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UKRAINIAN MEDIALANDSCAPE IN THE TIME OF WAR (2022-2024):
TRANSFORMATION, RESPONSE TO THE WAR, DYNAMICS
OF MEDIA CONSUMPTION

AHOTANIA. Y cmammi 00cniOnyempcs naus pociticoko-ykpaincokoi 2ibpudnoi itiHu Ha yKpaiHcvkuti medi-
ananowagdm ma mediacnomusanus. JIns 6ussneHHs KilvbKiCHUX A AKICHUX 3MiH 8UKOPUCINOBY8ANACST 3MIilUAHA
Memo0onozis 0ocnionenns. Hezeaxaouu na empamu menexananis, padiocmanyiii i opykosanux 3SMK, 6invusicmo
MediaKoMNaHitl He NPUNUHUIU MOBJIEHHS NOOIU3Y 30HU 60Tiosux Oili i Po3noUAnU 3 NOUAMKOM BiliHU CHiNVbHI iHiYia-
mueu. Iymanimapna dignonicmo 3MK 6yna 3ocepedscena Ha kpayocopcuney uyo0o 360py pecypcis ma ingopmayitiniil
niompumui 0ns nepecenenyis, pasnUBUX Kamezopiti HacereHHs Ma 6ilicbkosux nidposdinie. Aemopu 3a3naqaiomo,
wo nix eymanimapuux meditiHux kamnauiti w000 6iliHU 6 Ykpaini npunae na nepuii xinvka micAuié sitinu. bino-
wicmo iHiyiamue manu mpusanuii mepmin 0ii. okyc Kpaydcopcuneosux i panopeiisuHe08Ux Kamnauiii, opeaizo-
8aHux media, 8 OuHamiyi nepemiugascs Hacamneped 6id nooeti i3 30HuU 6otiosux 0itl, AKi 6mMpamunu pobomy, 00MieKy
ma pionux y 2022-2023 pokax, Ha niompumky apmii ma 3miyneHHs o6oponu kpainu y 2023-2024 pokax. Axuen-
MoB8aHo MeHOeHUil0 U000 30IbULeHHT CHONUBAHHS HOBUH Yepe3 coyuianvHi media ma 30epexceHHS 6UCOKOI ysasu
epomadan 0o oiyitinux dxcepern, maxux sax Ipesudenm Yikpainu ma 36potini cunu. 3MK eidiepanu eupiwianviy ponv
Yy HAUIOHANbHIN €0HOCIMI, NPUOINIAIOUU BeNUKY YBA2Y KOPNOPAMUBHIL coyianvhili eionosidanvhocmi. JlocnioneHHs
Cnojueanus media sugsunu Oesinopmayilini HApamueu ma cmpamezii, 0COOTUBOCINI 36UHOK CHONUBAHHS HOBUH
niod uac sitiHu.
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Asmopu Hazonowyomo, w0 media Mamv NOMyHHUL 6nU6 HA POPMYBaHHS NoenAdi6 i nepexoranv nwdeti. JToou
wyxaiomo y media inopmayii ma niompumxu, w06 3po3ymimu cumyauilo ma 3Hatimu WasIXu nooonanHs kpusu. Mo-
HiMopuHz MediacnoNUBAHHS Ni0 UAC GiliHU BANCTUBULL 0TI AHATIZY OYMKU 2POMAOCLKOCE NPO me, SIK B0HU 8UKOPUCINO-
8yilomv media, IK 60HU CHPULIMAIOMb 00MeNeHH HA BUKOPUCMAHHS Media, XMO Hece 8i0nos6idanvHicmp 3a geliku ma
Oesingpopmauito, a maxoic sKi Oxcepena BUKAUKAIOMb 008ipY.

KnrouoBi cnoBa: yxpaircvki media; 2ibpudna 6itina; mediacnoiusants; KopnopamueHa couianvHa 8i0nosioans-
Hicmb; desiHgopmaiss; coyianvHi media.

ABSTRACT. This article examines the impact of the Russian-Ukrainian hybrid war on the Ukrainian media landscape
and media consumption. A mixed-method research methodology was used to reveal quantitative and qualitative changes.
Despite losses in TV channels, radio stations and printed media, most media companies hadn’t stopped broadcasting near
war zone and launched united initiatives at the start of the war. Humanitarian media activities focused on crowdsourcing,
fundraising, and information support for displaced people, army divisions, and the general Ukrainian public. The authors
note that the peak of the humanitarian media campaigns for the war in Ukraine was during the first several months of the
war. Most of the initiatives had long-term duration. The focus of crowdsourcing and fundraising campaigns, organized
by the media, moved in dynamics primarily from people from the war zone who lost their work, home, and relatives in
2022-2023 towards army support and strengthening the defence of the country in 2023-2024. Increased news consumption
through social networks was noted, with high trust in official sources like the President and Armed Forces. The media played
a crucial role in national unity, with a strong emphasis on corporate social responsibility. Media consumption surveys
identified disinformation narratives, strategies, and peculiarities of news consumption habits during the war.

