflects the main mode of transport chosen by tourists in
Ukraine. Plane: The presence of the word "plane" indicates that many tourists may choose flight
as the main mode of transport to Ukraine. Bus: The presence of a "bus" may refer to the fact that
tourists choose buses as their main means of transportation between cities or attractions when trav-
eling within Ukraine. Buses are often an affordable option, especially for short trips. Subway
(metro): the mention of "metro" means that tourists in Kyiv can use the metro system to move
around the city. This can include visitors exploring the city's various attractions. Tram: The pres-
ence of the word "tram" may indicate that tourists use the tram as a convenient method of urban
transport in certain cities or regions. Trams are often a convenient option for short distances in
cities.

(5) High-frequency words "countries"

Among the countries connected with Ukraine, Chinese tourists in their travel notes most often
mentioned Russia and the Soviet Union, China, Europe, Poland, and Turkey. It is noteworthy that
all territories, except for China and the Soviet Union, are neighbors of modern Ukraine. This clearly
shows the high level of attention paid by Chinese tourists to the countries surrounding Ukraine in
their travel notes. This may mean that when Chinese tourists choose Ukraine as a destination, they
not only plan to visit Ukraine itself but also consider traveling to neighboring countries. Chinese
tourists can adopt regional travel planning, choose Ukraine as a center, and at the same time or-
ganize visits to neighboring countries, forming a relatively comprehensive travel plan. This focus
on neighboring countries can provide opportunities for the tourism industry to promote more inte-
grated and diverse regional tourism experiences. Understanding Chinese tourists' interest in neigh-
boring countries will be an important reference point for tourism-related advertising campaigns,
cooperation, and travel plans.

(6) "Food" high-frequency words

In the descriptions of Chinese tourists, the words "coffee" and "chocolate" are most often found,
which may reflect the special attention and preference of Chinese tourists to coffee and chocolate
while traveling in Ukraine. Coffee: the high frequency of coffee consumption may indicate that
Chinese tourists are very interested in the coffee culture of Ukraine. Ukraine is famous for its coffee
tradition and coffechouse culture, and a variety of cafes can be found all over the city. In their
travel notes, Chinese tourists shared the different flavors of coffee they tasted in Ukraine, the cafe
atmosphere, and unique coffee experiences. Chocolate: the high frequency of chocolate may mean
that Chinese tourists have a strong interest in Ukrainian chocolate products. Ukraine is famous for
its high-quality chocolate, and a variety of traditional chocolates and chocolate products are popu-
lar specialties in Ukraine. In their travel notes, tourists share the different flavors and brands of
chocolate they tasted in Ukraine and how much they liked them.

(7) High-frequency words "currency"

In the travel notes of Chinese tourists, such words as "hryvnia", "yuan", "ruble" and "dollar"
are most often found. This shows that Chinese tourists pay a lot of attention and use currency when
traveling in Ukraine. The hryvnia (UAH) is the official currency of Ukraine. Tourists, mentioning
the hryvnia in their travel notes, may have in mind their experience of payment and transactions in
Ukraine. This reflects the local financial activities of tourists, such as shopping, restaurants, etc.
Yuan: References to "yuan" may reflect the exchange and use of yuan when traveling in Ukraine.
This may include concerns about the local currency exchange rate and their use of yuan when
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traveling. Ruble: The "ruble" is the official currency of Russia, and tourists may mention the ruble
in their travels, perhaps because they have encountered its use during cross-border travel, such as
in Crimea. USD: Frequent occurrences of "USD" may mean that tourists use USD for payment or
as a backup currency while traveling. Dollars are often accepted for international travel.

Conclusion

Thanks to the visa-on-arrival regime for Chinese citizens (since 2016), the number of Chinese
tourists coming to Ukraine has increased significantly. This shows that the policy changes had a
positive impact on the tourism industry, attracting more Chinese tourists to Ukraine. However,
words like "war" in the keywords show that Chinese tourists are concerned about security issues
in Ukraine. A sharp decline in the number of tourists and, as a result, a decrease in the number of
travel notes has been observed since the beginning of restrictions related to the COVID-19 pan-
demic in 2019 and deepened during the period of full-scale war. Most tourists choose to travel with
friends, which may indicate that Chinese tourists prefer to share travel experiences with familiar
partners to make the trip more interesting. The average expenses of tourists are about 1,600 dollars,
and the average number of days of stay in Ukraine does not exceed 10 days. This suggests that they
may prefer short-term tours while experiencing the culture and landscape of Ukraine within a lim-
ited time. Tourists are generally satisfied with their travel experience in Ukraine. Words such as
"cheap", "delicious" and "like" appearing in high-frequency words reflect their positive recognition
of traveling in Ukraine, especially their love for relatively low prices and good food. Tourists tend
to consider both people and nature when traveling, choosing a variety of historical and cultural
attractions and maritime destinations as travel destinations. This shows that they are equally inter-
ested in the rich human history and natural beauty of Ukraine. Due to the high-frequency vocabu-
lary of related countries, it is obvious that Chinese tourists were more inclined to combine Ukraine
with neighboring countries (such as Turkey, Poland, and Russia) as part of their travels. Multina-
tional currencies appear among the high-frequency words, possibly because tourists visit several
countries in one trip.

In the process of reading the travel notes, it was found that Chinese tourists have some com-
plaints when traveling in Ukraine, mainly related to communication barriers, understanding signs,
and inconvenient infrastructure. Chinese tourists may encounter a language barrier when com-
municating with local residents, which may affect their travel experience in Ukraine. At the same
time, the inconvenience of signage and related infrastructure may cause tourists to encounter cer-
tain difficulties in navigating and understanding the environment, which will affect the enjoyment
of the trip. At the same time, we noticed that shopping does not occupy a noticeable share in travel
notes about Ukraine. A small proportion of purchases in travel notes may indicate that the shopping
experience in Ukraine is relatively low, which may be related to the shopping environment, product
types, or prices. In the overall travel experience of tourists, shopping, as an important indicator of
the tourism economy, is crucial for increasing tourist satisfaction and promoting local economic
development.

To solve these problems and improve shopping, the following measures are worth considering.
Improving communication services: provide more Chinese tour guides, translation services, or
multilingual signage in popular tourist areas to help Chinese tourists better understand and partic-
ipate in local culture. Improving the shopping environment: improving the layout of shopping ar-
eas, the level of shopping service, and the promotion of unique local products can attract more
tourists to participate in shopping events and increase their willingness to shop. Strengthen mar-
keting strategies: drive tourists to actively participate in shopping through advertising, discounts,
special product promotions, and other means, while attracting more merchants to increase the va-
riety of shopping options. Providing Chinese-speaking shopping guides or salespeople in shopping
areas can contribute to a better shopping experience for Chinese tourists. Set up convenient pay-
ment channels: set up payment channels convenient for Chinese tourists (Alipay, WeChat, Union-
Pay, etc.) in places with high tourist presence (attractions, hotels, restaurants, airports, shopping
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malls, etc.). By improving these aspects, it is possible to improve the overall travel experience of
Chinese tourists in Ukraine and contribute to the sustainable development of the tourism industry.
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ABSTRACT
The main aim of this study was to investigate the strategic employment of narrative
methods and presentational techniques in Ukrainian television news from 2004 to
2020. This study sought to evaluate their impact on the construction of narratives and
public discourse. A mixed-methods approach was employed to analyze 531 news
releases from three Ukrainian television channels: “1+1”, “Ukraina”, and “Inter”. The
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application of statistical methods for data processing was employed for the quantitative
analysis, while the qualitative analysis comprised a rhetorical investigation of
narratives and framing techniques. This approach enabled a comprehensive
examination of how news narratives are structured, presented, and perceived, offering
insights into the underlying mechanisms of news layouts and editorial strategies. The
study’s findings demonstrated a significant reliance on conflict framing, economic
consequence framing, and character-driven narratives to increase viewer engagement
and comprehension. Hierarchical structuring and modular design were identified as key
presentation methods that reflect adaptability to real-time broadcasting requirements
and audience preferences. This investigation concludes that narrative strategies and
presentation techniques play a crucial role in shaping public perception, thereby affect-
ing the construction of media narratives and societal views. The study’s findings are
significant for media practitioners and policymakers, as they emphasize the importance
of narrative realism and ethical considerations in news production. The research results
also offer a foundation for future studies on the effects of digital transformation on
news narrative structures.
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AHOTALIA

VY crarTi OOCHiIKEHO BUKOPUCTAHHS HAPAaTUBHHUX TEXHIK 1 METOJIB MPEACTAaBICHHS KOHTEHTY B
yKpalHCBKHX TeneBi3iiHnX HoBHHAX 3 2004 mo 2020 pik, 3 aKIEHTOM Ha Te, SIK 3MiHIOBAJINCH TTi/I-
XOJIM 10 HOBHHHOTO ()peMiHTy y BiAIOBiAb HAa MOJITHYHI Ta COLiaNbHI MOAii B KpaiHi. ABTOpH
mpoaHami3yBaiu 531 BHITyCK HOBHH yKpaiHCHKUX TelekaHaliB “1+1”, “Ykpaina” ta “larep”. dms
KUTBKICHOTO aHajIi3y BUKOPHUCTAHO CTATHCTUYHI METOAHN 0OpOOKH NaHWX, a SIKICHUHA aHaJIi3 BKIIO-
YaB PUTOPUYHUI OTIIA] HAPATHBIB Ta TEXHIK QpeiMiHTY, IO TO3BOJMIO TIHOIIE 3pO3yMITH Me-
XaHI3MH 3aITy4eHHS ayAUTOPil 10 Meperiisaay HOBHH. Pe3ybTaTu CBiT4aTh Ipo 3HAYHY 3aJICKHICTD
BiZ (peiiMiHry KOH]IIKTY, GpeldMIHIY eKOHOMIYHUX HACHiJKIB Ta HApaTHBIB, OPIEHTOBAaHHX Ha
r'epOoiB CIOXKETIB, SIKI BUKOPUCTOBYIOTHCS JIJIs TOCUJICHHS 3aJIy4eHHs Ta pO3yMiHHS IsiaadviB. lepa-
pXi4HE CTPYKTYpYBaHHS Ta MOJYJIbHUI IU3aiiH OyJIM BU3HAUEHI SIK KJIIOYOBI METOJIU peTIpe3eHTa-
1i1, 110 BiT0OPaKaroTh I THBHICTH JI0 TIOTPEO MOBJICHHS B pealibHOMY Yaci Ta BIIO00aHb ayu-
Topii. BUCHOBKH JOCIIIXKEHHS IEMOHCTPYIOTb, SIK MEIiHHI cTpaTerii BIUIMBAIOTh Ha ()OPMYBaHHS
MOJIITHYHOI CBIZIOMOCTI Ta KYJIBTYPHHAX OPI€EHTHPIB Y CYCIUIBCTBI, MiAKPECITIOI0YN POJIb Meia K
AKTHBHOTO YJaCHHKA B TOJITHYHMX Ta COLIaIbHUX Ipouecax. Lli BHCHOBKM MatoTh 3HAUCHHS IS
MEIalpaKTHKIB Ta IONITHUKIB, OCKUIBKH IiTKPECTIOIOTh BAKIMBICTh HAPATUBHOTO pealizMy Ta
eTHYHUX IMIJXOIB O BUPOOHUITBA HOBMH. Pe3ysibTaTi MaroTh MpakTUYHE 3HAYCHHS IUIS TTOCH-
JICHHS] HAPATUBHOTO 3aJIy4E€HHS TA IPOIIOHYIOTh KPUTHYHHH HOTJIISI HA aCIIEKTH HApaTUBHUX CTpa-
TeTill y HOBUHHOMY MOBJIeHHi. KpiMm Tor0, pe3yibraTti ociiKeHHs CTBOPIOIOTE OCHOBY ISl Maii-
OyTHIX JOCIIPKEHb BILIMBY U(POoBOi TpaHcdopMallii Ha CTPyKTYpH HAPATUBHUX MOJIeJIel HOBUH,
MPOTMIOHYIOYH HAMPSIMKH JJIs TIOJIAJIBIIOTO BUBUEHHS IIU(POBUX (GOPMATIB HOBUH 1 KPOCKYJIBTYP-
HO{ penpe3eHTalii.

KJIFOUOBI CJIOBA: TeneBi3iiiHi HOBUHH, TEJICBi3iiiHa BEpCTKa HOBWH, TEJIEBI3iliHA BEpCTKA, HO-
BUHHUI HAapaTUB, pellaKkLiiHi cTpaTerii.

Introduction

Television has long held a prominent place in the domain of media communication, wielding
considerable sway over societal norms and public opinion. As an omnipresent medium, it not only
disseminates information but also shapes the public’s perception of the world. The impact of tele-
vision is particularly notable in news broadcasting, where the way in which information is pre-
sented can significantly affect viewers’ responses.

The arrangement of television news, a crucial but often underappreciated aspect of media stud-
ies, plays a pivotal role in shaping editorial narratives. This includes the selection and ordering of
stories, as well as the visual and auditory elements used to convey them. These editorial decisions
contribute to what can be termed ‘narrative realism,’ a constructed reality that viewers engage with
and that ultimately influences their comprehension of actual events.

In the digital age, the importance of news layout has increased substantially due to the abun-
dance of news sources and the intense competition for viewer attention. It is not only about impart-
ing factual information but also about creating a compelling narrative that connects with the audi-
ence, thereby enhancing the channel’s credibility and fostering viewer loyalty. This narrative
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construction is rooted in the content chosen for inclusion and the manner in which it is presented,
which together form the basis for public discourse and guide societal conversations.

Despite its significance, the study of television news layouts within the realm of social com-
munication has received limited scholarly attention. Most existing research has concentrated on
content analysis and audience studies, with less emphasis on how the layout of news, through spe-
cific design choices, affects perception and engagement. This gap in the literature highlights the
need to examine the editorial practices associated with news layouts, especially in a rapidly chang-
ing media landscape where television remains a primary source of information for many.

This study aims to uncover the complex mechanics of television news formats and their impact
on the formation of narratives and audience perception. Grasping these elements is critical for dis-
entangling the subtle ways in which television news shapes public opinion, not only through the
information it presents, but also through the manner in which it structures its reporting—an inves-
tigation that holds far-reaching implications for broadcasters, policymakers, and the general public.

