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Mass media have undergone significant changes during the global development of the
Internet. Easy access to content creation and distribution, blogging, social networks
encouraged the media to search for new forms and methods of communication with the
audience. The most affected by the changes were traditional media, in particular newspapers,
which were forced to reduce their circulation or go online entirely. However, this format also
needs to be changed due to financial problems. One of the common mechanisms of functioning
in global online media is paid content, the so-called paywall. This approach involves attracting
funds from readers through a monthly subscription or paid individual materials. In the USA
and Western European countries, paid content in online media began to be introduced at the
beginning of the 21st century. The New York Times and The Wall Street Jour nal were among
the first media to resort to such a tool for attracting funds from readers. If the New York
Times simply limited the limit of free materials to twenty, then The Wall Street Journal
completely limited access to the full versions of its publications. Different models of paid
content have also been introduced by French and Australian online media. Kyiv Post
newspaper introduced such a model for the first time in Ukraine. However, this means of mass
information is not intended for a wide audience, and was immediately aimed at a niche
audience. Therefore, we believe that the first socio-palitical Internet mass media in Ukraine
that resorted to the paywall model was the edition “Novyi Chas’, which began to work
according to this scheme in 2020. Liga.net was another Internet mass media, which offered
readers an ad-free version of online mass media for a nominal fee. The impetus for collecting
funds from readersin Ukraine was the coronavir us pandemic, when the number of advertisers
decreased significantly. The next challenge was the war, so online media should look for new
ways to attract and retain an audience, as well asreceive finances for stable operation.
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I ntroduction. The rapid development of the Internet and the latest technol ogies has led to the growing

popularity of online media around the world. And Ukraine is no exception. Back in 2019, Internet media
together with social networks gained leadership in popularity among the Ukrainian audience. Thus, online
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media have become the main source of information, because social media in the information aspect contains
newsfeed which is disseminated from the Internet media. Such supremacy in the media space has a number of
obvious advantages and at the same time threats. Easy access to information, its versatility and diversity
should help to increase the level of media literacy in society, but unfortunately this has not happened.

One of the reasons is the involvement of online media, their dependence on owners and editorial
policies. Recipients often do not know who owns a particular media holding or individual online media.
But some changes in this aspect has become. In particular, according to an IMI study (IMI, 2020) in 2020,
40 % Ukrainian online media demonstrate the transparency of their data. However, this is more about the
contact details of the editorial office and the name of the editor-in-chief or another person responsible for
the content [7]. Instead, only 24 % of the surveyed online media in Ukraine provided data on the final
beneficiary. If we take into account the fact that only a small part of online media readers in Ukraine are
interested in information about the ultimate media owner, it becomes clear that the responsibility for
quality content, its verification and distribution lies depends form the editor-in-chief and editorial staff.
The theme of payed content in online media is deeply examined by foreign researchers, such as
Pattabhiramaiah A., Overby E., Xu L. [11, 12], Olsen R., Solvoll M. [10, p. 175], Carson A. [3, p. 1023],
Toéth T., Goyanes M., Demeter M., Campos-Freire F. [14, p. 172], Zeisberg M., Hansen N. [15, p. 340].
However, among Ukrainian scientists paywall is often out of the attention. So this theme need to be
investigated in more detail.

Discussion. To make readers pay for news content has always been a fundamental way to generate
revenues for the press and an essential part of its business model [1, p. 1055]. In Ukraine there is no clear
definition of paywall. But foreign scientists have already proposed some case studies, where there are
explanations what a paywall really is. Lesley Chiou and Catherine Tucker declare that a paywall refers to
any type of “digital mechanism that separates free content from paid content on a website’. Sites can
implement paywalls in several different ways. content-based, frequency-based, micropayment, or app-
based. Typically, sites will erect a content-based paywall under which certain types of information (e.g.,
breaking news and reporter blogs) are fredy accessible while other “premium” content (e.g., popular
columnists) can only be accessed [5, p. 67].

