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Abstract  

The article is devoted to a comprehensive analysis of peculiarities of the content types, which can be 

placed in social media and Ukrainian Internet media, its differences, types of manipulation, and methods 

of prevention, perception, and distribution of unreliable information, determination of difference between 

fact and judgment. The article also analyzes the statistics of social media usage in Ukraine and around the 

world, using Facebook as an example. Various kinds and types of media existing on the Internet and 

traditional, conducted a survey of the most popular content using the Starch method, it was possible to 

identify how a person perceives one content that is placed on different media. The relationship between 

content type and media type is established. The phenomenon of information restriction, arising as a result 

of modern algorithms embedded in the Internet companies and social media, their positive and negative 

aspects and why, therefore, we are deprived of a choice among a wide range of other topics, and learning 

some other points of view was considered. Examining the origin and meaning of the "Information 
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Bubble" term, the authors propose to use a different term, "Membrane of Relevance", which, in their 

opinion, is more relevant to the essence of the said concept. The authors propose to use a taxonomy 

method to determine the impact of content on a particular type of media, which will greatly simplify the 

content analysis process. 

Keywords: Media, Content, Fact, Judgments, Relevance, Information, Speech, Algorithms, Filters, 

Strategy, Electronic business (e-Business), Internet, Social media. 
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Introduction 

Social media have rapidly changed our attitude to the information space. We have turned from 

listeners and readers into authors and disseminators of information. Today, information is 

becoming more and more accessible, and its volumes are huge. According to the American Media 

Literacy Center, an average person spends 5 years of its life for social media and more than 7 

years for watching television; these figures will be growing further. In total, it exceeds the time 

we spend for communication, self-care, and food. What complicates the situation is that some of 

the information we receive is distorted, manipulative, and false. Scientists at the Massachusetts 

Institute of Technology found that fake news is spreading 6 times faster than the true one. We live 

at the time when fake news is business. Social media bring the world together but cannot cope 

with the adverse consequences of this process, and although propaganda and misinformation have 

existed for centuries, the technical revolution has made them faster, more effective, more 

sophisticated, and even more dangerous. So far, the education system has been unable to provide 

us with the knowledge that would help us navigate the modern information ecosystem. Media 

education is developing not so fast as the technology we use every day. 

As information consumers, we need to know how to adapt to the large volumes of 

information. We also must be able to select the high-quality content and to search for it 

purposefully. As information authors, we must monitor what we create and distribute, know the 

signs of high-quality journalism, and what types of manipulation exist. 

In the time we live, the media space is changing continuously, assuming new forms and 

meanings. Today, the word "media" includes many notions, both printed publications, TV and 

radio broadcasting, and online content, which in turn includes social media, lots of podcasts, blogs 

and electronic publications. 

Nina Zrazhevska believes that the term "new media" can be defined as "interactive 

electronic publications and new forms of communication between content producers and 

https://jitm.ut.ac.ir/?_action=article&sb=399&_sb=Electronic+Business+%28e-Business%29
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consumers, which distinguishes them from usual forms of media, such as traditional TV, radio, 

newspapers and magazines.  

New media have emerged and continue to develop through the spread of innovative 

technologies, i.e. digital, network, information, and telecommunication ones. When such 

innovations are spread and perceived by the public environment, they can be identified as separate 

phenomena – convergence, virtualization, multimedia, and the emergence of new approaches to 

organizing and managing knowledge (Polevik A. (2019). 

Most of the different communication media enlisted by different specialists to new media 

must necessarily be integrated with modern information technologies in communication spheres. 

In particular, these are online broadcasts of TV and radio channels; YouTube, iTunes services, 

allowing the follower to access video, transmissions, and other content on their servers via the 

Internet, cable, IPTV or other network (Video-on-Demand and Audio-on-Demand) online media 

players; Internet services (CatchUpTV), allowing to view the recorded television content, 

including LiveInternetTV, VirginMedia, WorldTVpc, many Ukrainian TV channels; social media 

(Facebook, Twitter, LinkedIn, Instagram, Google+), various blogs (Blogger, Worldpress, 

Livejournal, Blochu; citizen journalism on the portals such as Digg, Highway, Kolona, 40ka.Info; 

Internet radio services; photo services (Flickr, Google Photos, Photobucket, Amazon Prime 

Photos, Picasa) (Hogan M., Strasburger V. (2018). 