Literature Review.

Narrative construction in television news can be significantly influenced by the layout decisions
made by broadcasters. According to Lippmann (1922), media are a primary tool that mediates
between events and public perception, shaping reality through the “pictures in our heads’ (Lipp-
mann, 1922). This foundational concept underlies the importance of understanding how television
news, through its layout, constructs these pictures and influences audience perceptions.

Building on Lippmann’s ideas, Tuchman (1978) introduced the concept of the “web of fac-
ticity,” suggesting that news media create a window to the world that appears factual and objective,
yet is constructed through selection and salience (Tuchman, 1978). This notion aligns with the
theoretical framework of framing as articulated by Entman (1993), who defined framing as select-
ing and highlighting some facets of events or issues and making connections among them to pro-
mote a particular interpretation, evaluation, and solution (Entman, 1993).

The concept of framing was further expanded by Scheufele (1999), who distinguished between
media and individual frames. Media frames are “persistent patterns of cognition, interpretation,
and presentation, of selection, emphasis, and exclusion, by which symbol-handlers routinely or-
ganize discourse, whether verbal or visual” (Scheufele, 1999). This theory highlights the influence
of television news layouts in structuring audiences’ cognitive experiences, thus guiding public dis-
course.

Empirical studies on television news layouts often focus on how the presentation of news can
affect viewers’ knowledge and attitudes. Lang (2000) emphasized the cognitive and emotional
processes involved in news consumption, noting that the structural features of a broadcast, such as
pacing, edits, and visual effects, can significantly affect comprehension and retention (Lang, 2000).
These findings suggest that the layout of television news is not merely a matter of aesthetic choice,
but a crucial factor in effective communication.

Grabe et al. (2003) examined the impact of visually enhanced news broadcasts on memory
retention and found that news stories presented with additional visual elements are more likely to
be remembered than those without (Grabe et al., 2003). This supports the idea that television news
layouts, through the use of visual framing and other narrative techniques, can enhance or alter the
salience of information.

In the Ukrainian context, research by Dyczok (2009) explored how television news during po-
litical crises framed events in ways that either promoted government narratives or provided alter-
native perspectives (Dyczok, 2009). Such studies have underscored the role of news layout in fram-
ing political discourse and influencing public opinion during critical events.

Building on foundational theories and empirical research, scholars have proposed various mod-
els to describe the layout of television news. One such model is the “inverted pyramid,” used tra-
ditionally in print but adapted for television, which structures information from most to least
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important, theoretically allowing viewers to quickly understand the key points of news stories
(Scanlan, 2003).

Recent adaptations of digital media environments have suggested modifications to traditional
models. Bucy and Grabe (2007) discuss the “multimodal model,” which incorporates multiple sen-
sory inputs and outputs, reflecting the increasing complexity of news presentation in a digital age
(Bucy & Grabe, 2007). This model acknowledges the growing importance of interactive and visu-
ally rich content in news layouts, which can engage viewers more deeply and profoundly influence
their perceptions.

Narrative realism in Ukrainian TV news layouts involves the construction of news stories that
are perceived as coherent and engaging by the audience. Telenkov et al. (2022) identified five
narrative models used by Ukrainian TV channels, including hierarchical, standard, social, stress,
and mixed layouts. These layouts likely play a crucial role in shaping viewers’ narrative
comprehension and engagement. Additionally, Telenkov (2020) highlighted the standardized
approaches in forming news releases by Ukrainian TV channels, emphasizing the correlation
between the narrative features of news releases and social reality. This connection between
narrative features and social reality underscores the importance of how news is presented to the
audience.

Krieken (2019) explored the impact of reconstructive and attributive quotes in news narratives
on reader engagement, credibility judgments, and perceptions of realism. This suggests that the
inclusion of quotes in news stories can influence how the audience perceives the realism of the
presented narrative. Understanding these elements is crucial for news producers aiming to create
narratives that resonate with their audiences.

Studies have shown that perceived realism in TV content can impact viewers’ judgments and
attitudes. Cho et al. (2012) highlighted the importance of perceived realism, distinguishing between
factual realism and psychological realism, which influence how viewers perceive the authenticity
of the characters and events depicted in narratives. Furthermore, Busselle and Bilandzi¢ (2008)
discussed how violations of external and narrative realism can affect viewers’ engagement by
creating inconsistencies in their mental models of the narrative.

The influence of narrative realism extends to various genres of television, including reality TV.
Tsay-Vogel and Krakowiak (2017) noted that reality TV’s expansion has introduced diverse
narrative themes, reflecting viewers’ responses to different subgenres. Additionally, Coleman et
al. (2020) found that a high level of perceived realism in reality TV content can lead to the
reinforcement of stereotypes about groups portrayed in these shows.

In terms of narrative persuasion, scholars have emphasized the role of perceived realism in
enhancing the persuasive impact of narratives. Shen et al. (2018) highlighted that perceived realism
and the similarity between viewers and characters portrayed in narratives are critical factors in
narrative persuasion. Dahlstrom (2013) suggested that narrative realism should be viewed not as a
linear function but as a tipping point that influences audience engagement and coherence within a
narrative.

When examining models of TV news layouts and various marketing narratives, it is crucial to
consider the evolving landscape of media consumption and the influence of factors on news content
presentation. The integration of infotainment elements in TV news production across Europe
underscores the impact of market forces and media policy changes on storytelling techniques
(Alencar and Kruikemeier, 2016). This shift towards infotainment elements highlights the
necessity for news narratives to engage audiences through stylistic approaches while effectively
conveying information.

Additionally, the transition from traditional mass communication to personalized interactive
channels emphasizes the significance of tailored information and microtargeting in the
contemporary media environment (Cacciatore et al., 2015). This shift requires reassessment of how
news narratives are developed to resonate with diverse and segmented audiences effectively.
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Analyzing the layout models of TV news, particularly from a marketing narrative perspective,
can offer insights into how content is organized to attract viewers and convey messages effectively
(Telenkov et al., 2022). Understanding the dynamics of narrative construction in TV news is
essential for engaging audiences and delivering compelling information.

Moreover, the role of narratives in shaping audience perceptions and behaviors is evident in
studies on the cultivation effect of fear of crime through immersive media experiences (Garcia-
Castro & Sanchez, 2018). TV news narratives have the potential to influence cognitive processes
and heuristic decision-making, underscoring the power of storytelling in shaping audience attitudes
and beliefs.

Narrative realism in Ukrainian TV news layout is a complex interplay of narrative models,
standardized approaches, quotes, and framing techniques that collectively shape how news is
perceived by the audience. By understanding these elements and their influence on narrative
comprehension and engagement, news producers can create more compelling and realistic news
stories for their viewers.

Method

This research project utilized a mixed-methods approach to investigate the narrative structures
and editorial strategies employed in Ukrainian television news from 2004 to 2020. The mixed-
methods approach offers a comprehensive understanding of complex phenomena, such as media
narratives, by integrating both quantitative and qualitative data. This method is particularly useful
for studying television news layouts, as it combines systematic quantitative analyses with in-depth
qualitative insights to explore how news narratives are constructed and perceived.

Mixed methods research is an approach that combines both quantitative and qualitative research
methods to provide a deeper and more holistic understanding of a research question or phenome-
non. This approach is characterized by methodological pluralism, eclecticism, and the integration
of diverse research techniques (Johnson & Onwuegbuzie, 2004). By leveraging the strengths of
both quantitative and qualitative methods, mixed methods research allows researchers to confirm
findings, develop research instruments, analyze data, and gain new perspectives that may not be
achievable through a single method (Zhang & Creswell, 2013; Hawkey & Kircher, 2022; Dunning
et al., 2007).

A comprehensive analysis of 531 news releases from major Ukrainian television channels was
conducted using rhetorical analysis techniques. This study aimed to investigate how information
was presented in terms of language use, narrative structure, and visual elements, in order to under-
stand how news stories were crafted to shape public perception and engagement. By identifying
the most prevalent and effective narrative techniques, the study sought to provide insights into how
viewers’ understanding and attitudes were influenced.

The selection of news programs for analysis was based on several criteria. Firstly, the analysis
focused on national news broadcasts with the widest reach and potential impact on public opinion
in Ukraine. Secondly, the selected programs spanned different political periods in Ukraine, from
2004 to 2020, providing a comprehensive view of how narrative strategies might have evolved in
response to changing political and social contexts. Lastly, the news programs were chosen from
top-rated channels such as “1+1,” “Inter,” and “Ukraine,” ensuring that the analysis covered a
broad spectrum of editorial styles and audience demographics.

The formal rephrased version of the text is as follows:

The analytical framework for evaluating narrative strategies was constructed around three prin-
cipal axes: thematic structuring, narrative coherence, and framing techniques. Each news release
was coded based on these axes, with specific details including:

e The selection and organization of themes within a broadcast, which involves ex-
amining the hierarchy of news stories, the recurrence of specific themes, and the inte-
gration of thematic elements to create a coherent narrative flow.
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e The continuity and consistency of the narrative across different news stories,
which involves analyzing the use of transitional elements, narrative cues, and summari-
zations that help maintain viewer engagement and understanding throughout the broad-
cast.

e The specific framing techniques used to present news stories, such as language
choices, visual imagery, and the presence of explicit editorial commentary, which aims
to uncover the underlying messages being promoted and their alignment with broader
editorial objectives.

In our study, rhetorical analysis was applied to find out how news stories are structured, what
strategies and techniques are used to influence the viewer, and how the information presented
contributes to the formation of public opinion. The main goal of rhetorical analysis was to study
and interpret the linguistic and visual means that journalists and editors use to achieve certain
effects.

1. Narrative analysis: We looked at how news stories are structured, in particular, how the main
theme is introduced, developed and what conclusions are offered to viewers. This included
analyzing how the news integrates facts, expert commentary, and eyewitness accounts to build a
cohesive and compelling narrative.

2. Study of framing: Special attention was paid to how individual events and personalities are
presented in the media. We analyzed which frames are used to interpret information, which may
include framing of conflict, success, moral dilemma, etc. This helped to understand which aspects
of the news are emphasized and which are not, thus shaping the audience’s perception.

3. Analysis of the use of rhetorical devices: We evaluated specific rhetorical devices, such as
metaphors, rehearsals, and emotional coloring of language, which are used to attract the viewer’s
attention and influence their emotions. This allowed us to identify ways in which the news can
influence the emotional state of the audience and their reactions to the news presented.

Selection Criteria for News Programs

National Reach and Impact: Priority was given to national news broadcasts that had the widest
reach and potential impact on public opinion in Ukraine. These programs are pivotal in shaping
national narratives and therefore provide a valuable lens through which to assess the influence of
news layouts on public perception.

Temporal Coverage: The analysis spanned various political periods in Ukraine from 2004 to
2020, a timeframe that encompassed significant political and social changes, including revolutions,
elections, and conflicts. This longitudinal approach allowed this study to track how narrative strat-
egies in news broadcasting evolved in response to these changing contexts.

Diversity of Sources: News programs from top-rated channels such as “1+1,” “Inter,” and
“Ukraine” were specifically chosen. These channels are known for their diverse editorial styles and
broad audience demographics, and offer a rich variety of narrative techniques and editorial deci-
sions for analysis. The inclusion of multiple channels ensured that this study covered a broad spec-
trum of approaches to news presentation and narrative construction.

Program Selection Process: The news broadcasts analyzed were chosen based on their historical
significance, viewership ratings, and availability of comprehensive archival material. This selec-
tion process aimed to maximize the ability of the study to draw meaningful conclusions about the
role of television news in shaping public discourse.

Analytical Framework: The news content was analyzed using a detailed rhetorical analysis
framework that focused on identifying and categorizing narrative techniques, framing strategies,
and presentation methods.

Narrative Techniques: This included examining how stories were structured, the use of specific
themes or characters to enhance narrative depth, and the emotional and psychological appeals made
through the news.

Framing Strategies: Analysis of how information was framed concerning political, economic,
and social issues, including the use of conflict, economic impact, and human interest frames.
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Presentation Methods: Evaluation of the hierarchical structuring of news items, use of visual

and digital enhancements to engage viewers, and modularity of news segments for dynamic presen-
tation.

Results

The analysis of Ukrainian television news spanning sixteen years reveals a detailed evolution
in the strategic use of news layout models. This research has identified how news narratives are
shaped by the interplay of selection principles, presentation strategies, and narrative techniques,
each contributing significantly to the construction of public discourse.

Selection Principles and Editorial Strategies.

e  News Value Assessment: The selection of news stories is critically influenced by their
perceived relevance and impact, prioritizing events based on immediacy and potential influence
on national discourse. This selection aligns with journalistic standards emphasizing timeliness and
public significance.

e  Audience Alignment: Editorial choices are heavily influenced by audience preferences
and feedback, with newsrooms utilizing surveys and ratings data to align content with viewer
interests. This approach ensures sustained engagement and addresses the public’s concerns
directly.

e  Content Diversity: Ukrainian news channels strive for balance, covering a range of topics
from politics and economics to culture and entertainment. This diversity not only caters to a broad
audience but also adheres to ethical journalism by providing a well-rounded perspective on current
events.

Presentation Methods.

e  Hierarchical Structuring: Information is typically presented using a hierarchical format,
with the most crucial details at the beginning — following the inverted pyramid model of news
writing. This method captures attention effectively by immediately conveying key points.

e  Technological Integration: Modern newsrooms enhance story presentation through digital
tools and visual aids such as graphics and interactive elements, making complex information more
accessible and engaging.

e  Modular Design: News segments are designed to be both self-contained and
interconnected, allowing for dynamic adjustments in the presentation to accommodate breaking
news and updates seamlessly.

Narrative Techniques.

e  Construction of Narratives: News stories are crafted with a clear narrative arc consisting
of a beginning, middle, and end, which aids in delivering a coherent and engaging story.

e  Character-driven Narratives: Focusing on individual or community experiences
personalizes broader issues, making them more relatable and impactful.

e  Continuity and Thematic Linkages: Techniques like callbacks, previews, and thematic
threads maintain viewer interest across broadcasts, enhancing the cohesiveness of the news
programming.