The next question, which is of interest for scientists is what content should be charged. Helle
Sjevaag says that the premium model primarily reserves content with local affiliation for subscription
readers, while wire copy, syndicated content and immediacy news remain open to non-subscribers. As
such, open online news content is highly traffic-generating, while paywalled content protects the most
valued and resource-demanding journalistic production of the newsroom [13].

The main aim of paywall model for online media is often declared as increasing amount of
subscribers. But Davoudi et al. argue that there is no direct relationship between the number of paywalls
presented to readers and the number of subscriptions, and that this artificial barrier, if not used well, may
disengage potential subscribers and thus may not well serve its purpose of increasing revenue. Moreover,
the current paywall mechanism neither considers the user browsing history nor the potential articles which
the user may visit in the future. Thus, it treats all readers equally and does not consider the potential of a
reader in becoming a subscriber [4, p. 26].

It's obvious, that readers will be ready to pay only for the unique content, which they can’t read
anywhere else. R. Benson explains, that the upside of the subscription model is that readers are only going
to pay money for something they really want or need. This provides a strong incentive for news
organizations to produce the highest quality journalism. In France, Mediapart has adopted a pure
subscription model — entirely paying for its profitable operations with around 130,000 subscribers paying
11 euros per month — and used these revenues to produce independent investigative reporting that has been
critical of governments both right and left [2, p. 147].

Merja Myllylahti, based on the quantitative content analysis of the Australian newspapers, found out
that publishers consider hard news and opinion pieces as the most valuable news commodity. These were
the most frequently paywalled content of the papers[9, p. 465].
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Despite lots of disadvantages of paywalled content thereis also a threat that such mechanism can be
not acceptable for readers. Thus, newspapers stand the risk of driving away readers who are not willing to
pay for online news. As online ad revenues are heavily linked to hewspaper readership, hewspapers also
stand to put these revenues at risk if the paywall leads to heavy reader attrition [11, p. 20]. So, all changes
in the mechanism of functioning a media should be thought-out and ideally, discussed with readers.

Results. News with fakes and manipulations are published in both all-Ukrainian and regional mass
media. According to IMI monitoring, the most common types of manipulation in the news are hidden
advertising (43 % of the total humber of manipulations), judgments, assessments presented as fact (20 %),
and fragmented (incomplete) information (19 %) [7]. Exaggeration/reduction of real data accounted for 9 %
of thetotal number of manipulations, the headline did not correspond to the content of thetext in 7 % of news
with manipulations, pseudo- experts or involved experts appeared in 4 % of hews with manipulations[6].

The reasons for this phenomenon can be both media involvement and the owner's influence on
editorial policy, and negligence, unprofessionalism or banal inattention of journalists. So as aresult — the
audience gets unquality, inaccurate or distorted information, which consequently affects the outlook of
citizens, their choice in political, economic, social or cultural spheres. Online media editors often
acknowledge the issue of the owner’s influence on the content and hidden advertising. However, they note
that the reason for this phenomenon is the economic inability of newsrooms to operate independently,
refusing financial support from politicians, oligarchs or businessmen, who in turn influence on the content.
In this case works popular in Ukraine proverb: “Who pays money orders music”.

The problem of the quality of media texts in the online media was especially acute at the beginning
of the pandemic. There is a lot of unverified, untrue information that has caused people to panic and
misunderstand the scale of the problem. At the same time, online media itself has faced economic
difficulties, as quarantine restrictions have drastically reduced the number of advertisers, forcing many
online media outlets to reduce their editorial staff and lower the amount of salary.

Asfar as Russia has started the war in Ukraine, Ukrainian media have fallen in new economic crisis.
Thereason is that the amount of advertising sharply decreased and the readers are not ready to help media
because their economic situation is also difficult. Besides, all economic and moral efforts are focused on
helping our Army. So, a lot of mediaworkers became volunteers on the one hand, for the demands of
military, on the other — for informing the society.

But such situation can not last long and media should have a mode for their functioning after the
war. To conduct the recovery of Ukraine we need free media, which will not be influenced by their owners,
politics etc.

One of the ways to solve the problem of media involvement and influence on the editorial policy of
media owners is economic independence gained by monetizing content — so called paywall.