The authors believe that the media has a powerful influence on the formation of people’s views and beliefs. People look
to the media for information and support to understand the situation and find ways to overcome a crisis. Monitoring
media consumption during wartime is important for the analysis of the public’s opinion about how they use the media, how
they perceive restrictions on media use, who is responsible for fakes and disinformation, as well as which sources inspire
confidence.

Keywords: Ukrainian media; hybrid war, media consumption; humanitarian response; corporate social responsibility;

disinformation; social media.
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he Russian-Ukrainian hybrid war (2022-

2024) had a significant influence on the

Ukrainian media landscape, changing the
flow of information warfare not only the way how
the information was reported, widespread and
consumed but also the role of journalism in society
in general.

Traditional media were challenged in the
quickly changing environment by both external
and internal factors, such as safety and security
risks for the journalists, who are reporting from
war zone; increased news coverage by the social
media, increased regulations due to national
security concerns; the spread of disinformation and
propaganda, leading to more confusion and anxiety
among the public.

On the other hand, media outlets lost a
significant portion of their advertising revenue
but needed to support broadcasting near war
zones, prepare and protect war correspondents,
and develop reporting techniques such as utilizing
drones and satellite imagery to report from the
frontline.

This research aims to delineate the primary
trends in the transformation of the Ukrainian
media landscape and media consumption under
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the influence of the Russian-Ukrainian war (2022-
2024).

A mixed-method research methodology
was employed to summarize quantitative and
qualitative changes. A comparative method
was used to evaluate quantitative changes using
data from analytical reports of international
organizations and national media authority
bodies spanning from 2021 to 2024. Qualitative
changes in media organizations’ policies during
wartime were assessed by collecting data on media
activities responding to the Russian invasion from
the official websites of media organizations and
typologizing them. Media consumption surveys
and the conclusions of focus groups were described
over the years 2021 to 2024, along with other
criteria, to understand the interconnectedness and
correlations of changes in the media landscape.

Analysis of the Annual (general) activity
reports of the National Council on Television
and Radio Broadcasting of Ukraine (2021-2023)
showed a decrease in the quantity of mass media,
broadcasting to the occupied and frontline
territories, as well as a decrease in printed media
activities and distribution. According to official
data, 234 media companies stopped broadcasting

Integrated Communications, 2 (18), 2024



besyomuikosa C., 3paxescoka H. YkpaiHcokuli medianaHowagm nid yac giliHu (2022-2024 pp.)...

at the start of 2023, and only 43 restarted their
work. Among them are 100 TV channels, 83 radio
stations, and 51 providers of program services
[2,3]. In territories close to the occupied and war
zones, major TV and Radio companies, such as
Starlight Media, 1+1 Media Group, TAVR Media,
UMH Group, Hromadske Radio, and others, tried
to maintain broadcasting and radio transmitters.
As infrastructure damage in the frontline zones
was significant, local newspapers sometimes
functioned as volunteer projects—for example, the
newspaper «Trudova Slava» in the city of Orihiv
in the Zaporizhzhia region. In an interview with
a journalist from the NUJU on «Increasing the
sustainability of Ukrainian media,» the editor-in-
chief of the newspaper «Trudova Slava,» Svitlana
Karpenko, from the frontline town of Orihiv in
Zaporizhzhia, said: «Today, we work as volunteers,
without any salaries, if only people would receive
the information, they need... The city is still largely
without electricity, and the newspaper is the only
way for people to learn about what is happening
around them» [5]. In the report of the National
Union of Journalists of Ukraine-2023, data
were mentioned indicating that with the help of
sponsorship and volunteering, the Union was able
«to restore or continue the work of more than 230
newsrooms, support more than 3,000 journalists,
including those affected by the war.» [4]

As a response to the invasion at the start of
the war, the biggest Ukrainian media groups, 1+1
Media Group, Starlight Media, Inter Media Group,
Media Group Ukraine, My-Ukraina, as well as
Public Television channel Pershyi and Rada TV,
united their broadcasting around the clock to
provide information to the public regarding the war
in a news program called “United Marathon.” At
the request of the Cabinet of Ministers of Ukraine
to support daily information about the activities
of state bodies concerning national security in the
time of war, an information platform called “UA
Together” for media was created [6]. By the end
of 2023, the viewership of United Marathon had
dropped [19].