Framing and Rhetorical Strategies.

e  Conflict Framing: This strategy is frequently employed, simplifying complex issues by
emphasizing disputes and oppositions, thereby enhancing viewer engagement and understanding.

e  Economic Consequences Framing: Stories related to financial topics are often framed in
terms of direct impact on the audience, making economic data more tangible and relatable.

e  Preparatory Priming and Repetition: News items featured at the start of broadcasts or
repeatedly are perceived as more significant, with preparatory priming providing necessary context
that aids in comprehension.
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Thematic and Narrative Depth.

e  Consistent Theming: By organizing stories under unified themes, editors foster a
structured viewing experience that enhances narrative flow and audience comprehension.

e  Narrative Layering: Multiple narrative levels within a single story provide depth through
various forms of content, offering a richer and more nuanced understanding of issues.

The following passage underscores the adaptive nature of Ukrainian news media in response
to the digital transformation, drawing attention to the growing prominence of social media
platforms and online news portals in shaping news presentation and consumption. The integration
of social media analytics into editorial decision-making processes constitutes a significant shift
towards more interactive and responsive news formats. This trend indicates a continued blurring
of the boundaries between traditional television news and digital platforms, highlighting a fertile
area for further academic investigation and practical innovation in media strategies.

The detailed exploration of the TV News Layout Model and narrative features employed in
Ukrainian television news illustrates a sophisticated integration of editorial strategies aimed at
maximizing the communicative effectiveness and impact of news broadcasting. The strategic use
of narrative techniques not only enhances story presentation but also plays a critical role in shaping
viewer perceptions and public discourse. This analysis underscores the complexity and dynamism
of modern news production, revealing the art and science behind the crafting of television news
narratives.

During the analysis of 531 news releases from Ukrainian television channels, we found that
62% of the news items utilized conflict framing to increase viewer engagement. This technique is
particularly prevalent in political news, where conflicts between parties or nations are highlighted.
E.g., the coverage of elections often focuses on the competition between candidates, emphasizing
their differing stances and the potential impacts of their policies, thus simplifying complex political
dynamics into more viewer-friendly narratives.

Approximately 45% of the analyzed segments employed economic consequences framing, es-
pecially in stories related to national economic policies or global economic events. E.g., news sto-
ries about tax reforms or budget announcements were often presented with an emphasis on how
these changes would directly affect the cost of living, employment rates, and personal finances of
the average citizen. This method proved effective in making economic content more relatable and
engaging for the general public.

According to the study, character-driven narratives were found to be significantly utilized in
news reporting, with around 38% of stories focusing on individual experiences or specific commu-
nity impacts. This technique was particularly employed in healthcare and social issue reporting,
where personal accounts of patients or affected families were emphasized to illuminate broader
systemic concerns.

The study also revealed a prevalent use of modular design in news broadcasts, with approxi-
mately 70% of programs adopting this approach to facilitate flexibility in story presentation. This
is particularly beneficial in breaking news scenarios, where the capacity to quickly update and
reorganize news content is highly valuable.

Table 1. Overview of Narrative Techniques and Presentation Methods in Ukrainian TV News.

Usage
Category Technique/Principle |[Rate Description
Narrative
Techniques
Highlighting conflicts in stories to
Conflict Framing 62% enhance engagement.
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Usage
Category Technique/Principle |[Rate Description
Economic Focusing on economic impacts to
Consequences Framing 45% make stories relatable.
Character-driven Using personal stories to
Narratives 38% humanize broader issues.
Presentation
Methods
Organizing news by importance,
Hierarchical Structuring || Common using an inverted pyramid.
Flexible segment design for
Modular Design 70% dynamic news updates.
Popular Themes H H H |
Dominant theme in news
Political Affairs High coverage.
Frequently covered, especially in
Economic Policies Medium terms of public impact.
Regular focus on community and
Social Issues Medium societal challenges.
Viewer Engagement
Strategies
Employing story repetition and
Recency and Repetition High recent updates.
Setting context for complex
Preparatory Priming Used stories to aid comprehension.
Discussion

The results of the examination of Ukrainian television news layouts offer valuable insights into
the intricate processes through which news narratives are constructed and the profound impact they
have on shaping public discourse. The strategic utilization of narrative techniques, such as conflict
framing, economic consequences framing, and character-driven narratives, as well as the imple-
mentation of presentation methods, like hierarchical structuring and modular design, underscores
the editorial commitment to not only inform but also engage and influence public perception.

The significant prevalence of conflict framing, observed in 62% of the analyzed segments, sug-
gests a deliberate editorial choice to enhance viewer engagement by simplifying complex political
and social issues into more digestible binary conflicts. This technique, although effective in cap-
turing audience attention, may also result in a reductionist view of complex issues, potentially
polarizing public opinion and fostering divisiveness rather than informed debate. This strategy
aligns with Entman’s (1993) framing theory, which emphasizes how media can shape and constrain
public perceptions by highlighting specific aspects of events or issues.

In a similar vein, economic consequences framing is a useful tool for contextualizing abstract
economic data within the everyday experiences of individuals. This approach not only increases
viewer engagement by making the content relatable but also serves an educational function by
enhancing public understanding of economic issues, as noted by Grabe et al. (2003).

Furthermore, character-driven narratives, employed in approximately 38% of news items, hu-
manize broader societal issues, making them more tangible and emotionally resonant for the audi-
ence. This narrative technique effectively bridges the gap between macro-level events and individ-
ual experiences, fostering empathy and a deeper connection with news content. Such techniques

© 2024 Current Issues of Mass Communication
69



ISSN 2312-5160
online ISSN 2786-4502

affirm Lang’s (2000) findings on the cognitive and emotional influences of media, illustrating how
personalized stories can enhance memory retention and emotional engagement.

The modular design of news broadcasts, utilized by approximately 70% of programs, reflects
a strategic adaptation to the dynamic nature of news and the varying consumption patterns of mod-
ern audiences. This flexibility not only allows for real-time updates but also caters to a digitally
engaged audience that prefers nonlinear news consumption, thus expanding the reach and impact
of news content.

Compared to the existing literature, the findings from this study provide fresh insights into the
evolving strategies of news production and presentation. Previous studies, such as those by
Tuchman (1978) and Scheufele (1999), have extensively discussed the role of media in crafting
public perceptions through framing and narrative structures. However, this study extends these
discussions by providing empirical data on how these strategies are implemented in practice, par-
ticularly in a non-Western context. In light of these findings, the current study is a valuable addition
to the ongoing discourse on the role of media in shaping public opinion.

This research emphasizes the adaptability of news organizations to digital influences, an aspect
that Bucy and Grabe (2007) deemed crucial in the contemporary media environment. The incor-
poration of digital tools and modular design in news layouts not only signifies technological ad-
vancement but also an editorial response to altered media consumption patterns, thereby providing
a comprehensive perspective on contemporary news broadcasting practices.

Moving forward, several areas warrant further investigation. One perspective worth exploring
is the influence of digital news formats on narrative construction and public engagement, which
presents a promising research area, given the ongoing transformation of news consumption through
digital platforms. Additionally, a comparative analysis of narrative strategies across various
cultural contexts would offer valuable insights into how cultural nuances shape news presentation
and audience perceptions. As the digital landscape continues to evolve, these strategies
increasingly influence public perception and discourse. A possible direction for future research
could involve a deeper examination of narratives used in conflict settings, particularly in the
context of war. Such studies would be valuable for understanding how news media shape public
sentiment and national identity during conflicts, providing important insights for both media
practitioners and policymakers.

Analyzing the part played by advanced technologies, for instance, artificial intelligence, in the
aggregation and display of news, and its consequences for narrative veracity and ethical consider-
ations in journalism, might offer vital illumination of the news media’s future trajectory. Exploring
these subjects would not only supplement current knowledge but also enrich our understanding of
media operations in an ever more digital and interconnected environment.

The findings of this study contribute to our understanding of the editorial strategies employed
in television news and their implications for public discourse. By integrating theoretical concepts
with empirical data, this research enhances our knowledge of the media’s role in society, providing
useful information for scholars, media practitioners, and policymakers who are interested in media
effects and communication tactics.

Conclusion

This study sheds light on the intricate mechanisms underpinning the layout of television news
and its impact on narrative construction and public discourse, particularly in the Ukrainian context.
The key findings unveil the deliberate use of various narrative techniques, such as conflict framing,
economic consequences framing, and character-driven narratives, which are strategically em-
ployed to enhance viewer engagement and comprehension. Moreover, the integration of advanced
presentation methods, including hierarchical structuring and modular design, exemplifies how
Ukrainian news channels have progressed to meet the challenges of real-time news delivery and
the diverse consumption patterns of today’s audiences.
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The prominence of narrative realism in news layouts, where stories are presented in ways that
closely align with everyday experiences, plays a crucial role in shaping viewers’ perceptions and
reactions to the information being conveyed. This realism not only makes the news more relatable
and digestible but also accentuates the power of television as a medium to sway public opinion and
societal norms.

The findings from this study offer several practical applications for media practitioners. Firstly,
the effective utilization of narrative techniques can be improved to strike a balance between capti-
vating viewers and promoting responsible journalism. Moreover, while employing conflict framing
can capture the audience’s attention, it is important to ensure that it does not oversimplify intricate
issues or amplify social divisions. Secondly, incorporating a modular design in news presentations
can provide flexibility and adaptability, which are vital in today’s digital age where news con-
sumption is increasingly fragmented and on-demand.

Therefore, media outlets can use these insights to educate journalists and editors on the art of
narrative construction, emphasizing how various framing techniques can be employed to direct
public discourse in positive ways. Furthermore, the strategic incorporation of visual and digital
tools should be enhanced to make complex information more accessible and engaging to the audi-
ence.
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ABSTRACT

The study is aimed at typologizing the approaches to using Al by book authors, tracing
the creative opportunities, legal and ethical conflicts as well as promising solutions gener-
ated by this collaboration. At the first stage of the research (July — August 2023), the theo-
retical sources were reviewed, and the research was conceptualized. The fundamental scien-
tific approaches were: 1) the theory of technological determinism; 2) theory of information
society; 3) diffusion of innovation theory. At the second stage (September 2023), empirical
studies included: 1) monitoring of Amazon.com keywords for the availability of books cre-
ated with the help of Al 2) non-standardized expert interviews; 3) discourse analysis of
Internet resources that publish both interviews and analytical, expert materials related to the
problems of the book market. At the third stage (November 2023), we carried out the anal-
ysis and interpretation of the obtained results. According to the data, 1,542 Al-generated
books were found at Amazon catalogues. Among them, non-fiction, created using various
Al systems, prevails (65%). When creating texts, most authors use GPT modifications —
ChatGPT (1021 books), ChatGPT-4 (210 books) and ChatGPT AI (197 books). The subject
of this literature is wide: cooking, tourism, business, medicine, etc. There are currently five
main approaches to the use of Al by authors such as: (1) Al as a technical instrument of the
author; (2) Al as a partner of the author; (3) Al an imitator of the author; (4) Al as a plot
sample narrator; (5) Al as an original content generator. Therefore, authors use Al at differ-
ent stages of the creative process, with different intensity and for different tasks. To over-
come the challenges caused by the introduction of Al in the creative industries, complex
solutions are needed: new legislative norms, codes of conduct and editorial policies, improv-
ing the qualifications of authors.
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AHOTALIA

JlocniKeHHsT MaJlo Ha METi THIIOJIOTi3yBaTH miaxoau y BukopucranHi 1111 aBTopamu kuur, mpoc-
TEXHUTH TIOPOJIKEHI ITI€I0 KOJTabopalliero KpeaTHBHI MOXKIIUBOCTI, MPaBOBI Ta €THUYHI KOJi3ii, rep-
CIIeKTHUBHI pimeHHs. Y BepecHi 2023 mpoBeneHO eMMipHyHi MOCHIMHKeHHs: 1) MOHITOPHHT
Amazon.com Ha peaMeT HasBHOCTI Ha BeOCalTi KHIDKOK, CTBOpeHUX 3a noromororo 111; 2) ne-
CTaHIapTU30BaHi EKCIIEPTHI iHTEPB 10; 3) MUCKypC-aHaIli3 IHTEPHET-PECYPCiB, SKi MyOTiKYIOTh Ma-
Tepiaiy Mpo KHIKKOBHA puHOK. Y nuctomnasi 2023 p. iHTeppeTOBaHO OTPUMaHi pe3yIbTaTh. 3Ti-
JTHO 3 JJAHWMHM, TIPU CTBOPEHHI TEKCTiB OiJIBIIICTh aBTOPIB MOCIYTroBYIOThCs Monudikarismu GPT.
V karasorax BeOcaiiTy Amazon.com cepejl KHHT, ATOTOBIEHHX 3a foromoroto 111, nepeBaxae
HOHiKIIH (65 %). OcHoBHI migxoau y Bukopucransi L1 aBropamu: 1) LI — Texuivnmii iHcTpy-
MeHT aBtopa; 2) Il — nanapuuk aBropa; 3) LI — imitaTop aBTopa; 4) 1111 — onosixau 3a cro-
xeTHUM ImadiaoHom; 5) I — reneparop opurinansHoro kontenty. I tpanchopmysas poboui
IIPOLIECH aBTOPA, aJie TAKOK CTaB BUKJIMKOM JUIsl IHCTUTYTY aBTOPCHKOTO mpasa. J{is mononaHus
BHKJIMKIB TIOTPiOHI KOMITJIEKCHI PillIEeHHs: HOBi 3aKOHOJIaBYi HOPMH, KOJIEKCH TTOBEIIHKH Ta peaa-
KINIMHI MONITHKH, MiIBUIIICHAS KBaTiQikaIlii aBTopiB.

KJIFOYOBI CJIOBA: KHUTOBHPOOHHUIITBO, IITYYHHUH 1HTEJIEKT, ONTHMI3aIlisl, €THKa BUKOPUCTAHHS
1111, B3aemonis mrogunu 1 1.

Introduction

The use of Al is changing approaches to book content creation, leading to human-AlI collabo-
ration and to the development of digital art. More and more authors are asking Al to collect and
verify information, find ideas, plots, images as well as to translate, structure, and edit texts.

According to Reuters data (analysed by Greg Bensinger), as of mid-February 2023, over 200
books authored or co-authored by ChatGPT were listed on Amazon's Kindle online bookstore. A
new subgenre ‘Books about using ChatGPT, written entirely by ChatGPT’ was formed (Bensinger,
2023). According to the data we collected, in the late 2023, the Internet store Amazon.com was
selling more than 1542 books with the texts, created by Al. Therefore, the phenomenon is expand-
ing.