According to the Datareportal website, the average user has an account on more than 9 

social media, and spends at least 2 hours of his/her time for them every day. However, this figure 

may vary depending on the place of residence and culture. For example, the Filipinos spend about 

4 hours a day on social media sites, while the Japanese spend less than an hour. 

Facebook has long been the most popular social media in the world among users. Currently, 

there are 6 social media platforms used by over a billion people every month, and four of these 

platforms are owned by Facebook. Overall, 20 social media have 200+ million active users per 

month (Fig. 1). 

Fig. 1. Social Media Stats Worldwide December 2020      Source: Social Media Stats Worldwide 
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Ukrainian Internet users are gradually getting used to perceive social media as the main 

news channel, and Facebook is the most popular source of such information. Studies conducted in 

2020 showed that the share of Ukrainian network users reaches 10 million (Akram V., Kumar R. 

(2020), while the number of media users worldwide is 1.9 billion (Karpenko O. (2020). 

Therefore, this social media is the most accessible and effective channel of communication 

with readers for the Internet media. In particular, the monitoring conducted by the French media 

showed the victory of Facebook. Analysts, speaking about the dependence of media networks, use 

the following three characteristics, "First, they are used to expand audience free of charge, second, 

to using the network tools, and third, to obtaining additional income. However, most media outlets 

describe such cooperation only as "excellent opportunities to experiment and reach the audience" 

(Pourkhani A., Abdipour,K., Baher B., Moslehpour M. (2019). A common user of modern media 

technologies needs the skills of analysis, evaluation, and information creation, because they are 

the basis of media literacy. 

Research methods and models 

 
The "media" term covers all types of mass communications, i.e. Internet, TV and radio 

broadcasting, as well as press. That is, media means everything from newspapers, magazines, 

periodicals to online publications, news, advertising in educational and entertainment content, to 

mention just a few of them. 

In order to evaluate the storage of content in the media, we need to understand the goals 

which it is created and the distribution channels. For this purpose, we conducted a survey from 

February 3 to February 14, 2020 among students of 3-4 courses (120 respondents) of the field of 

knowledge "Journalism", KNUTE. All questionnaires were relevant and subject to analysis. The 

research method was based on the Sturch method, the essence of which was to memorize content 

and identify the causes of the most interesting to students. To assess the importance of 

information, we must understand the purposes for which it is created and disseminated. 

Six types of content we encounter every day: 

Informing 

Judgment 

Propaganda  

Public relations 

Social advertising 
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Commercial advertising 

In order to identify the most memorable content, we have placed the same information in 

different media. But before we did the research, we explained to the students what the types of 

content and varieties of media were so that they consciously respond and try out the material 

presented. So, before presenting the results of the study, it is worth considering in detail the types 

of content. Not all types of content provide us with objective information, some try to convince 

the consumer of something, to impose their opinion. 

The information contains facts to familiarize us with certain topics. The authors of 

information material should use only facts without adding their own thoughts and assessments. 

They must provide information objectively. 

Judgment is someone's belief or point of view. Evidence may support judgments, but it is 

never possible to prove a true or erroneous judgment. The fact can be confirmed or denied. One 

can prove that it is true or false by means of evidence when journalists present facts objectively 

and indicate the source of information, but this does not always happen in practice. A statement of 

fact may also be erroneous. According to the American Press Institute, journalism is the 

collection, evaluation, creation and presentation of news and information. However, these facts 

are not used to inform; rather, the authors use them to support their own judgments. That's how 

they try to convince us of something. Still, judgments should always be separated from the news 

and authors should always indicate that this is their own opinion. 

The purpose of propaganda and judgments is to influence the audience and convince them 

of something. Such content is mainly based on emotions and imagination, and therefore its 

authors use only the facts and references supporting their views. That is, the article on presidential 

elections supporting a specific candidate is an example of the convincing content. 

Press, television, radio, online newspapers, and magazines. When we talk about these types 

of media, it is important to understand who their owners are and where they receive funding from. 

Primarily, there are public and private media, as well as public broadcasting. In the course of the 

study, we were interested in finding out whether there was a link between the perception of the 

information and the channel of its dissemination among the youth. 