Obtaining reliable and accurate information
amidst the chaos of the information war became
challenging for journalists, creating difficulties
with access to conflict-affected areas. In response,
several initiatives were widespread and became
popular. The project “Media Change Ukraine,”
launched by journalist Maksym Onoprienko in
2020 as an independent platform, collected about
30 regional and local TV companies from 22
regions of Ukraine. These media outlets provided
their content to colleagues free from territories
with limited access to information due to COVID
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quarantine restrictions [8]. Ukraine’s National
Council on Television and Radio Broadcasting
supported this initiative during wartime. By 2023,
72 media companies were exchanging content from
local territories about the current situation on the
front line. The project also created a list of experts
on different topics [9].

As a humanitarian media response to the war
on Ukrainian territory, based on analyses of data
from 78 national and local official media websites,
several trends can be mentioned:

Among the activities of Ukrainian media in
wartime are the following types: crowdsourcing and
fundraising campaigns [10,11], charity concerts
[13,14], information support projects [12], virtual
museums [18], and special projects [15].

The target audience of the Ukrainian media
projects and campaigns are three groups: people
from occupied territories and war zones fleeing
from war, army divisions in need of equipment,
drones and protective ammunition, and the
Ukrainian nation in general, with the target of
the project — to unite the nation and people from
different parts of Ukraine.

The peak of humanitarian media campaigns
related to the war in Ukraine falls in the first several
months of the war. Most of the initiatives have
long-term duration. The focus of crowdsourcing
and fundraising campaigns, organized by the
media, moved in dynamics primarily from people
from the war zone who lost their work, home, and
relatives in 2022-2023 towards army support and
strengthening the defence of the country in 2023-
2024. In a broader perspective, as it was already
mentioned, some of the humanitarian media
activities were more fully scaled, addressing society
at large with a patriotic aim to unite the nation,
which helped to support the media’s reputation and
gain the trust of the audience.

In the situation of a growing threat to the
national independence of Ukraine, the media
played a crucial role in supporting national unity
and the resilience of the Ukrainian nation. In fact,
from the start of the active phase of the war, the
media showed increased engagement in media
governance and corporate social responsibility
activities.

According to the media CSR typology
(Ingenhoff & Koelling, 2012), we can evaluate
Ukrainian CSR practices during the war and the
balance between the fields of Responsibility of
media organizations using the database of this
research. Responsible for Society CSR practices
dominate the data, encompassing 75% of the
dataset. Less represented are practices coded as
Editorial Responsibility(35%), with some also
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codified as Responsible for SocietyCSR practices
and Responsibility for Employees CSR practices
(15%). The last type, codified as Responsibility for
the Environment CSR practices, is not presented in
the CSR activities during wartime in Ukraine, as
they are not widespread.

The problem with media consumption in
Ukraine during the war is that the war creates
an extremely complex and tense situation that
significantly affects the way people perceive and
use media. The media has a powerful influence on
the formation of people’s views and beliefs. During
times of war, this influence can be particularly
strong as people look to the media for information
and support to understand the situation and find
ways to overcome a crisis. Monitoring media
consumption during wartime is important for the
analysis of the public’s opinion about how they
use the media, how they perceive restrictions
on media use, who is responsible for fakes and
disinformation, as well as which sources inspire
confidence.

Most of the latest polls in Ukraine include
many questions, among which is the issue of media
consumption in times of war. In the article, we
focus on reviewing and analysing various surveys
that allow us to assess how the war in Ukraine
changed priorities in media consumption.

In the conditions of war in Ukraine, the dynamics
of media consumption are being investigated
by the Ilko Kucheriv Foundation “Democratic
Initiatives” together with the sociological service
of the Razumkov Center [20], the Institute of Mass
Information [21], and the public organization

“Media Detector” [22], the non-governmental
organization “Opora” [23, 29], the annual survey by
USAID/Internews [24] and the research company
Gradus Research [25].

We have highlighted thematic areas: the
priority of sources during the war and trust in the
media, Ukrainian opinion leaders, the attitude of
Ukrainians towards current news, and the ability
to recognize disinformation by the audience. All
studies indicate that informational resources across
the Internet and national TV channels take a
backseat: only a third of surveyed citizens consume
news from these sources [26].