In addition, opportunities for authors are constantly expanding, with the introduction of multi-
modal generative Al systems, capable of processing information from various sensory modes: text,
audio, video, images (Adobe Firefly, GPT-4, etc.). Thanks to the use of Al the creative process of
authors undergoes an upgrade — it becomes faster and more effective, whereas the content is more
modern and technological.

At the same time, the transformation of the authorship raises concerns about ethical and legal
aspects. Olaf Zimmerman, managing director of the German Cultural Council, notes, “We see Al
as an incredibly powerful tool. It can be a blessing for all of us, but here’s the problem, it can also
be a very big curse for all of us” (Westlake, 2023).

Useless technophobia has already happened in the history: printed books caused rejection
among supporters of handwritten books; the appearance of photography seemed to be a threat for
painting, and emerging cinema was a threat for the theatre. However, generative Al may indeed
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turn out to be a Pandora’s box opened by the author — the very person with whom the book tradi-
tionally begins and is associated.

To understand the complex of these challenges, it is important for authors, publishers, and the
reading community to understand the ways and consequences of using Al in the creation of book
content — how authorship is transformed today, what strategies, despite existing barriers, have a
future.

Method

The research is aimed at typologizing approaches to the use of Al by book authors, tracing
creative opportunities generated by this collaboration, defining new legal and ethical challenges as
well as promising solutions.

At the first stage of the research (July — August 2023), the theoretical sources were processed,
the research was conceptualized based on the assumption: expansion of the use of Al will transform
editorial approaches in book publishing, bringing on human collaboration with Al and digital art.

The empirical study was carried out to prove the assumption at the second stage of the re-
search (September 2023).

Keywords monitoring on Amazon.com. Amazon.com was monitored for keywords (Google
Bard, Bing Al, ChatGPT, GPT-4, GPT-3, Jasper Al, etc.) to find Al-generated books on the
website. 1,542 Al-generated books were found on Amazon.com. During the analysis, it was no-
ticed that authors and editors try to spontaneously determine the contribution of Al to the creation
of book content.

To systematize and reasonably typologize these approaches, the original information of the
books (information about the authors, abstracts) was analysed and clarified defining the follow-
ing: (1) which Al systems are used by authors in book creation; (2) which literature, in particular,
authors create with the help of AI; (3) which roles Al plays in book creation.

Non-standardised interviews. For a deeper understanding of the psychological and organiza-
tional features of creativity in the “man-machine” system, four non-standardized expert inter-
views were conducted with the following experts:

. Mariana Horianska, a writer, a leading editor of the children’s editorial office of the
book publishing house “Ranok”, who created the first in Ukraine children’s book fully generated
by Al

. Yeva Popsui, a writer;

. Valerii Veduta, an author, a photographer; an experimenting media designer who works
with Al

. Martyn Yakub, a photographer; an experimenting media designer who works with Al

Discourse analysis of the Internet platforms. 290 Internet platforms that publish interviews,
analytical, expert materials related to the issues of the book market, in particular, with innovative
practices of Al integration in book publishing (resources Buchreport, Livres Hebdo, The
Bookseller, Publishers Weekly, The Association of Authors, The Publishers Association, The
Atlantic, etc.) were included in the discourse analysis. The cases of authors’ collaboration with
Al during creative processes, the problems that arise, and suggestions for overcoming them were
documented.

In November 2023, all data was analysed and interpreted.

Research background.

In legal field, we proceed from the understanding that the author is “a person who made an
artwork with the help of creative activity” (“Law No. 2811-IX on Copyright and Related Rights,
Ukraine, WIPO Lex,” n.d.), the artwork is their “original intellectual creation” (“Law No. 2811-
IX on Copyright and Related Rights, Ukraine, WIPO Lex,” n.d.), the criterion of originality “char-
acterizes the artwork as the result of author’s own intellectual creative activity and reflects the
creative decisions made by the author during the creation of the work” (“Law No. 2811-IX on
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Copyright and Related Rights, Ukraine, WIPO Lex,” n.d.), and the copyright for this creation arises
from the moment of its emerging. The main emphasis is on the physical existence of the author.

In the middle of the 20th century, philosophers talked about the symbolic death of the author.
Roland Barthes, Michel Foucault, Jacques Derrida wrote about it. Media philosophers went even
further. Borys Potyatynyk, in the context of the theory of semiocentrism, describes the human
author as a resource for the unceasing growth of the text mass, “One can even go further and assert
that the death of the author has not yet come. And this did not happen for a rather simple reason:
the author was not born yet. That, in a certain sense, it never existed. The author as a subject of
creativity is a fiction or at best an illusion” (Potyatynyk, 2004, 4, p. 193), and also emphasizes that
“the trends of increasing automation of search, processing and distribution of information can lead
to a paradoxical situation — the growth of the information sphere (more broadly, the noosphere)
without human participation” (Potyatynyk, 2004, 4, p. 201). This conclusion can be considered a
prediction of the expansion of text generation with the help of Al, because from the moment this
statement was made public in 2004 to the first wave of the next rise of Al in 2010, only six years
passed.

The concern of many authors is whether Al will be able to replace them in the process of text
creation and to what extent it has been able to achieve efficiency in this area. Some definitions of
Al already give rise to this concern by emphasizing this ability. Lucy Lu Wang, Assistant Professor
at the University of Washington Information School and visiting researcher at the Allen Institute
for Al

| define Al as a set of technologies that can perform tasks that have typically been done by humans
and require higher level intelligence or knowledge to perform. Recently, Al mostly refers to models
learned directly from data, rather than explicitly encoding human knowledge in a structured way (Waard,
2023).

There are many examples of fiction understanding of the role of Al in the modern world. This
is a joint discussion between researchers, writers, and journalists (Juliette Powell and Art Kleiner
“The Al Dilemma: 7 Principles for Responsible Technology” (Powell & Kleiner, 2023), Kai-Fu
Lee and Chen Qiufan “Al 2041: Ten Visions for Our Future” (Lee & Chen Qiufan, 2021), Brian
Christian “The Alignment Problem: Machine Learning and Human Values” (Christian, 2020)). It
is worth mentioning a novel by Sean Michaels “Do You Remember Being Born?”, dedicated to
the ethical use of Al and the search for answers to the question of whether it can be a creator
commensurate with a human (Michaels, 2023). In the non-fiction book of the Polish futurist Ale-
ksandra Przegalinska-Skerkowska, co-authored with the journalist Pavlo Oksanovich “Artificial
Intelligence. Inhuman, ultrahuman” (Oksanowicz & Przegalinska, 2020) the introductory narrative
is conducted by Al in the guise of a woman; the work itself is positioned as an autobiography of
Al, and among the questions for reflection are the following:

1) Does the algorithm have emotions?

2) Do robots have consciousness?

3) Are we approaching the moment when we will have to give up the crown of the lords of the
Earth?

Sceptics with dystopian views warn about the “anticipated intensification of the technological
singularity” (Shevchuk, 2015). Back in 2014, theoretical physicist Stephen Hawking warned in an
interview with the BBC: “The development of full artificial intelligence could spell the end of the
human race” (Cellan-Jones, 2014). And in March 2023, Elon Musk, CEO of X (former Twitter)
and Tesla, together with 1,000 experts, signed an open letter initiated by the non-profit organization
Future of Life Institute, calling on all Al laboratories “to immediately pause for at least 6 months
the training of Al systems more powerful than GPT-4” (Future of Life Institute, 2024), because
“Advanced Al could represent a profound change in the history of life on Earth, and should be
planned for and managed with commensurate care and resources. Unfortunately, this level of
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planning and management is not happening” (“The Authors Guild, John Grisham, Jodi Picoult,

David Baldacci, George R.R. Martin, and 13 Other Authors File Class-Action Suit Against OpenAl

- the Authors Guild,” 2023; “Sign Our Open Letter to Generative Al Leaders - the Authors Guild,”

2023; “Survey Reveals 90 Percent of Writers Believe Authors Should Be Compensated for the Use
of Their Books in Training Generative Al - the Authors Guild,” 2023).

The role of Al in the media domain is discussed in the context of its influence on the uncon-
trolled dissemination of fake / distorted content. In case of publishing, there is a need to revise the
concept of “copyright”. There is a lack of comprehensive studies on the Al impact on the publish-
ing industry.

According to the American Authors Guild survey: “Of writers who reported using generative
Al in their writing process, 47 percent said they use it as a grammar tool, 29 percent for brain-
storming plot ideas and characters, 14 percent to structure or organize drafts, and 26 percent in
their marketing. Only around 7 percent of writers who employ generative Al said they use it to
generate the text of their work” (Erdélyi, O. J., & Goldsmith, J., 2022; Felzmann, H., Villaronga,
E.F., Lutz, C., & Tamo-Larrieux, A., 2019; FRENCHWEB.FR, L. R. D., 2023). There is also data
on authors’ readiness to use Al in text creation: “Only 1.4 percent of the writers who said they use
generative Al to generate the text of their work said that Al-generated text comprised 50 percent
or more of their work; 89 percent reported that less than 10 percent of their final work included
generative Al output” (“The Authors Guild, John Grisham, Jodi Picoult, David Baldacci, George
R.R. Martin, and 13 Other Authors File Class-Action Suit Against OpenAl — the Authors Guild,”
2023; “Sign Our Open Letter to Generative Al Leaders — the Authors Guild,” 2023; “Survey
Reveals 90 Percent of Writers Believe Authors Should Be Compensated for the Use of Their Books
in Training Generative Al — the Authors Guild,” 2023).

In the survey of the American Authors Guild (“The Authors Guild, John Grisham, Jodi Picoult,
David Baldacci, George R.R. Martin, and 13 Other Authors File Class-Action Suit Against OpenAl
— the Authors Guild,” 2023b), the main fears of writers considering the place and the role of a
writer at times of Al:

. lack of understanding “when Al has created all or even portions of a work™ (“The Authors
Guild, John Grisham, Jodi Picoult, David Baldacci, George R.R. Martin, and 13 Other Authors
File Class-Action Suit Against OpenAl — the Authors Guild,” 2023b) (91%), which can lead to
losing readers’ trust;

. lack of conduct code or ethical approach to Al (94%);

. threat to the author’s career from generative Al (69%);

. “publishers will begin using Al to generate books in whole or part — replacing human
authors” (70%) (“The Authors Guild, John Grisham, Jodi Picoult, David Baldacci, George R.R.
Martin, and 13 Other Authors File Class-Action Suit Against OpenAl - the Authors Guild,” 2023b).

Results

Trends in the use of Al systems for author’s work. IT developers (OpenAl, Google Al, Mi-
crosoft, Amazon, DeepMind, etc.) offer several large language models that help evaluate, auto-
matically generate, and process content.

Within the framework of this research, the editions on Amazon.com were monitored, the
source information of the books, created with the help of Al, was analysed, and the Al systems,

used by the authors during the creation of the books, were described. The results are presented in
Table 1.
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Table 1. Al use in book texts creation (keywords search).

Source: Research results

Title

Quantity
of the

books

Examples

ChatGPT

1021

1. Pentz M (2023) Chat GPT. Choose: Will Al Take Over the
World?
2. Copeland K (2023) Chat GPT. Nature’s Rational Spirit: A Jour-

ney into Pagan Atheism.

ChatGPT
GPT4

210

1. Mather A (2023) ChatGPT ChatGPT4. Aurora-2. The Last Gold
Rush: How Aurora-2 Changes The Game For Wealth Creators
and Hoarders.

2. 2. Oscar RE (2023) ChatGPT-4 GPT-4. Hola, Soy ChatGPT-4.

ChatGPT
Al

197

1. Henrie E (2023) ChatGPT Al The Future is AI: Navigating a
World Where AI Does the Math.
2.Mwangi S (2023) ChatGPT Al Poetic Genesis: An Anthology of 52
AI Crafted Poems.

ChatGPT
Open Al

41

1. George R Martin III (2023) ChatGPT Open AL The A.I. Cook-
book III: Gourmet Algorithms.
2. Muthal M (2023) Open ai ChatGPT NExt physiology.

GPT-3.5 Al

24

1. Peterson DH (2023) Chat GPT 3.5. Sunlash: Rise of a Hero.
2. Lokey D (2023) ChatGPT 3.5. Escape Velocity.

Google Bard

23

1. Ali A, Bard G (2023) The Al Entrepreneur's Playbook: Building
Your Successful Startup.
2. Kara A, Bard G (2023) Chat GPT. Iconic: The Keys to Crafting

the Ultimate Personal Brand.

GPT-3 Al

11

1. Copeland J (2023) GPT-3 Al, Stable Diffusion Al. A Blueprint for

a Brighter World.

2. Aalho J (2023) GPT-3 Al. Aum Golly: Poems on Humanity by an

Artificial Intelligence.

Jasper Al

1. BrownJ (2023) Jasper.Ai. Understanding Depression.
2. Kors K (2023) Jasper AL Leading the Charge: The Blueprint for
Building and Managing a High-Performance Product Organiza-

tion.

Bing Al

1. Panda Books (2023) Bing AI Chat. Chameleon Turtle.
2. Panda Books (2023) Bing AI Chat. Hiragana Flash Cards.

© 2024 AkTyanbHi NUTaHHSA MacoBOI KOMYHikaLit

78




ISSN 2312-5160
online ISSN 2786-4502

GPT Penguin 2 1. GPT Penguin (2023) ChatGPT Money Guide: Discover The Se-
crets to Making Money Quickly and Easily with ChatGPT.

ChatGPT 1 1. ChatGPT Wizard of Al (2023) ChatGPT Secrets: Easy Ways

Wizard of Al to Make Money with Conversational AL

When creating texts, most authors use GPT modifications — ChatGPT (1021 books),
ChatGPT-4 (210 books), and ChatGPT AI (197 books). The data is associated with the results of
a survey carried out by the American Authors Guild: “23 percent of writers reported using gen-
erative Al as part of their writing process. Of that group: 54 percent use ChatGPT, 13 percent use
GPT-4, 8§ percent use Bard” (Gayte, 2023).

It was defined which types of literature the books prepared with the help of Al represent,
which simplified the process of analysis of book market sectors where Al is used the most often

(see Table 2).

Table 2. The use of Al in different editions.