Private media are funded by individuals or groups of individuals, and usually their main 

goal is to get a benefit. According to some research results, private media are quite common in 

Ukraine. For instance, Rinat Akhmetov owns the TV channel Ukraina and the popular newspaper 

Segodnya, while Viktor Pinchuk owns Novyi Kanal, ICTV, and STB. Above all, we must 

understand that events covered by private media can be distorted or presented from a certain 

angle. Owners can decide what content they offer to the public. Besides, private media can tell 
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about some events and ignore others. In 2017, the media institute jointly with Reporters Without 

Borders conducted research and found that 10 of 11 selected Ukrainian TV channels were directly 

or indirectly related to politicians. They also revealed that 75 percent of the Ukrainian audience 

watched the channels of only 4 powerful owners, Viktor Pinchuk - "STB", "Novy Kanal", 

"ICTV", Ihor Kolomoiskyi - "1 + 1", Dmytro Firtash - "Inter", and Rinat Akhmetov, who owns 

"Ukraina" TV channel. The same goes for the radio. More than 92 percent of Ukrainian listen to 4 

major groups of radio stations, which are also associated with political figures, namely Viktor 

Pinchuk "Tavrmedia", Serhii Kurchenko UMH, Anatolii Ievtukhov "Business Radio Group", and 

Kateryna Kit-Sadova "Radio-Lux". Because of this pattern of audience and advertising market 

distribution, it is much more difficult for the other media to attract the people's attention and 

advertising revenue they need to exist. There is a tendency that even the newest media in Ukraine, 

including Espresso TV (Arseniy Yatseniuk, Arsen Avakov), News One (Vadym Rabinovich, 

Ievhen Muraiev), and 112 Ukraina (Taras Kozak) are also related to the politicians. If we know 

who owns the media that we watch, read or listen to, we can analyze why the information is 

presented in this way, why it contains such judgments, and what its purpose might be (Pourkhani 

A., Abdipour,K., Baher B., Moslehpour M. (2019). They belong to the state, so their funding 

comes from the state budget. All laws or other legal acts shall be published in Ukrainian in official 

publications. They include brand "Uriadovy Kurier", "Official Gazette of Ukraine", "Holos 

Ukrainy" and "Vidomosti Verkhovnoi Rady Ukrainy." Many official documents come into force 

on the date they are published in "Uriadovy Kurier". There's a similar example in Poland. The 

Dziennik Ustav newspaper, Journal of Laws of the Republic of Poland, publishes the government 

decisions and regulations. 

On the other hand, public media can also be a public policy tool. In Russia, for example, the 

main national media belong directly to the state, or to the companies closely connected to the 

Kremlin. The government controls Channel 1 and Russia1, two of the three main federal channels, 

and Gazprom State Energy Company owns NTV. The Russian government controls the media not 

only within the country, they also have access to the international level through the Russia Today 

channel known as RT. The Russian government has created this channel as a tool to improve 

Russia's reputation abroad and to spread its ideas around the world. Broadcast is conducted in 

English, Arabic and Spanish. 

Like private ones, public media can also influence their content and disseminate certain 

ideas. Youtube has become the main platform for Russia Today and other state media. In response 

to this, in 2018 Youtube introduced a new policy in the U.S. aimed at such media. For example, 

the new policy requires all videos of Russia Today to have an explanatory label "IT is fully or 

partially funded by the state government." After all, if we know who funds what we view, read or 

listen to, we can understand and recognize hidden ideas and messages (Becquet N. (2017)). 

Another type of traditional media is public broadcasting, and although it is usually financed 

https://fr.ejo.ch/author/nicolas-becquet
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by the state, editorial freedom is the main factor that distinguishes public broadcasting from the 

other state media. 

The main purpose of public broadcasting is to work for and be accountable to the citizens. 

As a rule, public broadcasting receives funding from the state and followers. The fact that the state 

finances this type of media is not a problem as long as it does not interfere with the content. To 

ensure this, we need transparent democratic instruments. On November 9, 1995, Ukraine joined 

the Council of Europe and committed itself to creating a media with a neutral and independent 

editorial policy. Since then, public and international organizations have struggled to adopt the 

required law. The Law of Ukraine on Television and Radio Broadcasting was adopted only in 

2014. It ensures that the state provides funding for public broadcasting and creates the required 

conditions for the creation and existence of public television and radio. According to the 

suspilne.media website, the National Public Television and Radio Company of Ukraine owns two 

national TV channels, UA1 and UA Kultura, as well as three national radio stations, UA 

Ukrainske Radio, UA Radio Promin, and UA Radio Kultura. It also has a national radio station 

Radio Ukraine International and regional radio channels. 