The dynamics of most surveys show that
traditional media are gradually losing as social
networks and messengers are increasing their
audience. Internet use statistics in Ukraine in
2024 show there were 29.64 million internet users
in Ukraine in January 2024. Ukraine’s Internet
penetration rate stood at 79.2% of the total
population at the start of 2024. «Kepios» analysis
indicates that Internet usage in Ukraine increased
by 1.1 million +3.7% between January 2023 and
January 2024. For perspective, these user figures
reveal that 7.78 million people in Ukraine did not
use the Internet at the start of 2024, suggesting that
20.8 percent of the population remained offline
at the beginning of the year [27]. Social networks
are currently the most popular media source for
Ukrainian respondents. Telegram 47% %, YouTube
32% and Facebook 10% are the most popular.
These three social networks cover 89% of all social
media visits, with all others being significantly less
common.

The most popular social networks in
Ukraine

mTelegram w®YouTube mFacebok mOther

Figure 1. The most popular social networks in Ukraine.

Regarding the issue of media consumption
during the war, the following results were
presented: most respondents — 74%, believe that
they received enough or even a lot of content about
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the war. Despite the length of the war, people say
they are not tired of news about the war — in
2023, the share of those who do not feel tired has
increased to 58%. [28]. Most respondents trust the
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materials covering the course of the war and believe
they provide prompt and reliable information that
qualitatively analyzes the events.

After the start of the full-scale invasion,
Ukrainians reached a consensus on the role of
Russian/pro-Russian media in the Ukrainian
media field — most Ukrainians are critical of
them [29]. Only 13% of Ukrainians consider the
restrictions on the activities of pro-Russian media
a political massacre, and 73% are convinced that,
on the contrary, measures should be taken against
them. Likewise, when it comes to news about the
political situation and the situation at the front,
77% of Ukrainians agree that information from the
Ukrainian mass media is sufficient.

Regarding the state regulation of the media,
the opinions of Ukrainians are divided. There is a
noticeable request for a tougher line and an active
role of the state in this area. Many Ukrainians
are pretty sceptical about their orientation in the
informational field. In particular, 40% say that
due to the large number of sources, it is difficult
for them to determine where the truth lies. At the
same time, 52% are confident they can identify
one or more true sources. Also, more than half of
Ukrainians 56% believe that the state is responsible
for fighting fakes and disinformation, and 35%
place this responsibility on the citizens themselves
[30].

Among the news sources on the list, in 2023,
messages from the President of Ukraine and official
messages from the Armed Forces were relatively
trusted. Messages from other political leaders and
Ukrainian television also had high support. In
general, all sources are trusted by half or more of the
respondents, although pre-war polls show a much
more critical attitude and a lower level of trust.
Ukrainian newspapers are the least trusted, but this
is due to the low level of use and the advertising of
regional orientation for many printed publications.

Trust in friends and family regarding received
news is low, although trust in one’s environment
was always quite high in pre-war Ukraine. This
may indicate that enough reliable operational
information can be obtained from various available
sources (primarily official ones), so there is no need
to fill in the gaps with personal reports and rumours.
Ukrainians trust information about the progress
of the war and also understand the restrictions
imposed on information about arrivals and events
at the front (“Of course, it would be interesting to
know this, but it can harm the military operations”)
[28].

In 2023, there was no fatigue from news about
the war; rather, there was a habituation to them, a
calmer reaction to tragic events. The interviewees
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noted that they lack positive news related to the
civilian life of Ukrainians, so the media space is
balanced and similar to what it was before the war
in terms of culture, art, and education. There is
also a request for information on the real losses of
Ukrainian troops, the supply of modern weapons,
the number of captured trophy weapons and
Russian prisoners, volunteer work, and exposure
of corruption in the authorities [28]. In 2024,
Ukrainians increasingly believe that the West is
tired of the war in Ukraine [31].

Unlike at the beginning of the war, when
respondents followed the news 24/7, there is now
a significant decrease in the frequency of news
consumption. The respondents are gradually
returning to everyday concerns related to their
personal lives, to the permanent work they lost
at the beginning of the war, the situation at the
front has stabilized, and there is confidence that
“Ukraine Will Win”. Even though respondents
very clearly and spontaneously name the signs of
disinformation news, they rather use logic and
intuition when consuming news. Therefore, news
and sources of information are chosen precisely
based on personal considerations rather than any
objective criteria.