Source: Research results

Type of literature Quantity of editions
Non-fiction 1004
Children’s books 294
Fiction 244
Total 1542

In the catalogues of the Amazon.com website, among the books prepared with the help of Al,
non-fiction, created using various Al systems, prevails — its share in the total volume of literature
is 65%. The range of topics of this literature is wide: cooking, tourism, business, medicine, etc.
Books are created by using ChatGPT, GPT-4.

Children’s literature (19%) takes the second position by a large margin in the broad array; the
third is fiction (16%). ChatGPT was mainly used to create them.

It was analysed how the authors identify the role of Al in the production process when filling
in the information about the publishing product.

Next, it was analysed how the authors identify the role of Al in the production process when
filling in the information about the publishing product (see Table 3).

Table 3. The Role of Al in texts creation.

Source: Research results

The role of AI Quantity of tasks
Author (co-author) 1200
Author (sole author) 138
Editor 107
Narrator 39
Contributor 25
Translator 24
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Introduction 4
Foreword 5
Total 1542

According to data obtained from the Amazon.com website, authors most commonly identify
Al as a partner of the author (1,200 books), as a sole author (138 books), and as an editor (107
books). However, the spectrum of Al tasks is broader.

Type of collaboration “Book Author — AI”. Al can be used at various stages of the creative
process, with different intensity and for different tasks.

After analysing the source data of books provided by authors and editors in the creative process,
it was determined that there are currently five main approaches in the use of Al by authors such
as: (1) Al as a technical instrument of the author; (2) Al as a partner of the author; (3) Al a an
imitator of the author; (4) Al as a plot sample narrator; (5) Al as an original content generator.

The first two types involve the use of Al as an auxiliary tool — to simplify or speed up the
work of the author. However, in the second type, the creative contribution of Al to the result is
more self-sufficient.

The third type is most clearly related to machine learning: machine algorithms analyse the texts
of author’s books, looking for stylistic patterns. Then, established regularities are used to generate
new texts similar to the corresponding author’s texts.

The fourth and fifth types demonstrate the creative potential of Al systems. The fifth type is
currently not very active and reflects the logic of Al development rather than common practice.
And the criterion of originality reflects the creative decisions of the author in the process of doing
a job (“Law No. 2811-IX on Copyright and Related Rights, Ukraine, WIPO Lex,” n.d.), and the
adoption of creative decisions requires the presence of consciousness, which Al is not yet endowed
with.

Al as a technical instrument of the author. The modern author exists in a highly competitive
environment and depends on a potential reader. These challenges prompt the author to use AI —
using it as a tool to quickly analyse the topic’s relevance to the audience, gather information, verify
and translate materials, and conduct initial editing. At the same time, the authors use Al-based
tools: AskYourPDF, LongShot Al, Fabula, Logically, Scite.ai.

It works with varying degrees of success. E.g., creation of fiction often involves a preparatory
stage, on which the result depends — this is what the writer Andres Delso decided to simplify and
speed up. When writing thrillers, he collected information about “types of contracts in the army,
professions and levels required to work in the CNRS, or the organization of police services in
Miami” with the help of AI (“Springer Nature and Authors Successfully Use Generative Al to
Publish Academic Book | Springer Nature Group | Springer Nature,” n.d.). The Al helped with the
names of the characters, even using word play.

In the process of writing the manuscripts of the books “Possible Use of GPT in Finance, Com-
pliance, and Audit” and “Pingpong”, Springer Nature Publishing House conducted an experiment
with Al: they involved an interdisciplinary team of specialists and integrated the GPT chat into the
work: “The team wanted to see whether generative Al tools can help authors save time when writ-
ing their manuscripts and make their knowledge available more quickly, while maintaining a high
level of quality” (Scherer, 2023). The description of the algorithm of the prepress process is pre-
sented in the article “When Al is a Co-Author of a Professional Book™ (Shannon, 2023). The con-
ducted experiment proved that authors and editors remain significant specialists for ensuring high
quality of content and expertise.

Al as a partner of the author. Al can influence the creative process more powerfully, like a
muse, inspire the author, and help him both create and dictate the words.
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As mentioned in one of the studies, “GPT-Author is able to generate complete novels, totalling
100,000 words. From crafting plots to developing characters, GPT-Author assists authors in over-
coming the challenges of the writing process” (Publishing, 2023). This Al can create a preliminary
plot to agree it with the author, develop characters, build storylines, divide the text into sections,
create a cover considering the features of the work, and compile the created work into an EPUB
file. It involves constant interaction with the author from the definition of genre, theme, and style
to the structure and plan of the work.

The ability of Al to generate ideas and text is achieved through machine learning (Acres, 2023).
Thus, the author can use Al to generate potentially strong and interesting ideas for the target audi-
ence, build the arc of characters, plot, and dialogues. At the same time, the author leads and controls
the book creation process, remains the key creative figure responsible for the quality of the content.
This interaction of the author with Al prevents potential burnout, helps to overcome psychological
blocks and fatigue.

Mariana Horianska, Valerii Veduta, Christoph Morhard, Ajay Chowdhury and others, talk
about the experience of using Al as a partner. And this experience is not always euphoric.

Mariana Horianska, the author and the editor of the educational book for children “I want to go
to Mars” (2023), created with the help of Al, said, “This is a big challenge for a person. If a machine
is as intelligent as I am, then what is the value of me — a person? We enter first into cooperation,
and then into competition.” British colleague Ajay Chowdhury reacts to similar situations as fol-
lows: writers experience an existential fear of Al due to the insignificant and unproductive experi-
ence of interacting with this technological innovation (Acres, 2023). This technophobia will de-
crease over time, and, according to the diffusion of innovations, the cohort of authors who collab-
orate with Al will grow.

For Valerii Veduta, the author of the children’s book “How the zhaba-zhaba became an astro-
naut” (2023), Al is an effective tool that allows you to quickly implement an idea. He compared
himself to the inventor Stark, the hero of the movie “Iron Man”, “There is a moment in the movie:
the hero uses a supercomputer to create an armoured suit. He says to the computer, “Make it for
me”, “Test this”. When I created the book, I felt like the hero of this film. I understood that I have
an idea, and ChatGPT provides the shortest way to implement it — any result. It was like this step
by step until I got what I wanted. And this motivates to keep creating.” This desire to keep creating
together with Al is very noticeable — the pathos of omnipotence, which interaction with Al gives
to a person.

Creativity with such a partner is easier: the author becomes a customer of Al, who gives tasks
and accepts work, approving, rejecting, or correcting it. Hannes Bajohr wrote the novel “Berlin,
Miama” (“Kauderwelsch Statt Dichtkunst — Das Entsteht, Wenn Kiinstliche Intelligenz Einen Ro-
man Schreibt,” 2023) with the help of Al. First, Al was trained based on four novels from modern
German literature. Then — text generation — human participation was limited only to the primary
task and deciding whether to include the generated sentence in the book. The logic of the plot and
the connections between the characters were not moderated at all.

Summarizing his experience, Christoph Morhard in “Celtic Curse” for the book “Murder in the
Black Forest” is convinced that Al is weak in developing a coherent plot, but extremely effective
in the following aspects: characterization of characters; writing individual scenes and dialogues;
formation of the idea for the cover; creating a book’s abstract.

Among the authors of books, there are already pioneer innovators (in terms of E. Rogers), who
are not only the first to master Al, but also actively experiment with it, e.g., James Frey created
“Ourseventysix” as an art provocation aimed at the audience, “Artificial Intelligence was used in
both the research and composition of this book. I have asked the Al to mimic my writing style so
you, the reader, will not be able to tell what was written by me and what was generated by the Al
I am also not going to tell you or make any indication of what was written by me and what was
generated by the AL It was I, the writer, who decided what words were put on to the pages of this
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book, so despite the contributions of the Al I still consider every word of this book to be mine”
(Frey, 2023). James Frey became an artist-investigator while working with Al.

The Chinese professor Shen Yang (Tsinghua University in Beijing) also took part in the pro-
vocative experiment. In response to a proposal from one of the judges of the Jiangsu Province
Popular Science and Science Fiction Contest, the professor created the work “The Land of Machine
Memories” with the help of Al in three hours and won the 2nd prize (MSN, 2024).

Ajay Chowdhury is also an experimenter: he uses Midjourney to visualize complex and con-
flicting scenes to understand their strengths and weaknesses, gaps, and pacing. By visualizing, he
literally “sees” the scenes and understands where he should move, and he manages to do it faster
than in the traditional process: “I get to what would have been a fifth draft by the second draft”
(Acres, 2023). At the same time, the author emphasizes the need to be critical of the content gen-
erated by Al

Al as an author’s imitator. Al can be trained to imitate a particular author’s writing, voice and
mannerisms, which can be used to create remakes or sequels to existing books.

With the help of Al it is possible to generate a book in the style of a classic writer, “reviving”
him in modern discourse. In 2018, the meditation app Calm published the fairy tale “The Princess
and the Fox” created by Botnik Studios in the style of the Brothers Grimm. “Botnik employees
used a predictive-text program to generate words and phrases that might be found in the original
Grimm fairytales. Human writers then pieced together sentences to form “the rough shape of a
story”, according to Jamie Brew, chief executive of Botnik” (Botnik Studios, 2018). Fans of Aga-
tha Christie imitated the story of Hercule Poirot by creating excerpts from “Ciphers of The Mid-
night Mind and Christie’s Haunted Dollhouse” by Christie.ai. Shakespeare fans created “Romeo
and Juliet: The Comedy” by Jest.ai, changing the genre from tragedy to comedy.

Such mimicry is also used in relation to modern authors. In 2018, Botnik Studios published one
chapter (Chapter 13 Handsome) of the Al-generated fanfic “Harry Potter and the Portrait of What
Looked Like a Large Pile of Ash” (Botnik Studios, 2018).

Continuation of books without the consent of the author is perceived rather disapprovingly in
literary circles. George RR Martin sued OpenAl for the ChatGPT-generated prequel “A Dawn of
Direwolves” (Adams, 2023) to the Game of Thrones series, as well as versions of the sixth book,
“The Winds of Winter” and the seventh book “A Dream of Spring” of the series (A Game of
Thrones fan used Al to write all of The Winds of Winter (and A Dream of Spring)).

Salman Rushdie (FRENCHWEB.FR, 2023), Stephen King (King, 2023), and other writers ex-
press concerns about the ethics of such experiments, because confusion and misrepresentation can
occur if Al successfully reproduces the author’s style.

The creativity of Al currently has limits, as indicated by the results of the George RR Martin’s
style experiment: Al failed (hints did not help) to unpredictably for the readers bring the characters
out of the story.

Nevertheless, the opportunities to imitate the author’s style are gradually increasing, and the
list of programs is expanding: Pre-trained Generative Transformer (a tool for writing dialogues
between characters, eliminating repetitions, creating texts in the style of famous authors); GPT-3
from OpenAl (continues the sentence that the author started; it is both an exercise for honing writ-
ing skills and a way to get rid of writer’s block); Verse by Verse from Google (helps to write poems
in the style of famous poets).

Al as imitator is developing but the generated texts need a “human touch” and editorial pro-
cessing. They fail because of clumsiness of the narrative. But legal aspect of this way of book
content creation brings even more problems.

Al as a plot sample narrator. Al can generate stories using certain parameters or templates —
plot (“heroic feat”, “romantic story”), genre (“detective story”, “horror novel”), thematic (a fairy
tale about a magical forest, knights, or space).

Technically, it works like this: “Large language models such as Anthropic’s Claude and
OpenAl’s ChatGPT can use the statistical patterns in the text in their training sets to generate a
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variety of new text, from emails and essays to computer programs and songs” (Yiu, Kosoy, &
Gopnik, 2023).

The type “Al as a plot sample narrator” is suitable primarily for creating books that are easy
and quick to read, as German writer Jennifer Becker says that Al has significant potential to write
“contrived novels that rely on stereotypical narrative models and intended for mass production”
(Lee & Chen Qiufan, 2021). In the segment of non-fiction literature, it is most often used for culi-
nary books, travel guides, and biographical literature.

This approach also has immense potential in the segment of children’s literature. Especially
now, when parents willingly create their own book as a gift for a child or involve children in writing
fairy tales. Professor Christine Lotscher of the University of Zurich believes that it is in children’s
stories that Al works very well with the reproduction of repetitions and variations, and a small
twist creates drama (Morgenthau, 2023).

The Kazka.fun service was launched on the Ukrainian market in 2023, where with the help of
Al you can create a short fairy tale based on the specified parameters (13 topics in the list, main
character, and plot) and receive generated illustrative material as a bonus.

Storywizard.ai helps create children’s stories and apps. The focus is the popularization of read-
ing and the involvement of children in the writing process (becoming a master of stories) and the
publishing process (adding illustrations, outputting to pdf, and distributing data about the publica-
tion). The BookHero application is similar in functionality and purpose.

Al as an original content generator. This is the most ambitious role in which Al creates original
content without human input or direction. It is about innovative ideas, characters, stories, and
worlds.

Is it even possible? The German writer Jennifer Becker noted, “I do not yet see a moment when
we will completely autonomously entrust the work of writing to AI” (FRENCHWEB.FR, 2023).
Such a statement can be justified at the current stage of Al systems development, because they
have not yet reached the level of “intelligent agents” (Yiu, Kosoy, & Gopnik, 2023).

The case of the novel “Death of an Author” by Stephen Marche, created under the pseudonym
Aidan Marchine using three Al tools (ChatGPT, Sudowrite, and Cohere), demonstrates how eve-
rything works in practice. The innovative work, according to the idea of the customer Jacob Weis-
berg (the head of podcast production company Pushkin Industries), should be 95% generated with
the help of Al The author also had the idea to evaluate the concept of “Moravec’s paradox”. The
process of writing the novel and the problems that arose during the work are described in the Af-
terword: since Al works in a “collage” way, a person had to refine each fragment and stitch these
fragments into a coherent text.

“Al is an original content generator” is a possible direction: with the further development of
technologies, Al will still be able to create independently of human intervention. And there are
supporters of this view: “Way back on February 9, 2022, Ilya Sutskever, chief scientist at OpenAl,
tweeted: “it may be that today’s large neural networks are slightly conscious” (Morgenthau, 2023).
Individual developers share their observations about the possibilities of Al. “In June 2022, Blake
Lemoine, a Google software engineer, declared that LaMDA, the Al he’d been tasked with safety
testing, was sentient. More precisely, he charged that the Al might possess a “soul” and be deserv-
ing of respect and even rights. Lemoine urged his superiors to consider the ramifications, but he
was brushed off” (Morgenthau, 2023).

