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ABSTRACT

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

To achieve the objective of the study, a combination of general and specific scientific methods,
both theoretical and empirical, was applied. We used the methods of generalization and termino-
logical analysis to clarify the definitions of the term "virality" and "virality content". Analytic
and synthetic method allowed to single out the virality factors of the content and to get an idea of
the whole system of measures applied for the promotion of information on social networks. The
methods of observation and measurement were used for collecting the actual source material for
the theoretical study of the virality factors. The comparison method made it possible to define the
features of the information popularization under special circumstances. The method of content
analysis was used for in-depth study of the text messages on social networks in order to select the
indicators, which allowed interpreting the study results into the specific recommendations.
Results and Conclusions. We analyzed the concept of virality and generalized the reasons that
affect the popularity of the information posted on social networks in Ukraine. The three main
groups of virality factors were singled out, namely: the content (its subject and form); the audi-
ence; and the specific character of the social network. We analyzed the content of the three most
popular Ukrainian media in Facebook ("Ukrayinska Pravda"”, "Hromadske TV", and "TSN") to
define the virality factors under the current Ukrainian conditions. Given the specificity of the
algorithm for ranking posts in Facebook news line, we traced the reasons for the popularity of
certain materials, which are caused by the situation in the country, the emotions induced by the
publication, the type of the content, and the time of the users’ activity in the social network. The
results of the study indicated that, given the political situation and hybrid war, there are few most
popular content topics, namely: the politics, the war in eastern Ukraine and the basic life needs.
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YUNHHUKH BipaJbHOCTI KOHTEHTY
YKPAIHCHKHMX Me/lia B COIAJIbHUX MepesKax
3a Cy4aCHHMX YMOB

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

Pesome

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

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

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

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

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

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

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

2. Research Methods

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

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

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

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

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

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

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

3. Results and Discussion

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

® Politics and public
management

® War in the east of Ukraine

= Basic needs

® Culture

= World politics

= Cognitive information

Tragic events

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

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

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

4. Conclusions

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

References

1. Dementiy, D. (2013), "How to create the viral content for social networks: 7 tips", avail-
able at: http://texterra.ru/blog/kak-sozdavat-viralnyy-kontent-dlya-sotsialnykh-setey-7-sovetov.
html (accessed 18 May 2016).

2. Metkalf, B. (2014), "Metcalfe's rule and forty years after the birth of Ethernet"”, available
at: http://lwww.osp.ru/os/2014/01/13039684/ (accessed 18 May 2016).

© 2016 Current Issues of Mass Communications
37



ISSN 2312-5160

3. Konnikova, M. (2014), "The six things that make stories go viral will amaze, and maybe
infuriate, you", available at: http://www.newyorker.com/online/blogs/elements/2014/01/the-six-
things-that-make-stories-go-viral-will-amaze-and-maybe-infuriate-you.html (accessed 18 May
2016).

4. Husak, O. (2014), "The role of social networks in the editor’s work to popularize online
media”, Visnyk Knyzhkovoyi palaty [Bulletin of the Book Chamber], no. 7(216), pp. 48-51.

© 2016 AkTyanbHi NMTaHHA MacoBOi KOMYHiKaLji
38