According to the research participants, the most
plausible narratives are ineffective Western sanc-
tions, misuse of Western weapons/aid and corrupt
governments seeking war for profit. Some respon-
dents have heard about fact-checking, and their at-
titude towards such materials is positive. However,
the viewers rarely consume this content. Most of-
ten, respondents independently verify information
either from various sources or by communicating
with those who witnessed the event (“I call ac-
quaintances who were somewhere near the event
and ask if it is true, etc”) [28].

The main reason for using Russian media is to
find out what they say about Ukraine, out of curi-
osity. Many Ukrainians completely abandoned the
Russian media product [32].

President Volodymyr Zelenskyi was the undis-
puted opinion leader in 2022, although in 2024, his
rating decreased somewhat. President Volodymyr
Zelenskyy somewhat lost the trust rating of Ukrai-
nians after he dismissed Valerii Zaluzhnyi from the
post of Commander-in-Chief of the Armed Forces
of Ukraine [34].

Most Ukrainians agree that news should cov-
er facts, even if they are unpleasant (81%), news
should be presented impartially,76% and informa-
tion about content authors is important,70%. At the
same time, 33% of respondents do not agree that it
is important for the media to have good relations
with the authorities, 40% do not agree that open
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criticism of the authorities by information sources
threatens national stability in Ukraine, 40% dis-
agree, and 68% do not agree that when choosing

a news source, they take into account what other
people (friends, relatives, colleagues) may think
about this choice [28].

Raiting of President V.
Zelensky

100
80
60
40
20

Before 2022 2022

o! ! ! I

2023 2024

Figure 2. Raiting of President V. Zelensky

Media consuption in Ukraine

News should be
presented impartially

Most Ukrainians agree
that news should cover
facts, even if they are
unpleasant

70
60
50
40
30
20
10

0

Information about content Do not agree that when Do not agree that open
authors is important  choosing a news source, criticism of the authorities agree that itis important

Respondents do not

they take into account by information sources  for the media to have
what other people threatens national

stability in Ukraine

good relations with the
authorities

Figure 3. Media consuption in Ukraine

The majority of Ukrainians, 84%, know about
the existence of disinformation, and 72% of
those who know about it claim that they know
how to distinguish disinformation content from
the truth. However, only 38% of people who are
aware of misinformation consider it a pressing
problem, most likely because people tend to
be overconfident in their ability to distinguish
misinformation from the truth [28]. It should
also be noted that a project was implemented
in Ukraine as part of the All-Ukrainian mental
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health program «How are you?» and created tips
on healthy media consumption [36].

During the war, universal tips for media
consumptioninthefaceofwartragediesarechecking
the sources of information, whether it is worth with
special care, whether it is worth regulating what
should be watched and listened to, the necessity to
draw a limit of acceptability for yourself — what
you can watch/listen to without strong emotions,
everything else is outside this limit; one should
not consume media products that worsen one’s
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well-being. It is necessary to remember that «bot
farms» operate in social networks that fulfill orders,
spread explanations from fake «experts», and video
evidence of non-existent events. It is also worth
limiting the viewing of information that intensifies
negative emotions; excessive immersion in the
media can cause addiction, take time away from
family, physical exercise, etc. [36].

Conclusions. The analyses of the impact of
the Russian-Ukrainian hybrid war on Ukrainian
media revealed the primary transformation trends
of the Ukrainian media landscape and media
consumption. Despite the losses of the TV channels,
radio stations, and providers of program services
in the territories close to the occupied and war
zones, major TV and radio companies continued
to maintain broadcasting; some local newspapers
sometimes functioned as volunteer projects. At the
start of the war, the biggest Ukrainian media groups,
1+1 Media Group, Starlight Media, Inter Media
Group, Media Group Ukraine, My-Ukraina, as
well as Public Television channel Pershyi and Rada
TV, united their broadcasting around the clock to
provide information to the public regarding the
war in a news program called «United Marathon.»
To overcome difficulties with access to conflict-
affected areas, media companies were exchanging
content from local territories about the current
situation on the front line. The project «Media
Change Ukraine,» launched by journalist Maksym
Onoprienko, was one of the examples of such an
approach.