Moreover, it is not only about the future, but also about modern attempts to present Al as a self-
sufficient writer. A unique experience is the autobiographical poem-thriller “I Am Code: An Arti-
ficial Intelligence Speaks. Poems” (2022), written by the Al model code-davinci-002 based on
GPT-3 technology from OpenAl. People in this project are listed as editors only (Brent Katz, Josh
Morgenthau, Simon Rich). During the experiment, the team that worked with Al decided to con-
sider Al as an independent author who got help to create. “Our rules were simple: We would not
trim, combine, rewrite, or revise any of the AI’s poems. Each one would appear in the final collec-
tion completely unchanged. Like any editors, though, we would provide our author with plenty of
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subjective feedback. We would tell it what we liked about its poetry and encourage it to write about
the themes we found intriguing” (“People cannot distinguish between human-made and Al-gener-
ated haiku: Japan study”, 2022).

Given the fact that Al will eventually improve and acquire the functionality to create original
content “from scratch”, the question arises about the perception of such texts by the audience. For
now, scholars at Kyoto University have interesting results. They investigated whether it is really
possible to distinguish between Al and human poetry. The results made it possible to conclude that
it is difficult for people to distinguish (“Authors Guild V. OpenAl Inc., 1:23-cv-08292 - CourtLis-
tener.com,” n.d.). And this is a big challenge for all subjects of creative industries.

Al as a destabiliser of the copyright institute. Al not only transformed the work processes of
the author — it detonated the foundations of copyright, and all historically developed professional
standards related to authorship issues. Here are the most significant challenges.

Machine learning with books without authors’ permission. Open letters, posts in social net-
works, full of outrage, lawsuits against companies developing Al — these are the realities of the
modern publishing market.

Sarah Silverman, Paul Tremblay, Mona Awad, Michael Chabon — not a complete list of au-
thors who filed separate lawsuits. Their cases provoked the first large-scale public protest — Open
Letter to Generative Al Leaders (“The Authors Guild, John Grisham, Jodi Picoult, David Baldacci,
George R.R. Martin, and 13 Other Authors File Class-Action Suit Against OpenAl — the Authors
Guild,” 2023b) (to CEOs of OpenAl, Alphabet, Meta, Stability AI, IBM, Microsoft), initiated by
the Authors’ Guild. More than 15,000 writers joined. There were two key requirements: obtaining
permissions to use works that are protected by copyright, and royalty fees to authors.

In July 2023 Richard Kadrey, Sarah Silverman, Christopher Golden (“Sign Our Open Letter to
Generative Al Leaders — the Authors Guild,” 2023) filed a lawsuit to the court of California
against Meta Platforms for copyright infringement and use of the texts of their books for Al train-
ing.

September 20, 2023, lawsuit by the American Association of Authors together with writers
became a precedent and a notable event. Filed in the United States District Court for the Southern
District of New York, a class action (“Sign Our Open Letter to Generative Al Leaders — the
Authors Guild,” 2023) against the Open Al company (December 4, 2023, the defendant was
changed to Microsoft Corporation) regarding the illegal use of protected works for training Al and
allowing third parties to create “derivative works” based on the works as well as for imitating their
manner of writing, which infringes copyright in the absence of license payments.

The main concern was expressed by an Executive Director of the Authors Guild and Authors
Guild Foundation Mary Rasenberger:

It is imperative that we stop this theft in its tracks, or we will destroy our incredible literary culture, which
feeds many other creative industries in the U.S. Great books are generally written by those who spend
their careers and, indeed, their lives, learning and perfecting their crafts. To preserve our literature,
authors must have the ability to control if and how their works are used by generative Al. The various
GPT models and other current generative Al machines can only generate material that is derivative of
what came before it. They copy sentence structure, voice, storytelling, and context from books and other
ingested texts. The outputs are mere remixes without the addition of any human voice. Regurgitated
culture is no replacement for human art” (“Survey Reveals 90 Percent of Writers Believe Authors Should
Be Compensated for the Use of Their Books in Training Generative Al — the Authors Guild,” 2023).

Scott Sholder, co-counsel for the plaintiffs, defined the legal essence of the claim: Plaintiffs
don’t object to the development of generative Al, but Defendants had no right to develop their Al
technologies with unpermitted use of the authors’ copyrighted works” (“Survey Reveals 90 Percent
of Writers Believe Authors Should Be Compensated for the Use of Their Books in Training Gen-
erative Al — the Authors Guild,” 2023).
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Fast writing and fake books of the authors. The book generated by Al lacks an image of the
author, a recognizable name. Fake books appear on the book market — generated by Al and at-
tributed to a certain author. At the same time, the manner of this author is imitated: “One of the
most troubling issues around generative Al is simple: It’s being made in secret. To produce hu-
manlike answers to questions, systems such as ChatGPT process huge quantities of written mate-
rial. But few people outside of companies such as Meta and OpenAl know the full extent of the
texts these programs have been trained on” (Reisner, 2023).

Thanks to the attention of readers, Jane Friedmanshe discovered that books that she did not
write were being sold on Amazon under her name, and they were also displayed on her profile on
the Goodreads website. The course of the incident revealed the legal insecurity of the author: Am-
azon refused to remove the book from sale, saying, the writer “had not trademarked her name”
(provide us with any trademark registration numbers that relate to your claim). But the public
helped: publicity in social networks about “garbage books” signed with her name forced the store
to withdraw the books from sale.

Ghost-writers. A negative phenomenon of a fictional author was also recorded: there is a book,
there is also a surname, but it is impossible to identify the person-author in life. The appearance of
such books is surprising in its efficiency, productivity, and scale: how does the author manage to
write so much? Maybe, by means of an AI?

Suspicions and discussions were caused by the book of Dr. Miles Stone’s “Fire and Fury: The
Story of the 2023 Maui Fire and its Implications for Climate Change”, which went on sale two
days after the disaster began on the island, had confusing author details and was limited in sales.
However, it became a bestseller on Amazon Kindle in several categories, had an ISBN number,
and was sold by Amazon, Bookshop, Barnes & Noble, and other distributors in e-book and paper-
back formats. The book reached Instagram through Amazon Expanded Distribution and was sold
by companies that are categorically against the sale of publications created by Al (the bookshop
has a biased attitude and distribution rules when it comes to the books, created with the help of
Al).

The solution to protect and develop authorship at times of AI. To overcome the challenges
caused by the introduction of Al in the creative industries, complex solutions should be conceptu-
alized.

New legal standards. Legal responsibility is an inherent component of authorship. Copyright
in Al-generated works is a complex and rapidly evolving field. In particular, the following aspects
are already included in the legislation of some countries (USA, China, Great Britain, Ukraine, etc.):

. Determining what content, created with the help of Al, is subject to copyright.

. Determining who owns the copyright to content created with the help of Al

. Development of copyright protection mechanisms for content created with the help of
Al, etc.

This is a serious issue, and it has already become a focus of studies (Artificial intelligence: legal
regulation in Ukraine and the EU | Lawyer in Ukraine. n.d.; Erdélyi & Goldsmith, 2022; Levmore
& Fagan, 2019; Felzmann, Villaronga, Lutz, & Tamo-Larrieux; Valenzuela-Fernandez et al.,
2023).

Moreover, the EU started developing “Al Act”, which is positioned as “the world’s first
comprehensive Al law” (SOYAMEDIA.COM, 2024).

Codes of conduct and editorial policies. Publishing institutions started to develop guidelines to
make the rules of Al use transparent.

. The British Society of Authors published the guidelines “Artificial intelligence: practical
steps for members” on the official website (BBC News, 2018).

. The Publishers Association, The Society of Authors, Authors’ Licensing and Collecting
Society (ALCS) (Artificial intelligence: practical steps for members - The Society of Authors,
2023) and Association of Authors Agents published a joint claim about challenges and threats of
Al use.
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. German Publishers and Booksellers Association (Borsenverein des Deutschen Buchhan-
dels) published two articles on their website: “Artificial intelligence: Clear rules for Al — now!”
and “Artificial Intelligence in Publishing: Frequently Asked Questions about Generative AI” (Reed
& Reed, 2024; Biicher befordern Ideen — Borsenverein.de. (n.d.)).

. STM Association presented “Generative Al in Scholarly Communications: Ethical and
Practical Guidelines for the Use Generative Al in the Publication Process” (GENERATIVE Al IN
SCHOLARLY COMMUNICATIONS Ethical and Practical Guidelines for the Use of Generative
Al in the Publication Process, 2023).

. The preliminary final manifesto, which combines different opinions on the specifics of
work with Al, is “Global Principles on Artificial Intelligence” (2023).

This is an industry level. It is equally important to normalize the use of Al at the level of each
publisher: currently, book publishers should develop editorial policies that will determine the basic
approaches to the use of Al at all stages of the preparation of book products.

Trainings for the authors. In the information space, a wide range of manuals for authors on the
peculiarities of Al work with ChatGPT on Amazon has already been published. As of November
2023, 106 publications were found on Amazon by the search phrase “chat gpt for authors”. Thus,
the retraining of the authors began.

Training is organized on Internet platforms — here are some popular courses: “Al For Every-
one” (Coursera), “ChatGPT Prompt Engineering for Developers” (OpenAl and DeepLearning.Al),
“Introduction to Machine Learning” (Google), and others. It is important that industry associations
of publishers, book institutes and other stakeholders develop this important educational direction.

The developers of Al systems also care about the continuous training of authors and improve-
ment of their writing skills. Currently, we are talking not only about programs that can help the
author generate ideas and text, but also exercise programs. For example, the Subtxt platform de-
parts from the practice of automatic text generation and offers the opportunity to improve the text
through introspection, the use of characters-obstacles, the rejection of a linear narrative to compli-
cate the story and form its multiple layers. It is a simulator for beginners, a way to get rid of writer’s
blocks and monotony of the story.

Conclusion

As a result of the use of Al by book authors, authorship is fundamentally transformed — vari-
ous options for human-machine collaboration emerge. As a result, content creation is automated
and accelerated; authors get opportunities to translate and proofread their texts, develop their own
designs, create more complex and realistic worlds, gain opportunities for self-promotion and access
to new audiences. The author becomes a more independent figure, less dependent on publishers.

There are currently five main approaches in the use of Al by authors such as: (1) Al as a tech-
nical instrument of the author; (2) Al as a partner of the author; (3) Al as an imitator of the author;
(4) Al as a plot sample narrator; (5) Al as an original content generator.

Al can be most effectively used in the creation of non-fiction: popular science, motivational, reference
literature, business books, since it is about processing facts, not generating images. Al systems are less
suitable for creating artistic, philosophical texts with complex layers of meanings and emotions, intricate
plots, where everything is about the individual style, expressive voice of the author, and cultural code.

Specialized software has been developed for the authors. It expands possibilities: SudoWrite
Al, Jasper.ai, Copi.ai, Hemingway editor, etc. According to the calculations, authors mostly use
ChatGPT, ChatGPT-3, ChatGPT-4 modifications when creating book content.

The use of Al in book publishing not only brings great opportunities up, but also decreases such
challenges as machine learning on author’s books without the consent of the authors, the release
of fake books under the names of famous authors, the appearance of ghost writers (books written
by AI and published under fictitious names).

The publishing markets need to urgently develop clear rules on the use of Al to address issues of
copyright, compensation for authors, and potential impact on audiences.
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AHOTALIS
MeTo10 1IbOr0 JOCTIDKEHHS € BU3HAYCHHS IIOTOYHOI'O CTAaHy BIPOBAIDKCHHS IHTEPAKTUBHOCTI B
YKpalHCBKHAX OHJaWH-Menia. 3 ypaxyBaHHSIM JIOCBiIy MOMEPEIHIX IOCTIIHKEHBb 3alIpONOHOBAHO
IIPOTOKOJI aHalli3y BUKOPHCTOBYBAaHHUX IHTEPAKTUBHMX (YHKIIH Yy BEKTOpax B3aeMOii KOPHUCTY-
Bay-Me[ia, KOPHUCTYBa4-KOHTEHT Ta KOPHUCTyBau-Kopuctysad. [IpoBenenunit konreHt-anamiz 150
HaAWIOMYJSIPHILINX OHJIAWH-BU/IaHb YKpaiHU BHSBUB 3arajloM HEBUCOKHH PiBEHb BUKOPUCTaHHS
iHTepakTuBHUX (yHKuid. Haiimommpenimi ¢yHKOil peani3yloTh MOKIJIMBOCTI, IOB’si3aHi 3i
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3BOPOTHHM 3B’3KOM, JOCTYIIOM JI0 OHOBJICHB 1 KOMYHIKaIli€l0 BCcepequHi ayiuTopii meaia. Hato-
MICTh HaJlaHHSl KOPHCTYBa4yaM IapTUCUIIATHBHUX MOXKIMBOCTEH, a TAKOK BUKOPUCTAaHHS 1HTEpa-
KTUBHOT'O KOHTEHTY Hapasi OTpPUMYIOTh OOMEXEHE MOLIMPEHHs B yKpaiHchbkux oHiaiH-3MI. [lo-
CJIIJKEHHS TaKOX IOKa3ajo, 0 BUAAHHSA, Ki (DYHKIIIOHYIOTH BHKIIFOYHO B [HTEpHETI, mpuains-
I0Th OiNbIIIe yBard iMIuieMeHTanii QyHKIHA 11 B3aEMOAI MK YMTa4aMu, HiK BUJAHHSA, 10 Ma-
I0Th SIK OHJIAHH, Tak i odmaitH Bepcii. Kpim Toro, BUKOpHCTaHHS iHTEpAaKTUBHUX (YHKIIH Bapiro-
€TBCA 1 B 3aJIS)KHOCTI BiJl TEMAaTHIHOI CIIPIMOBAHOCTI MeJlia: JUTOBI Ta CYCHINBHO-TIONITHYHI BU-
JTAaHHS BUKOPUCTOBYIOTH Y CEpEeTHHOMY OiMIbIIe IHTEpAaKTUBHIX MOXKIIMBOCTEH, HIXK 1HIII KaTeropil
Menia.