Editorial independence of public broadcasters is the key factor that distinguishes them from 

the other state-funded media. Being able to share objective information and being its reliable 

source is a required prerequisite for public broadcasting in Ukraine. Editorial freedom is now 

guaranteed by law and, accordingly, public bodies; the government has no right to interfere with 

public broadcasting, censor, control, or influence the content. Besides, the law protects public 

broadcasting from the need to cover the actions of the state, government, and local public 

authorities. A proof of this is a satirical show called #@)₴?$0 (grill, the at sign, bracket, hryvnia, 

question mark, dollar, zero) with Mykhailo Shchur on UA1. It presents the latest political news 

and developments in a satirical manner. Although this show is funded by the state, we know that 

this program enjoys editorial freedom, because its regularly criticizes public figures and does not 

miss a chance to highlight their fails. 

In a more global context, one of the best-known public broadcasters is the British 

Broadcasting Corporation, BBC. The BBC mission is to pursue the public interest, providing the 

audience with objective, impartial, and high-quality informing, educational, and entertaining 

content. Currently, public broadcasting in Ukraine faces many challenges, in particular the lack of 

funds. Although the law provides for funding, the Parliament fails to meet these obligations. Two 

bills, obliging the public broadcasting to cover the actions of the Prime Minister, the Government 

and local authorities, were submitted in 2017. Thanks to public pressure, one of these bills has 

been withdrawn. 

Independent media are vital to the existence of democracy. Freedom of speech and 

pluralism of ideas can help readers, listeners, and viewers to critically assess information and 
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form their own judgment of the occurring events. 

The 2018 Global Digital Report by VI Social indicates that more than 4 billion people are 

using the Internet. In 2017, almost 10,000 people started using social media every day, which 

means more than 11 new users every second. Social media are the reality in which we spend a lot 

of time. That's where we communicate with friends, colleagues, and relatives. Further, SM 

allowed the creation and dissemination of information to thousands of users in just a minute. 

Official materials from reputable publications that meet journalistic standards can be found in the 

SM. Further, you will also find information from bloggers, opinion leaders, relatives, colleagues, 

friends and so-called experts, who often present their beliefs and thoughts as facts. Information in 

the SM is disseminated almost without any control or regulation. Besides, not all users are used to 

verifying the validity of the information they receive and disseminate. Therefore, they may 

inadvertently or deliberately disseminate false information. We also have no complete control 

over what gets on our news feed, because the information we see is selected for us by an 

algorithm. To better understand the user preferences, Facebook collects data about them online. 

Based on our likes, the links we follow, the locations we specify, communities and friends, 

algorithms personalize the information we see. They choose what they think is most relevant to 

us. For example, if you are looking for a new car online, don't be surprised if your Facebook news 

feed will offer you car loans. Social media rely on the user preferences and offer pages that might 

interest them the most. They can also limit interaction with users and pages that have opposing 

views, as this can make users less likely to use the platform. So, every time we open Facebook, 

we see information that the system has already chosen for us. 

By 2018, Facebook was buying offline behavior information from marketing and analytics 

companies, such as Acxiom, Epsilon, Experian, Oracle Daily Cloud, TransUnion, and WPP. Most 

of them have offices in America, Europe, and Asia. This fact is still a matter of debate. Due to the 

public pressure, Facebook updated its information policy in April 2018, and stated that it would 

no longer use information received from the third parties. However, this is not prohibited for 

companies advertising their products and services on Facebook. Instagram works in accordance 

with Facebook and prioritizes the most valuable moments for you, and the goal of Youtube is to 

help the users find the video they want to watch. In other words, social media choose content for 

your feed based on your previous behavior on the website, such as search and browsing history. 

Twitter algorithms work a bit differently, however. It provides information in a feed in 

chronological order and uses simple algorithms that first show the most relevant tweets. It is 

important for the user to know that he can disable these algorithms in the account settings. When 

media is used as a news source, apart from the news as such, there is always a chance to come 

across the judgments, manipulations, and other sources of false information. Although the user 

may not always be able to control the information in its feed, one can at least learn about the way 

it got there, and not perceive or disseminate the information without the proper check of its 
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sources and the potential bias it may contain. 