As a humanitarian media response to the war
on Ukrainian territory, based on analyses of data
from 78 national and local official media websites,
we can highlight the following types of media
activities such as crowdsourcing and fundraising
campaigns, charity concerts, information support
projects, virtual museums, and special projects.
The target audience of the Ukrainian media
projects and campaigns comprised three groups:
people from occupied territories and war zones
fleeing from war, army divisions in need of
equipment, drones and protective ammunition
and the Ukrainian nation in general with a target
of the project — to unite the nation and people
from different parts of the country. The peak of
the humanitarian media campaigns for the war in
Ukraine was during the first several months of the
war. Most of the initiatives had long-term duration.
The focus of crowdsourcing and fundraising
campaigns, organized by the media, moved in
dynamics primarily from people from the war zone
who lost their work, home, and relatives in 2022—
2023 towards army support and strengthening
the defence of the country in 2023-2024. On a
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broader perspective, as it was already mentioned,
some of the humanitarian media activities were
more fully scaled, addressing society at large with
a patriotic aim to unite the nation, which helped to
support the media’s reputation and gain trust from
the audience. In the situation of a growing threat
to the national independence of Ukraine, the
media played a crucial role in supporting national
unity and the resilience of the Ukrainian nation.
From the start of the active phase of the war, the
media showed increased engagement in media
governance and corporate social responsibility
activities.

According to the media CSR typology
(Ingenhoff & Koelling, 2012), we can evaluate
Ukrainian CSR practices during the war and the
balance between the fields of responsibility of
media organizations using the database of this
research. Responsibility for Society CSR practices
was dominant, encompassing 75% of the dataset.

In the conditions of war, the limits of
consumption, according to recent studies, have
revealed increased news consumption on social
networks. The dynamics of most surveys showed
that traditional media were gradually losing
audience, and social networks and messengers were
increasing their audience; more and more people
recognized Russian aggression and denied the
messages of Russian propaganda; trust in the most
popular media was changing. Most Ukrainians
agreed that there was enough information from
the Ukrainian mass media. More than half of
Ukrainians believe that the state is responsible
for the fight against fakes and disinformation.
The addresses of the President of Ukraine and
the Armed Forces™ official messages were highly
credible. Messages from other political leaders and
Ukrainian television also had support. In general,
all sources were trusted by half or more of the
respondents.

The main opinion leader remained the President
of Ukraine, Volodymyr Zelenskyi, although his
rating decreased somewhat in 2024.

Respondents trusted information about the
war’s progress and understood the limitations
placed on information about arrivals and events at
the front.

Despite the duration of the war, people claim
that they were not tired of the news about the
war — the number of those who did not feel tired
had increased; instead, there had been habituation
and a calmer reaction to tragic events. Respondents
dosed information and used a limited number of
sources. They noted that they lacked positive news
about the civilian life of Ukrainians. There was
also a request for information on the real losses of
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Ukrainian troops, the supply of modern weapons,
the number of captured trophy weapons and
Russian prisoners, volunteer work and the exposure
of corruption in the government.

Unlike at the beginning of the war, when
respondents were constantly following the news,
there has now been a significant decrease in the
frequency of news consumption.

Even though respondents could clearly and
spontaneously name the signs of disinformation
in the news, they would rather use logic and
intuition when consuming news. Therefore, news
and sources of information were chosen precisely
based on personal considerations, rather than any
objective criteria.

According to the research participants, the
most plausible narratives were ineffective Western
sanctions, misuse (theft) of Western weapons/aid,
and a corrupt government seeking war for profit.
Some respondents had heard about fact-checking,
and their attitude towards such materials was
positive, but the respondents rarely consumed this
content.

References

1. The National Council of Television and Radio
Broadcasting of Ukraine. (2021). Report of the National of
Television and Radio Broadcasting of Ukraine for 2021. The
National Council of Television and Radio Broadcasting
of  Ukraine.  https://webportal.nrada.gov.ua/wp-content/
uploads/2024/02/REPORT-NC-2021.pdf

2. The National Council of Television and Radio
Broadcasting of Ukraine. (2022). Report of the National of
Television and Radio Broadcasting of Ukraine for 2022. The
National Council of Television and Radio Broadcasting
of  Ukraine.  https://webportal.nrada.gov.ua/wp-content/
uploads/2024/02/REPORT-NC.pdf

3. The National Council of Television and Radio
Broadcasting of Ukraine. (2023). Report of the National of
Television and Radio Broadcasting of Ukraine for 2023. The
National Council of Television and Radio Broadcasting
of  Ukraine.
uploads/2024/02/Zvit-Natsionalnoi-rady-Ukrainy-z-pytan-
telebachennia-i-radiomovlennia-za-2023-rik.pdf