In the global media industry, the economic modd of the media in the form of paid content is not new.
For example, the New York Times introduced this approach in 2011. On March 28, 2011, The New York
Times website became a restricted site where most of the content was protected behind a “paywall”. Users
who exceeded the limit of 20 free articles per month were required to pay for either a digital or print
subscription [8]. At that time, paywall was already being tested by The Wall Street Journal. The paid model
of the New York Times paywall wasthat the user was provided with 20 articles per month for free, if the user
used his number of free publications, he had to pay. Now the media works on the same mode. The cost of
subscription is half a dollar a week, 2 dollars for 4 weeks. The Wall Street Journal does not provide
completely free content at all. Thus, the reader is presented only part of the article, which may consist of 1-2
paragraphs, the full version of the material isavailable only by subscription. The cost of such a subscriptionis
initially 1 euro for 2 months, and then 10 euros per month. Newspaper paywalls are becoming an increasingly
prevalent phenomenon, with nearly 75 % of newspapers in the United States either having implemented a
paywall or actively considering setting one up. Such situation is explained that the popular belief is that
paywalls may provide awelcome new source of revenue: online subscriptions [11, p. 27].

For the first time in Ukraine, such a model was introduced by Kyiv Post in 2012. However, this
edition is English-language, has a limited audience and the scope of distribution of the printed version of
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the newspaper, so it cannot serve as a source for analysis, generalization and recommendations for public
and political mass media.

Among the mass socio-political online media in Ukraine such model was first introduced by the site
New Time (Novyi Chas — Ukr) in the spring 2020, when they limited the amount of free content and
offered readers access to exclusive materials by paid subscription. The subscription price for new users
was symbolic — 1 hryvnia (UAH) per month. This price was valid for the first 3 months, then the cost
increased to UAH 49 per month.

Chief editor of the site Vitalii Sych notes: “We guarantee, that on our site you will not see the
promotion of the interests of politicians, businessmen and political parties. You also will never see this
hidden commercial advertising, which is called in Ukraine “the jeans’”. Thus, on the portal appeared the
section “NT premium”, where are posted exclusive materials. Users can read for free only the part of the
material whileto read it completely, you need to subscribe for at least a month.

Another Ukrainian Internet media “League. net” introduced another model of commercialization —
Ad Free. This version of the site costs 1 euro per month. The portal also has a “support” function. The
editor-in-chief of the League.net B. Davydenko notes, “there are many media outlets in Ukraine, but there
is critically little amount of honest, reiable and important journalism. Journalism, which digs into the
essence, which has no forbidden topics and personalities, which shows the complexity of the world and at
the same time makes it clearer. Such journalism is not in need for oligarch or politicians, but it is needed
only for you — readers. But for now oligarchs and politicians are paying for the Ukrainian media ...and you
are changing this’. Readers are offered to support the site as a friend (UAH 100 per month), a partner
(UAH 200 per month) or a patron (UAH 300 per month). Each of these support packages offers different
“bonuses’ for readers.

Conclusions. Currently in Ukraine there are no more online media, which would have introduced a
model of paid content for readers, while more and more editorships claim at about economic problems and
the functioning on the edge of the existence. A lot of Ukrainian newspapers closed their offices or stopped
to publish printed versions and stayed only in online. But online media also needs to have income, and in
the situation of global media transformations and spread of social networks, the successful functioning of
media outlets depends on the amount of readers and their readiness to pay for a content. And paywall can
be one of the means for financial stability of online media. Nevertheless, paywall can lead to the decrease
of readers of media outlet, which have provided a charge for common materials. Thus it is important to
single out content, which will be of high demand and interest of the audience and to create a strategy of a
paywall mechanism in the concrete media outlet.

Therefore, the goal of the projects for studying paywall should be aimed to improve the quality of
journalistic content through de-aligarchization and non-involvement of online media, achieved through the
implementation of paid content models. In order to achieve the above goal, or at least get closer to its
implementation, it is necessary to perform several tasks in such stages.