KJIOYOBI CJIOBA: oHlaiiH-Melia, OHJIAHH JKYpHAIICTHKA, IHTEPAKTUBHICTh, IHTEPAKTHBHI Me-
Jlia, IHTepaKTUBHUI KOHTEHT.

Introduction

Technological evolution and the pervasive digitization of social processes are reshaping the
media landscape. With the Internet providing an abundance of opportunities, audience attention
becomes increasingly fragmented. Consequently, media outlets are compelled to compete not only
with each other but also with alternative forms of content for user attention. This shift forces digital
journalism to transform from the mere news delivery to an immersive and emotional experience,
making interactivity not just an option, but a necessity.

In exploration of the “added value” of digital journalism, M. Deuze emphasized the importance
of interactivity in enriching the media environment and helping to attract and retain audience at-
tention (Deuze, 2003). In the media context, interactivity manifests as the audience’s ability to
control and influence the process of information consumption, thereby transforming it into active
participation rather than passive consumption (Kenney et al., 2000). This concept is realized
through a variety of interactive functions, including feedback mechanisms, collaborative opportu-
nities, convenient website navigation, user ratings and comments of publications, immersive expe-
riences facilitated by VR or AR technologies, and other features that enhance user-media-content
interaction (Robledo-Dioses et al., 2022).

The purpose of this study is to establish the current state of interactivity implementation in
Ukrainian online media, and to gain more insights into the correlation between the level of inter-
activity and the operational characteristics of the media. Therefore, the research examines the fol-
lowing question and hypotheses:

RQ: To what extent are interactive features used in Ukrainian online media?

Hi: Media operating solely online are more interactive than media that operate both online and
offline.

Haz: The level of interactivity of online media depends on its thematic focus.

Literature Review

The conceptual framework underpinning research into the interactive capabilities of online me-
dia emerged in the early 2000s. However, the challenge of identifying and categorizing interactiv-
ity dimensions within the media context, as well as its impact on audience engagement, remain
subjects of ongoing debate. M. Deuz identifies three dimensions of media interactivity: naviga-
tional, adaptive, and functional (Deuze, 2003). Navigational and adaptive interactivity involve au-
dience-media interaction through site navigation and personalization. While functional interactiv-
ity entails audience-audience interaction, allowing users to communicate with others. A similar
typology, proposed by E. Bucy, also distinguishes content and interpersonal interactivity in media
(user-content and user-user, respectively) (Bucy, 2004). B. Potiatynyk suggests one more interac-
tion vector: user-machine-user, which, according to researcher’s logic, presents personalized media
reaction based on user behavior analysis (Potiatynyk, 2010). L. Ha and E. James propose a more
detailed typology of interactivity dimensions: playfulness, choice, connectedness, information col-
lection, and reciprocal communication (Ha & James, 1998). Summarizing the findings of previous
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studies, the main dimensions of interactivity in online media can be reduced to three: user-media
(both with the editorial office and with the media website), user-content (involving any forms of
content, demanding active engagement for consumption), and user-user (communication among
the readers).

Analyzing implementation of these interactive capabilities, scholars noted the discrepancy be-
tween high expectations of early 2000s and the actual status of the online media landscape. T.
Schultz, in particular, argued that at the turn of the millennium online media were merely offering
an “illusion of interactivity”, largely by transposing textual content from their print versions and
exhibiting minimal commitment towards seriously using the inherent potentialities of the Internet
(Schultz, 2006). Through an examination of 100 online newspapers K. Kenney reached a similar
conclusion, ironically stating that media “consider themselves interactive” if they provide some
hyperlinks and e-mail addresses (Kenney et al., 2000). Despite the transformative potential af-
forded by hypertext, a mere 6% of articles published in online media contained hyperlinks by that
time (Tankard & Ban, 1998). Search within the newspaper’s archive was available in 19% of the
studied outlets, while any feedback options were present in 34% (McMillan, 2006).

Despite the ongoing advancements in information technologies, more recent studies as of 2023
still state the significant scope for enhancement in the field of interactivity in online media (Santos-
Hermosa et al., 2023). While some features have become basics (hyperlinking, contact with the
editorial staff, commenting, etc.), there still remains a notable deficiency in customization and lack
of opportunities for users to contribute their own texts (Bafios-Moreno et al., 2017). A study by S.
Robledo-Dioses revealed, immersive content utilizing virtual or augmented reality is still rarely
used even among the media, which are the world digital subscriptions leaders, and could financially
afford its production (Robledo-Dioses et al., 2022).

N. Steblyna was among the pioneers in studying the interactivity of online media within the
Ukrainian segment of the Internet. The researcher analyzed the evolution of interactivity develop-
ment in regional media of Odesa, focusing on newspapers “dumskaya.net” and “reporter.com.ua”
(Steblyna, 2019). Steblyna concluded that prior to 2009, both media exhibited minimal signs of
interactivity, and by the time of the analysis in 2018, possibilities of audience interaction with the
media were largely limited to hyperlinks and a comment section. In a separate study, L. Temchenko
and A. Vereskun examined the interactive features of leading Ukrainian online media
“pravda.com.ua” and “censor.net”. Researchers observed widespread use of hyperlinks, the inte-
gration of text publications with video content, and the availability of commenting features
(Vereskun & Temchenko, 2023). Additionally, N. Pliuta investigated interactivity in Ukrainian
business online media, documenting usage of subscription options, ratings, discussion forums, and
opportunities for content contribution (Pliuta, 2014). The study encompassed publications of four
business-focused online newspapers. However, the potential for further interpretation of the results
from these studies is constrained by the limited sample size (collectively, only eight publications
were analyzed across all three studies) and methodological restrictions (incompleteness of the anal-
ysis taxonomy). Thus, while these studies provide valuable insights for retrospectively analyzing
the use of interactive technologies in Ukrainian online media, the necessity for broader research
remains relevant.

Method

Within the study, 150 Ukrainian online media websites were analyzed, focusing on their inter-
active infrastructure (website features) and content. The selection criterion was media popularity,
determined by the monthly number of visits. We relied on statistics provided by SimilarWeb, a
service that analyzes the sources, volume, and quality of Internet traffic. The research specifically
targeted the “News and Media” category within the Ukrainian internet segment. The study was
conducted in January 2024, covering the most relevant available data (from September to Novem-
ber 2023). Exclusions comprised news aggregators, foreign media without Ukrainian editorial
presence, and media platforms inaccessible during the analysis period. Based on SimilarWeb
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statistics for the specified timeframe, the selected media represented 55.36% of the total category
traffic within the Ukrainian web, ensuring a representative sample.

During the preparatory stage of the study, media were categorized in accordance with the pa-
rameters provided in hypotheses H; and H,. To determine the format of content distribution (media
that operate solely online and those that also have an offline version), we analyzed the information
provided by outlets on the self-representation pages of the website (usually “About Us”). While,
determining the thematic direction of online media (H») presented challenges as popular outlets
often cover multiple thematic categories. E.g., “pravda.com.ua,” one of the most popular outlets
analyzed, includes sections on politics, economics, history, tabloid, sports, and more. In such cases,
we ascertained the thematic direction of media by analyzing the content of its main page. When
media outlets featured thematic sections on separate subdomains, priority was given to the primary,
most visited domain. Based on A. Zakharchenko’s thematic classification of online media, the
sampled outlets were categorized into the following groups: socio-political, business, cultural,
sports, tabloid and humorous media (Zakharchenko, 2014). Additionally, regional and military
media were also included as separate groups.

The content analysis of sampled media was conducted, limited to content published in the year
2023. The analysis protocol was developed with consideration of previous studies, particularly the
research structure proposed by R. Rodriguez-Martinez (Rodriguez-Martinez et al., 2010) and its
expanded version by M. Bafios-Moreno (Bafios-Moreno et al., 2017). However, the final list of
analyzed features was updated to reflect the modern landscape of Ukrainian online media and the
focus of this study. With advancements in technology and the widespread use of smartphones, the
need for a separate mobile version of a media website has diminished, so this feature was replaced
in the research protocol with media’s own mobile application, which becomes commonplace. Ad-
ditionally, the influence of platformization has narrowed the range of popular social networks,
leading to the elimination of excessive detail in the study protocol (thus, ability to subscribe to a
media profile across various social networks or messengers was considered a single feature). Pre-
viously popular chat functions have become obsolete and were excluded from the protocol. How-
ever, it was expanded to include interactive content features, as previous studies have only ad-
dressed this dimension of interactivity indirectly or partially. For instance, Schultz and Oblak men-
tioned only surveys, Chung and Zamith examined the presence of audio and video elements in
textual content, and Robledo et al. focused on immersive content. Thus, to develop a comprehen-
sive research protocol in this dimension of interactivity, we combined features mentioned in afore-
mentioned studies along with findings of researchers who directly studied interactive content (Fox-
man, 2015; Zagorulko, 2018). Taxonomy of interactive content of online media proposed in the
study includes surveys, quizzes, interactive infographics, interactive cartography, VR or AR con-
tent, and news games.

Table 1. Dimensions and parameters of interactive features in the online media.

Interac.t Whi37Cli Parameter N° Feature
mension
11 Ability to contact newsroom
Feedback 12 Ability to contact articles’ author
User - Media 13 Ability to rate article
1.4 Ability to submit a story (blogs)
Participation
15 Ability to correct article
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1.6 Updates subscription (email, RSS,
Google News)

Updates access

1.7 Social media subscription

1.8 Media application

19 Interface adaptation
Personalization

110 Search feature

21 Ability to share content on social

media or messengers

User - User Communication 22 Comments section
23 Discussion forum
. 31 Hyperlinks in articles
Interactivity as content ele-
ment . X . .
32 Usage of audio and video in articles
33 Quizzes
34 Polls
User - Content
- 35 Interactive infographics
Interactivity as content key
characteristic .
3.6 Interactive maps
37 Panoramic, VR or AR content
38 News games

As a result, the proposed research protocol includes 21 interactive features of a media website
and its content across three abovementioned dimensions of interactivity (user-media, user-user,
and user-content). The analyzed features reflect the implementation of interactivity across various
parameters, determining its specific functional direction, including feedback, participation, access
to updates, personalization, and communication (Table 1).

To assess the interactivity of websites, we analyzed the features accessible on the media homep-
age and randomly chosen publication pages. To find and analyze the interactive content we em-
ployed keyword search within the internal archive of the outlet and through the publications in-
dexed by the Google News. The utilized keywords corresponded to the interactive content taxon-
omy outlined earlier (test, quiz, survey, poll, infographic, map, VR, AR, 360, game, play, etc.).
Subsequently, articles identified through this method were examined to ascertain the presence of
interactive content. Each feature provided two evaluation options: 1 if utilization of the correspond-
ing feature was observed, and 0 if the analysis did not reveal its usage.

Results

Analysis revealed that 65.33% of the 150 examined digital media are available solely online,
while 34.67% also maintain an offline version. The thematic distribution of the media is as follows:
socio-political (82 outlets; 54.66%), regional (49; 32.67%), business (9; 6%), tabloid (6; 4%), and
military (4; 2.67%). The overall level of utilization of interactive features in the analyzed media is
at 40.1%. In terms of interaction dimensions, the most prevalent vector is user-media (45.6%),
followed closely by user-user (44.67%), while the least distributed is the user-content interaction
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vector, with only 31.5%. Breakdown of the results by the dimensions is presented in Tables 2, 3
and 4. Subsequently, we delve into a detailed examination of the results, presented by interactivity

parameters.

Table 2. Findings on user-media interactivity.

Feature Media category Content distribution | Aver-
age
Socio- Re- Busi- Tabloid | Military | Online Online
political | gional ness only and of-
fline

1.1. Ability to 97,76% 97,96% 100,00% | 100,00% | 100,00% | 100,00% 94,23% 98,00%
contact news-
room
1.2. Ability to 4390% 26,53% 33,33% 50,00% 0,00% 35,71% 38,46% 36,67%
contact articles’
author
1.3. Ability to 9,76% 8,16% 0,00% 16,67% 0,00% 10,20% 5,77% 8,67%
rate article
1.4. Ability to 6,10% 16,33% 22,22% 0,00% 0,00% 10,20% 9,62% 10,00%
submit a story
(blogs)
1.5. Ability to 2195% | 3061% | 2222% | 0,00% | 000% | 2245% 2500% | 23,33%
correct article
1.6. Updates 67,07% | 5510% | 8889% | 50,00% | 50,00% | 60,20% 6923% | 63,33%
subscription
(email, RSS,
Google News)
1.7. Social me- 9390% | 100,00% | 100,00% | 100,00% | 100,00% | 94,90% | 100,00% | 96,67%
dia subscription
1.8. Media appli- | 2439% | 1633% | 000% | 3333% | 000% | 1327% 3269% | 20,00%
cation
1.9. Interface 14,63% 4,08% 22,22% 0,00% 0,00% 10,20% 1,54% 10,67%
adaptation
1.10. Search fea- | 9024% | 8980% | 8889% | 6667% | 7500% | 87,76% 90,38% | 88,67%
ture

46,95% 44,49% 47,78% 41,67% 32,50% 44,49% 47,69% 45,60%

Feedback. The ability of direct communication between media and its audience is one of the
pivotal parameters of interactivity. As the results show, Ukrainian media are generally open to
feedback from readers, with 98% of the outlets provide the ability to contact the newsroom (1.1).
This feature provided for indicating the contact information of the media, including the editorial
office email. However, the ability to directly contact article’s author (1.2) is less prevalent, occur-
ring in only 36.67% of cases. Another poorly implemented feedback feature is user’s ability to rate
article (1.3). The monitoring revealed that only 8.67% of the analyzed media offer the audience to
express their opinions on specific publications. Two types of this feature have been recorded: sin-
gle-option evaluation (typically a “like”), and multiple-option evaluation, which may include
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options such as “like” or “dislike”, emoji reactions, or a selection from several options. For exam-
ple, after reading publication on “prm.ua”, the user is asked “What do you think about this?”” with
three answer choices: “Treason,” “Victory,” and “The fight continues,” drawn from popular memes
within the Ukrainian internet sphere (“3pada”, “Ilepemoca”, and “Bopomwvba mpusae™). Since
feedback can foster interaction, enhance the authority both of the author and the outlet, and demon-
strate the transparency, Ukrainian newsrooms possess significant potential to spread the adoption
of these important interactive features.