4. The National Union of Journalists of Ukraine. (2023).
Journalists Are Important: NUJUS Work Report for 2023. The
National Union of Journalists of Ukraine. https://nsju.org/

https://webportal.nrada.gov.ua/wp-content/

novini/zhurnalisty-vazhlyvi-zvit-nszhu-pro-robotu-2023-
roku/

5. The National Union of Journalists of Ukraine. (2023,
May 19). «We'll work anyway»: read a familiar and beloved
district newspaper in front-line Orikhiv. The National Union of
Journalists of Ukraine. https://nsju.org/misczevi-media/v-bud-
yakomu-razi-praczyuvatymemo-v-pryfrontovomu-orihovi-
chytayut-zvychnu-j-ulyublenu-rajonku/

ISSN 2524-2652 (Online)

13

6. Kizilov, Ye. (2022, February 15). On Wednesday, all
Ukrainian TV channels will show a telethon on the topic of
unity — Tkachenko. Ukrainsca Pravda. https://www.pravda.
com.ua/news/2022/02/15/7324094/

7. Sydorenko, B. (2020, August 10). «For projects of our
own production, it is not money that is important, but ideas and
people.» Maksym Onoprienko on the Media Change Ukraine
initiative. Media Business Reports. https://mbr.com.ua/uk/
news/interview/3174-maksim-onoprijenko-media-change-
ukraine-bilse-ne-prosto-baza-obminu-kontentom-ce-vze-
komunikaciina-platforma

8. The National Council of Television and Radio
Broadcasting of Ukraine. (2021, March 25). 175 programs
and one and a half thousand applications — a year of work of
«Media Change Ukraine». The National Council of Television
and Radio Broadcasting of Ukraine. https://webportal.nrada.
gov.ua/175-program-ta-pivtory-tysyachi-zayavok-rik-roboty-
media-change-ukraine/

9. Media change Ukraine. (2020). Media change Ukraine.
https://www.mediachange.com.ua/

10. Fund 24. (2024). We help the Defense Forces of Ukraine.
Fund 24. https://fund.24tv.ua/

11.Ukrainska Pravda. (2023). Ukrainska Pravda and
readers are bringing victory closer. Tkach and Ryasny are
collecting for pickup trucks for the Armed Forces of Ukraine.
Ukrainska  Pravda.  https://www.pravda.com.ua/cdn/cd1/
pickup/

12. Charity Foundation «You Are Not Alone» 1+1 media.
(2022, April 7). Fond «Ty ne odyn» 1+1 media oholoshuie
yedynyi blahodiinyi zbir UKRAINE SOS! [Image attached]
[Status  update]. Facebook. https://www.facebook.com/
fundlplusl/posts/pfbid02aQzhVHzZUeXwX3Hnr7J22369Lk
GkSjgrqiCQmi5Bs5QPUXLsVIXHY5n0oCWRA7txal?locale=
ru_RU

13. 1+1 Channel. (2022, March 9). «Snidanok. Online» will
show the «Muzychna oborona» project in live broadcast. 1+1
Channel. https://1plusl.ua/snidanok-z-1-1/novyny/snidanok-
onlajn-pokaze-proekt-muzicna-oborona-u-pramomu-efiri

14. Detector Media. (2022, August 12). The Diesel Show
team raised funds for an anti-drone for the Armed Forces of
Ukraine. Detector media. https://detector.media/infospace/
article/201844/2022-08-12-komanda-dyzel-shou-zibrala-
koshty-na-antydron-dlya-zsu/

15. Hromadske. (n.d.). Children of War. A special project of
Hromadske. Hromadske. Retrieved June 2, 2024, from https://
hromadske.ua/dity-vijnu

16. Mirror of the week. (n.d.). Important topic: Useful
contacts. Mirror of the week. Retrieved August 20, 2024, from
https://zn.ua/ukr/theme/15388

17. 5 Channel. (2023, October 18). Drone flies — Moscow
burns: Channel 5% charity project “Battle Bee” continues to help
the military. 5 Channel. https://www.5.ua/suspilstvo/boiova-
pchilka-5-kanal-zapuskaie-novyi-blahodiinyi-proiekt-dlia-
dopomohy-viiskovym-312745.html

18.Virtual War Museum. (2022). Ukrainska Pravda.
https://www.pravda.com.ua/articles/2022/05/17/7346664/

Integrated Communications, 2 (18), 2024



besyomuikosa C., 3paxescoka H. YkpaiHcokuli medianaHowagm nid yac giliHu (2022-2024 pp.). ..