The perception of content is influenced by the following main factors: cognitive (cognitive), 

emotional (affective), behavioral (connective). Let's take a closer look at each of them: 

1. Cognitive impact is related to how content is perceived by people. Studying the cognitive 

component involves analyzing a number of processes of information processing, such as: 

1.1. Sensations (visual, auditory, taste, motor, olfactory, touch and some other types of 

sensations); 

1.2. Perception, memory, imagination and imagination (movement, contrast, selection of a 

figure from the background); 

1.3. Thinking (comparison, abstraction (distraction), concretization, analysis, synthesis, 

generalization, establishment of analogies, association, reasoning) and language, etc. 

2. An affective (emotional) component of the influence of content that determines the 

emotional attitude to an object of information: whether it is a subject with sympathy, 

dislike, neutral or contradictory. 

An emotional memory is much stronger than other types of memory. It influences decision 

making, that is, the purchasing behavior of a person. Experts believe that the sympathy for the 

product is proportional to the sympathy for the advertising information. 

If a person does not find for themselves anything interesting, emotionally colored, then she 

may not have the desire to make a purchase. 

3. The behavioral (connective) factor of perception implies the analysis of a person's 

actions, determined by his purchasing behavior under the influence of information. The 

behavioral component includes both conscious and unconscious behavior. 

Information should be directed immediately to the unconscious and conscious, that is, to 

thoughts, feelings, relationships, and human behavior. 

Considering the above factors of influence on perception, the following research results 

were obtained (Table 1). 

 

Table 1. The influence of perception factors on the types of content 

 

 

№ 

 

Factors 

Types of content 

Informing,% Judgment,% Propaganda,% PR,% PSAs,% 
Commercial 

advertising,% 

 12 23 25 9 21 10 

1 
Cognitive 

Impact: 
25 23 9 42 44 50 

1.1. Feeling 13 4 6 10 22 14 

1.2. Perception, 9 8 2 26 17 29 
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memory, 

imagination and 

imagination 

1.3. Thinking 3 11 1 6 5 7 

2. Affective impact: 35 32 38 27 31 32 

2.1. Sympathy 15 4 2 12 23 10 

2.2. Antipathy 5 15 19 3 1 8 

2.3. Neutral 8 3 5 4 2 1 

2.4. Controversial 7 10 12 8 5 13 

3. 
Behavioral 

impact: 
40 45 43 31 25 18 

3.1. 
An informed 

choice 
22 17 18 18 15 12 

3.2. 
Unconscious 

choice 
18 28 25 13 10 6 

 

Therefore, it is worth noting that the most memorable are the following types of content: 

propaganda (25%), that is, read it completely and opinions (23%), the content of which was 

partially read. Commercial advertising (50%) has the greatest cognitive impact through 

perception, memory, imagination and imagination. Affective influence is followed by propaganda 

(38%) at the expense of antipathy, in turn, behavioral influence is observed in judgment (45%) at 

the expense of unconscious perception. There is a relationship between content type and media 

type (Fig. 2). 

 
Fig. 2. The relationship between content type and media type 
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Private media is characterized by the popularity of public relations, state media and public 

service broadcasting remember this type of content as information, and social media outweigh 

judgments. The most popular media are social media. 

When considering social media, one should consider the membrane of relevance. 80% of 

respondents justified their positive attitude to social media – remarketing (Gontareva et al., 2020). 

Due to the algorithms used by the web pages, you only see in your feed what you might be 

interested in, that is, search results, links, ads, and Facebook messages are based on your previous 

online behavior. We should keep in mind that the algorithms show us the information we prefer 

and remember that there is always an alternative opinion. You should consciously look for other 

points of view, always check the source of information, its relevance and reliability (Babenko et 

al., 2021). The "information bubble" term was suggested by Internet activist Eli Paraser. You can 

also come across the "filter bubble" term on the Internet. However, analyzing the content of this 

concept and functions it performs, the authors believe that the "relevance membrane" term would 

be more appropriate, because is better corresponds to the function of this phenomenon. 