So Ukrainian media should consider paywall as a perspective model of their successful functioning.
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Map' ssna Kina, Ilerep KpaBuak

MEMNBOJI SIK MOJIEJIb ®YHKIIIOHYBAHHSI 3APYBI)KHUX
TA YKPATHCHKHUX OHJIAMH-3MI

Y uac riodajabHOro po3BUTKY IHTepHeTy Mac Media 3a3HaM 3HAYHMX 3MiH. Jlerka aocTynHicTb
J0 CTBOPEHHS TA MOIIMPEHHs] KOHTEHTY, OJIOTiHT, cOliaIbHI MepeKi 320X0TH/IM Me/iia 10 NOIIYKY HOBUX
¢opM Ta MeToniB KOMYHikawii 3 aynuTopiero. Haiidinbme Biguysm 3MiHn TpaguuniiiHi meaia, 3okpema ra-
3eTH, AKi OyJIM 3MyIIeHi 3MeHIINTH CBOI THPAXKi 200 NOBHicTIO NepeliTu B onJaiiH. IIpoTe i Takuii ¢gop-
MaT norpedye BUAO3MiH 4epe3 ¢inancoBi mpodaemu. OQHHM i3 MOIMPEHNX MeXaHi3MIB (pyHKIiOHYBaH-
HSl y CBiTOBMX OHJIAIH Mejia € MIATHUHA KOHTEHT, Tak 3BaHmii meiiBoa. Leil minxin nepeadauae 3any-
YeHHsl KOITIB Bi/l YUTAYiB HIAXOM MicSIYHOI mignmucKu ado miuaTHux okpemux marepiaiis. Y CIIA ta
Kkpainax 3axigHoi €Bponu MIATHHI KOHTEHT B OHJIAIH Media MOYAIU 3aNPOBAIKYBATH Ha Mo4aTky 21
croiiTrs. Cepen mepmmx Mefiil, IKi BJAJNCH 10 TAKOI0 iHCTPYMEHTY 3aJy4eHHs KOWITIB Bil 4yMTa4iB
oyau, New York Times ta The Wall Street Journal. fIkmo New York Times mpocro o6MekusIo JrimiT
0e3KoIITOBHUX MaTepiamiB a0 aBaaustu, To The Wall Street Journal uiikom o6MeKHB 10CTYyI 10 MMO-
BHMX Bepciii cBoix myoOuaikaniii. Pisni Mogesii m1aTHOro KOHTEHTY 3alPOBAJWIN TAKO0XK (PpPaHUY3bKi Ta
aBcTpadiiicbki oHaliH Menia. B Ykpaiuni Bnepule Taky moneab 3anpoBaauiia razera Kyiv Post. IIporte
1eii 3acid MmacoBoi iH)opmMaii He € A5 WMPOKOro 3a1y, i BiApa3y opieHTyBaBcsl Ha HillleBY ayAMTOPIilO.
BinTtak Mu BBaxkaeMo nepumuM cycnijibHO noiTudaHuM Intepuer-3MI B Ykpaini, mo BgaBcs 10 MmoaeJi
neiiBos 0yJio Buganaa “ HoBuii yac”, ske movano npamoBaTtu 3a miero cxemor y 2020 poni. e omaum
Intepuer-3MI crano “Jlira.ner”, sike 3ampomnoHyBaJjio yuTaduam Bepciio oniaiin 3MI 0e3 pexknammu 3a
cUMBOJIiYHY omaTty. IlomroBxom 10 30MpaHHs KOWTIB i3 YNTa4iB B YKpaiHi cTana nmanaeMisi KOpoHa-
Bipycy, KOJM KiIbKiCTh peKkJaMoAaBLiB CyTTEBO 3MeHIMIach. HacTymHMM BHUKJIMKOM cTaja BiiliHa,
BiATak OHJIaliH MeiyMaM BapTo LIYKATH HOBi clloco0M 3ajy4eHHs] TA BTPUMYBAHHA ayIUTOPii, a TAKOXK
oTpuMyBaHHA ¢iHaHCIB 11 cTa0lNIbHOr0 (PYHKIiOHYBAHHA.

KuiouoBi ciioBa: neiiBoJ1, oHyIaiiH Mefia, omJIaTa, KOHTEHT, ayAUTOPisl.
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