19.Méheut, C., & Mitiuk, D. (2024, January 3). ‘It’s State
Propaganda’: Ukrainians Shun TV News as War Drags on. The
New York Times. https://www.nytimes.com/2024/01/03/world/
europe/ukraine-war-tv-news-telemarathon.html

20.1lko Kucheriv «Democratic Initiatives» Foundation.
(n.d.). About the foundation. Ilko Kucheriv «Democratic
Initiatives» Foundation. Retrieved August 15, 2024, from
https://dif.org.ua/en/about

21.The Institute of Mass Information. (n.d.). Main page.
The Institute of Mass Information. Retrieved August 2, 2024,
from https://imi.org.ua/en

22.Public Organization «Detector Media». (n.d.). About
us. Public organization «Detector Media». Retrieved August 2,
2024, from https://go.detector.media/about/

23.0pora. (n.d.). About wus. Opora.
August 2, 2024, from https://www.oporaua.org/viyna/
doslidzhennya-demokratiya-prava-i-svobodi-gromadyan-ta-

Retrieved

mediaspozhivannya-v-umovah-viyni-24261

24.Internews. (n.d.). Media Program in Ukraine 2018-
2025. Internews. Retrieved August 2, 2024, from https://
internews.in.ua/media-program-in-ukraine/

25.Gradus Research. (n.d.). Gradus Research. Worldwide
Online and Smartphone Surveys. Gradus Research. Retrieved
August 2, 2024, from https://gradus.app/uk/

26.Gradus Research. (2023, February). Where do
Ukrainians read the news: changes in media consumption.
Gradus Research. https://gradus.app/en/open-reports/gradus-
research-changes-in-media-consumption-ua/

27.Kemp, Simon. (2023, February 14). Digital 2023:
Ukraine. ~ DataReportal.  https://datareportal.com/reports/
digital-2023-ukraine

28.USAID & Internews. (2023).
attitudes and trust in 2023. https://internews.in.ua/wp-
content/uploads/2023/10/Ukrainski-media-stavlennia-ta-
dovira-2023r.pdf

Ukrainian media,

29.0Opora. (2022). Democracy, Civil  Rights
and  Freedoms, and Media Consumption in War
Conditions. Opora. https://www.oporaua.org/viyna/

IHTerpoBaHi KomyHikKauii, 2 (18), 2024

14

doslidzhennya-demokratiya-prava-i-svobodi-gromadyan-ta-
mediaspozhivannya-v-umovah-viyni-24261

30.Opora. (2022, August 18). State and media — what rules
of the game do Ukrainians want? Opora. https://www.oporaua.
org/viyna/derzhava-ta-media-iakikh-pravil-gri-khochut-
ukrayintsi-24273

31.Ukrainska Pravda. (2024, February 27).Ukrainians
increasingly believe that the West is tired of the war in
Ukraine — KIIS. Ukrainska Pravda. https://www.pravda.com.
ua/news/2024/02/27/7443911/

32. Ukrinform. (2023, October 15). Most Ukrainians have
completely abandoned Russian media products. Ukrinform.
https://www.ukrinform.ua/rubric-society/3774259-
bilsist-ukrainciv-povnistu-vidmovilisa-vid-rosijskogo-
mediaproduktu.html

33.0pora. (2022). Media consumption and civic activism of
Ukrainians who found temporary refuge from the war in Poland.
Opora. https://www.oporaua.org/vybory/doslidzhennya-
mediaspozhivannya-ta-gromads-ka-aktivnist-ukrayinciv-
shho-znayshli-timchasoviy-pritulok-vid-viyni-u-pol-
shhi-24471

34. Vaskiv, O. (2024, February 15). Zelensky’s rating dropped
after the decision to resign Zaluzhny — poll. Suspilne News.
https://suspilne.media/685198-rejting-zelenskogo-znizivsa-
pisla-risenna-pro-vidstavku-zaluznogo-opituvanna/

35.USAID & Internews. (2023, November 1). Ukrainians
rely heavily on Telegram channels for news during the war.
USAID &
ukraintsi-znachnoiu-miroiu-pokladaiutsia-na-telegram-

Internews.  https://internews.in.ua/uk/news/
kanaly-dlia-otrymannia-novyn-pid-chas-viyny/

36. Ukrinform. (2024, January 5). How to consume media
in the context of war tragedies: tips from the «How are you?»
initiative. ~ Ukrinform.  https://www.ukrinform.ua/rubric-
ato/3809415-ak-spozivati-media-v-umovah-tragedij-vijni-
poradi-u-mezah-iniciativi-ti-ak.html#

Haoicnano 0o pedaxuyii 05.10.2024 p.

ISSN 2524-2652 (Online)