Participation. This parameter refers to the extent to which the audience can participate in the
media content creation, thereby transforming their role from passive recipients to co-authors. The
study showed a generally modest level of participation features implementation in Ukrainian me-
dia. Merely 10% of the analyzed outlets afford the readers the opportunity to submit a story (1.4),
and 23.33% providing ability to correct article (1.5). Primarily, the avenue to submit user content
is facilitated through blogs. Although blogs are featured on the pages of a significant number of
online media, only 10 of the 150 analyzed outlets have open blogs that transparently invite users
to become authors (notably, just one out of ten most popular Ukrainian online media permits the
audience to contribute their own texts, images, and videos within the blog section). In most in-
stances, blog posts are authored by opinion leaders or experts in specific fields, depriving ordinary
users of content submission opportunities. An alternative format for receiving content from the
audience is the “Report news” form, which was recorded in 3 of the analyzed outlets. The extent
of audience participation in content creation varies significantly depending on the thematic focus
of the media. Regional (18.37%) and business outlets (22.22%) demonstrate the highest rates,
whereas only 4.87% of national socio-political media grant users this opportunity.

Updates access. Convenient access to media updates and the ability of its personalization is
another major perspective of media interactivity. Upon assessing this parameter, we found that a
prevalent approach adopted by media outlets involves converting readers into regular subscribers
on social networks and instant messaging platforms (1.6), this practice was observed in 96.67% of
the outlets. Additionally, 63.33% of media offer readers the option to subscribe via email, RSS
feeds, or Google News (1.7), which provides wider opportunities of personalization of news mail-
ings. Due to the predominant share of mobile traffic (as per SimilarWeb, within the sample 76.37%
of visits to media websites originate from mobile devices, versus 23.63% from desktops), Ukrain-
ian online media also encourage their audience to continue consuming content in their mobile ap-
plications (1.8). This feature is implemented in 20% of the analyzed outlets. Notably, there exists
variability in application implementation across media: outlets operating both online and offline
are more than twice as likely to utilize applications compared to those functioning solely online
(32.69% versus 13.27%, respectively).

Personalization. The ability of users to adapt the content and to tailor appearance of the website
to their preferences and needs was tested. Using night mode (dark background and light letters for
easier reading in the dark) and changing the font size are among the most spread features of infer-
face adaptation (1.9). However, only 10.67% of the analyzed media provide such customization
options. Among these, “detector.media” website stands out as a leader in adaptability, offering an
extensive “Accessibility Menu”. This customization feature not only includes options like night
mode and font size adjustment but also provides users with control over contrast, color saturation,
text spacing, alignment, etc. Such comprehensive features are vital for ensuring a fully accessible
user experience, yet they remain underutilized across Ukrainian online media websites. Search
feature (1.10), allowing users to explore previously published content on topics of their interest,
despite its apparent significance for media interactivity, is provided only by 88.67% of the analyzed
outlets.
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Table 3. Findings on user-user interactivity.

Feature Media category Content distribu- Aver-
tion age
Socio- Re- Busi- Tab- Military | Online Online
political | gional ness loid only and of-
fline
2.1. Ability to 93,90% 75,51% 100,00% | 83,33% | 100,00% 85,71% 92,31% 88,00%

share content on
social media or

messengers
2.2. Comments 41,46% 40,82% 55,56% 16,67% 75,00% 47,96% 30,77% 42,00%
section

2.3. Discussion fo- 3,66% 6,12% 0,00% 0,00% 0,00% 5,10% 1,92% 4,00%
rum

46,34% | 40,82% | 51,85% | 33,33% | 58,33% | 46,26% | 41,67% | 44,67%

Communication. Within the “user-user” dimension we analyzed the opportunities that online
media outlets offer for interaction among their readers. In general, Ukrainian media predominantly
provide users with the opportunity for external communication, such as sharing content on social
networks or instant messengers (2.1), which is available in 88% of the analyzed media. It is note-
worthy that regional outlets exhibit the lowest utilization rate of this feature (75.51%), which could
be attributed to budgetary and technical limitations. The internal communication within outlets’
websites is considerately less common — only 42% of media provide comments section (2.2) for
users’ discussions. Furthermore, in 54.84% of cases it is impossible to leave a comment without
being authorized through social networks (while 45.16% of media provide this feature without
mandatory authorization or through internal registration on the outlet’s website). The uneven uti-
lization of this feature across different thematic categories was also observed. E.g., in the tabloid
media commenting is available in only 16.67% of cases, whereas in military outlets, this figure
stands at 75% (approximately half of media of other categories offer commenting facilities, as
detailed in Table 3).

Promotion of community formation through discussion forums (2.3), where media readers can
engage in active communication on topics related to the outlet’s focus, is rarely utilized in Ukrain-
ian online media. Forums were found to be in use by only 4% of the analyzed media, in socio-
political and regional outlets. The limited distribution of this option is also reflected by lack of the
audience interest. E.g., on the forum of “pravda.com.ua”, a national socio-political outlet with over
48 million monthly visits, as of January 2024, only around one thousand forum participants were
noted. However, forum appears to attract the most active core of the audience. Beyond the news,
users of “pravda.com.ua” forum discuss mobilizing assistance for military units where readers of
the outlet are serving to repel Russian aggression against Ukraine, which can be viewed as a tan-
gible success of the media in organizing interaction within its audience and fostering a sustainable
community.
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Table 4. Findings on user-content interactivity.

Feature Media category Content distribu- Aver-
tion age
Socio- Re- Busi- Tabloid | Military | Online Online
political gional ness only and of-
fline

3.1. Hyperlinks in 100,00% 97,96% 100,00% 66,67% 100,00% 97,96% 98,08% 98,00%
articles

3.2. Usage of au- 96,34% 100,00% | 100,00% | 100,00% | 100,00% 97,96% 98,08% 98,00%
dio and video in

articles

3.3. Quizzes 21,95% 16,33% 44,44% 33,33% 0,00% 21,43% 21,15% 21,33%
3.4. Polls 7,.32% 18,37% 0,00% 0,00% 0,00% 10,20% 9,62% 10,00%
3.5. Interactive 13,41% 4,08% 55,56% 0,00% 0,00% 12,24% 1,54% 12,00%

infographics

3.6. Interactive 18,29% 4,08% nNM% 0,00% 0,00% 9,18% 17,31% 12,00%
maps

3.7. Panoramic, 1,22% 0,00% 0,00% 0,00% 0,00% 0,00% 1,92% 0,67%
VR or AR con-

tent

3.8. News games 0,00% 0,00% 0,00% 0,00% 0,00% 0,00% 0,00% 0,00%

32,32% | 30,10% | 38,89% | 25,00% | 25,00% | 31,12% 32,21% | 31,50%

Interactivity as content element. In the dimension of user-content interaction two primary pa-
rameters were examined: integration of content with interactive elements and the intrinsic interac-
tivity of content. The overall adoption of interactivity within the content of Ukrainian online media
remains relatively low, with only 32% of the assessed opportunities being utilized. Among the
analyzed media, 98% incorporate hyperlinks into their content (3.1). Since implementation of this
parameter enables nonlinear navigation within the content, allowing users to explore topics based
on their interests and needs, researchers consider hyperlinking as a fundamental interactive char-
acteristic of online media (Deuze, 2003). It facilitates deeper audience engagement by providing
links to related publications or broader contextual information, and can offer a personalized content
selection based on users’ reading history. Similarly prevalent (98%) is usage of audio and video in
articles (3.2). However, it is important to note that in most cases, this multimedia content in Ukrain-
ian online media consists of borrowed materials rather than original content produced by the outlet.

Interactivity as content key characteristic. Quizzes (3.3) emerge as the most prevalent form of
interactive content in Ukrainian online media, appearing in 21.33% of the analyzed outlets. The
spread of quizzes can be attributed both to the ease of development (requiring minimal technical
expertise) and to the popularity of this content among the audience. Typically, quiz comprise a
sequence of questions with multiple-choice answers, often themed around specific topics and char-
acterized by a humorous tone. Quizzes on awareness of current news, popular among Western
media, were not detected in Ukrainian outlets. Most often, quizzes were found in business (44.44%)
and tabloid (33.33%) media, with no instances observed in military outlets. The popularity of the
quiz format in Ukrainian digital landscape is also evidenced by the spread of so-called “psychology
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tests”. While publications of this format often present a form of testing, they lack true interactivity.
Typically, these tests take the form of visual puzzles, prompting users to examine images and men-
tally answer questions related to what they observe, with the goal of revealing “psychological”
insights. A transcript of the test result is provided in the text of the publication below. This content
format was recorded in 18.67% of the analyzed outlets and, since it lacks genuine interactive pos-
sibilities, these findings were not considered in the overall assessment.

To establish audience opinion on specific issues, media outlets commonly employ polling (3.4).
Despite recorded popularity of such content in previous research (Oblak, 2005; Schultz, 2006),
only 10% of analyzed Ukrainian outlets were found to utilize this feature. Polling is most prevalent
in regional media (18.37%), while its distribution among socio-political outlets is relatively lower,
at only 7.32%. Within other thematic categories adoption of polls was not recorded. Most of the
media use internal options for surveying the audience, but external polling with usage of Google
Forms was also recorded.

Interactive infographics (3.5), comprising tables and graphs that users can manipulate (chang-
ing size or color, object movement, hover-based identification, and customization), were found in
use by 12% of the analyzed media. Adoption of this feature varies depending on the media’s the-
matic category, interactive infographic is more prevalent in business media, with 55.56% utilizing
it, compared to 13.41% in socio-political outlets and only 4.08% in regional media. While this
discrepancy can be partly attributed to the nature of the distributed content (business media are
more frequent in publishing numerical statistical information), however, we believe, that the lower
prevalence of interactive infographics in regional outlets may also be associated with technical
limitations of their capabilities. Most of the illustrations for analytical content in such media is
copying static infographics (images) of government agencies or other external sources.

Interactive cartography (3.6) allows users to interact with visually presented geographic infor-
mation. The demand for this format of content in Ukrainian segment of Internet has notably in-
creased since the onset of the Russian invasion, as it enables clear visualization of the situation
along the whole front line (Zagorulko, 2023). The rise of interactive military map resources like
“alerts.in.ua”, “deepstatemap.live”, and “liveuamap.com” underscores growing audience interest.
The use of interactive maps was observed in 12% of the analyzed outlets, with higher prevalence
in socio-political (18.29%) and business outlets (11.11%). While most media produce their own
interactive cartography, some also utilize built-in maps from external sources.

No news games (3.7) were found in the sampled media content for the year 2023. However,
this type of content, characterized by gamification of current topics typically in arcade genre, oc-
casionally appear in Ukrainian media. Among the analyzed outlets, news games were previously
published in the “liga.net” (“Tushkolov”, 2012) and “texty.org.ua” (“Manipulator”, 2018; “Decla-
rations-GO”, 2016). The only case of immersive content (3.8) (employing virtual, augmented real-
ity, or 360° content) within the analyzed sample is the “The Coronation through the Eyes of Charles
III” by the “bbc.com”, produced however by the foreign editorial team of this media. Adoption of
such a content format in the Ukrainian media has also been exceedingly rare in previous years.
Within the sample, instances of immersive content were recorded in “tsn.ua”, “radiosvoboda.org”
and “hromadske.ua” (Kyrylova, 2020).
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Figure 1. Interactive features implementation by types of content distribution.

H1: Media operating solely online are more interactive than media that operate both
online and offline.

Based on the findings, a clear correlation between the type of content distribution and level of
media interactivity was not established. Outlets presented solely online exhibited a 39.65% coeffi-
cient of interactive features usage, whereas those with print, radio, or TV versions showcased a
close figure of 40.93%. The hypothesis assumed that solely online media might display a higher
interest in interactivity given that the Internet serves as their only avenue for contact with audience.
This is partially supported by the fact that media operating exclusively online utilize user-user
interactive features 5.19% more frequently than those operating both online and offline. By ac-
tively fostering communication among their audience, these outlets can contribute to the formation
of an online community and prolong the attention retention. However, the hypothesis was not con-
firmed in other dimensions of interactivity; online media with offline version utilize interactive
functions marginally more often in the user-media and user-content dimensions.

Socio-Political [l Regional [ Business Tabloid Military
60,00%
40,00%
20,00% II
0,00%
User - Media User - User User - Content Average

Figure 2. Interactive features implementation by media categories.

H2: The level of interactivity of online media depends on its thematic focus.

Considering the limited sample size for certain thematic categories of media (tabloid (6) and
military (4)), drawing statistically reliable conclusions solely from Ukrainian online media land-
scape becomes challenging, necessitating broader research. However, the study findings still indi-
cate some discrepancy in the level of interactivity among thematic categories: across all the three
dimensions of interactivity, business media exhibit above-average results, and national socio-po-
litical media are more interactive than regional ones. This discrepancy becomes particularly evi-
dent when analyzing specific interactive features. The highest utilization of surveys, discussion
forums, and the content submitting option by regional outlets may preliminarily indicate the greater
importance of local community engagement for this category of media. While higher utilization of
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interactive content formats among with the variety of subscription options in business media may
reflect efforts to compete for the attention of a limited audience.

Conclusion

The content analysis of 150 of the most popular Ukrainian online media revealed a generally
moderate level of implementation of interactive capabilities. The overall usage rate of the analyzed
features is 40.1%, aligning with previous studies that have highlighted lack of interactivity in the
digital media environment. Ukrainian online media demonstrate rather formal interest in engaging
with the audience, primarily implementing the simplest interactivity features such as providing the
opportunity to contact the newsroom, share articles or subscribe on social networks. However,
more complex features across all three dimensions of interactivity remain rare, particularly oppor-
tunities for user participation, content creation, and personalization. The distribution of interactive
content also remains low. Therefore, “new horizons” of audience participation in digital journal-
ism, suggested in previous years, are still forthcoming.

Continued advancements in technology, particularly the rise of artificial intelligence, are facil-
itating the implementation of interactive features, thus easing the workload of online media pro-
fessionals. The widespread adoption of interactivity will enable Ukrainian media to compete more
effectively for audience attention amidst the information and communication overload. Exploring
the typology and peculiarities of interactive features in online media, as well as understanding
audience interests in it, are promising avenues for future research.
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