Mark Zuckerberg, when answering the journalist's question, "Why is the relevance 

algorithm so important?" on the news feed, said, "A squirrel dying by your home is more 

important to you than people dying in Africa." What does the Internet look like based on this 

approach? 20 years ago, the Internet looked like a connection to the whole world, it was 

something that could bring us all together. It could have been great for democracy and for society. 

However, there is a shift in the information reaching us, and this skewness is invisible. It could 

become a real problem if ignored. All SM reject the information that we are less interested in and, 

consequently, different people get different results to the same search query at the same time. 

Therefore, the "relevance membrane" term that we propose covers the signs of this approach to 

the information filtering. 

There are 57 signals that Google reads about its user, i.e. your location, computer type, 

browser, etc. It uses these data to personalize your search results. Standard Google no longer 

exists, but it's not so easy to notice. We cannot see how different the search results of one person 

are from another. Eli Paraser compared the results of a search by the word "Egypt" (Fig. 3) 

(Brooke J. (2018). 

  

Fig. 3. Search results of two different users by word "Egypt", 20.04.2020 

https://www.amazon.com/s/ref=rdr_kindle_ext_aut?_encoding=UTF8&index=books&field-author=Justin%20Brooke&search-alias=digital-text
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Even without reading the links, it is quite clear how the two pages differ. If you read the 

links, you will see an amazing picture. Daniel did not get any result at all about the protests in 

Egypt on the first page of the search results, while Scout’s results were overflowing with them. It 

was really big news at the time. However, this is not just about Facebook or Google. This trend is 

common to the modern Internet. A number of companies is implementing personalization using its 

own model. Yahoo News, the largest news site on the Internet, is now personalized; different 

people get different news. All news sites filter the information in a personalized manner, although 

in their own way. And it quickly leads us to a world where the Internet shows us what it thinks we 

want to see, but not necessarily what we should see. Like Eric Schmidt said, "It will be very 

difficult for people to see or use something that was not adapted to them to some extent." 

Undoubtedly, if you take all these filters and algorithms together, we will get an information 

bubble, which is your own, personal unique piece of information in which you live online. And 

what's inside your bubble depends on who you are and what you do. But the problem is, you don't 

decide what gets in. And more importantly, you can't even see that information, it's filtered out. 

One of the IS problems was discovered by Netflix researchers. They watched Netflix playback 

sequences and noticed some unusual things that others might have noticed too, i.e. that there are 

some movies that just get into our homes, like Superman or Spider-Man. We all want to watch 

really serious movies, but now we're impulsively choosing the easiest, and we can watch Die 

Hard or Red for the fourth time. So, the best editorial office offers us both options. A little Dima 

Bilan, Oscar, Afghanistan, nice ideas and the like. A little information salad, information dessert, 

and the problem is with the types of information filters, with algorithms and personalization, with 

what they mainly take into account, something you clicked first and the thing that shifted the 

balance. Instead of a balanced information diet, you may find yourself surrounded by information 

fast food. It shows that we misunderstood the story about the Internet. In a "broadcast" society, 

this is what its mythology is – there used to be the sentinels, editors, and they controlled the flow 

of information, and now the Internet came along and replaced them. It allowed us all to come 

together, and it was amazing. But that's not exactly what's happening right now. The task shifted 

from human editors to algorithms, and the fact is that the algorithms do not have something like 

the built-in ethics that editors had. So, if the algorithm corrects the world for us, if it decides what 

we can see and what we can’t, then we must make sure that they are not just tied to relevance. We 

must make sure that they also show us things that are uncomfortable, challenging or just 

important - other points of view. A person must have some control so that it could decide what 

passes through the filters and what doesn't (Akram V., Kumar R. (2018). 

Based on our research, we suggest applying taxonomy method to determine the impact of 

content on a particular type of media. This method has a generalized structure and has never been 

used in studies of this type (Ramazanov et al., 2020). The advantage of this method is that we can 

perform analysis using multidimensional comparisons, with a powerful arsenal of systematization 

algorithms that eliminates double counting of indicators, thus increasing the likelihood of the 
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х =[

x11x12 … x1j

x21x22 … x2j

xi1xi2 … xij

] 

result obtained (Dulyaba N. (2016), Pursky O., Dubovyk T., Gamova I., Buchatska I. (2019), 

Fayvishenko D. (2018) (Table 2). 

Table 2. Stages of applying the taxonomy method to evaluate the impact of content on a particular type of 

media 

Phases Description 

definition of indicators determining of the content 

components 

x1, х2,…хn (indicators determining the status of semantic 

content, keywords, and others). 

forming a matrix of the value of certain indicators for 

each component of the content components 
where, i means the ordinal number of the object under study 

from 1 to p; 

j means the ordinal number of the feature under study for 

each object from 1 to p. 

standardization (attribute value alignment), which 

involves determination of the average value for each 

indicator 

where, Zij means a standardized value for j 

and for i unit; 

Xij means the elements of the standardized 

value matrix; 

xi means the average. 

formation of a distance matrix, on the basis of which 

the location of each specific object in the whole set of 

objects under study is determined 

where Zij means the value of the 

standardized j-th feature for the i-th 

object; 

Zoj means a standardized j-th feature for the object base 

differentiation of features into stimulants (positive 

impact on the overall level of the object development) 

and non-stimulants (slowing down the media 

development) 

 

Zoj  =тах Zij , if j is a stimulant; 

Zoj  = тіп Zij,, if j is a non-stimulant. 

formation of the reference vector (Рo) based on the 

distance matrix elements 

spacing between unit point and Р0 point 

calculation of taxonomy indicator (general indicator 

of the impact of content on a particular kind of media) 

K1 =1-d1, where d1 =
С𝑖𝑜

𝐶𝑜
, Сo = Co

̅̅ ̅ + 2So, 

 

Cio= 

 

In the article analyzes the results of research by media analysts and scientists, and it can be 

noted that social media are now actively explored by scientists and experts in various fields as a 

significant type of new media and platforms, where the consumer can communicate with others 

and receive or share information. Specialized resources offer a large number of analytical and 

practical studies of the social media development features and the impact of social media on the 

essence of modern communication and information consumption. 

The active growth of interest of the experienced Internet media audience in social media, in 

particular YouTube, Facebook, Twitter, Instagram, as well as continuous growth in the number of 

their users steadily leads to the rapid development of social media and the active use of traditional 

media information opportunities of social media platforms, looking for interesting topics, 

information sources, comments, expert opinions, witnesses and participants in the events, and 

𝑍𝑖𝑗 =
𝑋𝑖𝑗

�̅�1

 

Cio=|Zij- Zoj| 

√∑(𝑍𝑖𝑗

𝑚

𝑖𝑜𝑗

− 𝑍𝑜𝑗)^2 
Cio= 

 

√ 
1

𝑚
∑ (𝐶𝑖𝑜

𝑚

𝑖𝑜𝑗
− 𝐶𝑜

̅̅ ̅)^2 
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researches based on the data obtained from the analysis of comments, estimates, feedback, and 

audience response to certain shared information. 

Conclusion 

 
Analyzing the current social media market, we identified and characterized six types of content, 

which is used by a wide audience of consumers. With such an extensive spread of online media, 

the emergence of manipulative content cannot be completely prevented, and an important 

contribution of this material is proposals to prevent the perception and dissemination of false 

information, as well as methods to recognize the difference between a fact and own opinion of the 

news author. We have found that propaganda is the best type of content to remember. It is 

revealed that this dynamic is caused by affective influence on the person. 

The audience of Internet media, which, as information consumers, is a user of social media, 

is characterized by unsteadiness, changing interests, habits and preferences, its interest in active 

changes of role positions influencing the news agenda, becoming trendsetters of format, genre and 

type of content, which, of course, should be an influential factor in establishing the Internet media 

own behavioral priorities.  

Considering the relationship between the type of content and the type of media, we can say 

that private media is characterized by the popularity of public relations, state media and public 

service broadcasting remember this type of content as information, and social media outweigh 

judgments. The most popular media are social media. 

In ours research on the origin and content of the "information bubble" term, examining its 

essence and related data, the authors arrived at certain conclusions regarding its inherent 

characteristics and meaning, suggesting that the "relevance membrane" term should be used as the 

most appropriate to the term and its essence.  

It is proposed to use the taxonomy method to determine the impact of content on a 

particular type of media, which will greatly simplify the content analysis procedure. This is an 

indispensable method for analysis of content for a certain period, the evaluation of results 

according to a plan, the analysis of the individual components of the content – all this cannot be 

calculated based on fragmented data and requires the introduction of a comprehensive system of 

different indicators, their systematization and analysis. 
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