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DEPENDENCE OF ONLINE MEDIA CONTENT ON THE ECONOMIC MODEL
OF OUTLET

The purpose of the work is to investigate how the economic model of online media functioning af-
fects the formation of content, its quality, subject matter and presentation of information. The goal set
included the following tasks: to analyze the main economic models of online media (advertising, sub-
scription, mixed, crowdfunding, etc.), to determine the mechanisms of the influence of financing on edi-
torial policy and content of materials, to investigate how different business models affect media inde-
pendence and the level of manipulation in content.

Research methodology. The article uses a comprehensive approach to analyzing the dependence
of online media content on their economic model, which includes both theoretical and empirical research
methods. Theoretical methods cover the analysis and generalization of scientific sources, which allows
systematizing approaches to the classification of economic models of online media and their influence
on editorial policy. The comparative analysis method was used to compare the features of financing and
content strategies of Ukrainian and international online publications. Among the empirical methods, con-
tent analysis was used to assess the thematic focus, frequency of updates, and quality of materials from
different publications.

Results. Modern media business models are crucial for the effective organization of online media
activities and adaptation to new realities caused by globalization and technological changes. Changes
in the media market are reflected in how media find new ways to monetize content, ensure financial
stability, and develop. In the context of globalization, the development of digital technologies, and
changes in audience behavior, media must adapt their strategies to remain competitive.

Novelty and practical significance. It was studied that since free materials are often generic and
lack uniqueness, media should focus on creating content that will differ from the general flow of news.
This may include deeper analytical articles, investigations, expert opinions, and other forms of unique
content for which people will be willing to pay. However, this requires significant investment in journalistic
work, which in turn is associated with the need for stable funding.

Key words: online media, content, influence, economic strategy, audience.

l. Introduction

Formulation of the problem. In today’s digital environment, media organizations are increasingly
facing challenges related to their dependence on global platforms such as Google, Facebook, YouTube,
and others. These platforms determine not only the ways of distributing content, but also the economic
and editorial strategies of media. On the one hand, they provide access to a wide audience and financial
opportunities through advertising, but on the other hand, they significantly limit editorial independence,
forcing media to adapt their materials to algorithmic requirements that may contradict the principles of
objectivity and diversity.

The dependence on global platforms such as Google, Facebook, YouTube and others has become
a major problem for many media organizations around the world. These platforms dominate content
distribution and control a large portion of online activity. They create an ecosystem, in which media
outlets are forced to adapt their strategies to the algorithms of these platforms, which in turn significantly
reduces their autonomy and control over their own content.
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Global platforms, through their algorithms, largely determine what content will be visible to users.
Accordingly, media outlets are forced to optimize their materials to the requirements of these platforms,
which often leads to a decrease in editorial independence. Content that promotes greater interaction
can gain greater popularity, even if it does not meet high journalistic standards. This leads to a situation
where media organizations, in particular news outlets, adapt to algorithmic requirements that do not
always meet society’s needs for objective and in-depth information.

Analysis of recent research and publications. Ukrainian and foreign researchers have written
about the peculiarities of content provision in online media and in particular the influence of economic
and political factors on publications in the mass media. In particular, Lytvyn A. [4, p. 220] and Skryl V.
[8, p. 492] consider the problems of financing Ukrainian online media. media outlets, highlighting their
dependence on external donors and advertising platforms. They emphasize that market instability forces
editorial offices to balance quality journalism with commercial expediency. Simultaneously Kitsa M. em-
phasizes that the model of paid content according to the «paywall» type will allow the media to be more
independent and provide higher-quality materials [3, p. 68]. Wirtz B. [10, p. 1055] views media as part
of a service economy, where content is a commodity and the economic model determines the format
and quality of that commodity. McDowell W. [6, p. 40] analyzes the impact of market conditions on edi-
torial independence, noting that commercial advertising and sponsored content often limit journalistic
freedom. Karlstrom Research S. and Sjoblom J. [2, p. 46] shows that advertiser-dependent media often
adapt content to consumer demands, using clickbait headlines and entertainment content. This is con-
firmed by Stetka V., Ornebring H. [9, p. 416], who emphasize the threat of commercialization of journal-
ism. At the same time, Bulgarian researchers Angova S., Valchanov I. [1, p. 291] analyze the effective-
ness of subscription systems and note that they stimulate the creation of high-quality, analytical content
aimed at a loyal audience. Researchers pay special attention to the influence of global digital platforms
(Google, Facebook) on the functioning of online media. Macnamara J. [5, p. 137] notes that social media
algorithms influence the structure of content, forcing editors to create materials that will correspond to
platform trends, rather than journalistic standards. Another model that can influence media content is
grant and donor support. As Picard R. notes [7], such models allow for the financing of independent
investigations and socially significant journalism, but at the same time make the media dependent on
political or public organizations.

Il. Problem statement and research methods

Global platforms have a monopoly on the content market, which limits the ability of independent
media to reach a wide audience without platform dependency. Using technologies such as search algo-
rithms and social networks, these platforms dictate what content will be popularized among users. This
creates the effect of a «closed source ecosystem», where independent media are forced to focus on the
advantages of the platforms, rather than on their own strategy or editorial policy. There is a significant
risk of losing the uniqueness of content, which can affect the development of media as a social institu-
tion.

Another important aspect is the financial dependence of media on global platforms. Although plat-
forms provide media with access to a huge audience, most of the advertising revenue remains in the
hands of the platforms themselves. For example, Google and Facebook receive the bulk of their revenue
from advertising, which is targeted at users interacting with content through these services. Media, in
particular online publications, are forced to use these platforms as channels for distributing their mate-
rials, which creates a paradoxical situation: on the one hand, they receive traffic and revenue, and on
the other, a significant part of the profit is taken by the platforms themselves. This limits their ability to
expand their business models and secure stable financing. The aim of the study is to investigate how
the economic model of online media affects the formation of content, its quality, subject matter and
presentation of information. The aim was to perform the following tasks: to analyze the main economic
models of online media (advertising, subscription, mixed, crowdfunding, etc.), to determine the mecha-
nisms of the influence of funding on editorial policy and content of materials, to investigate how different
business models affect media independence and the level of manipulation in content. The article uses
a comprehensive approach to analyzing the dependence of online media content on their economic
model, which includes both theoretical and empirical research methods. Theoretical methods include
the analysis and generalization of scientific sources, which allows us to systematize approaches to the
classification of economic models of online media and their impact on editorial policy. The comparative
analysis method was used to compare the features of financing and content strategies of Ukrainian and
international online publications. Among the empirical methods, content analysis was used to assess
the thematic focus, frequency of updates, and quality of materials of different publications. The case
study method allowed us to deeply investigate specific online media and determine the features of their
editorial policy depending on financial sources. Such a multi-level approach allows us to comprehen-
sively assess how financial mechanisms determine editorial policy and the quality of information in the
online space.
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lll. Results

Presentation of the main research material. In today’s media landscape, saturated with free con-
tent, media organizations face serious challenges in monetizing their content. With the increasing avail-
ability of information online, users are increasingly accustomed to the fact that news, articles, and other
media materials can be accessed for free. This creates a number of challenges for media organizations
trying to maintain the quality of their content while ensuring a sustainable financial model.

Reliance on global platforms also becomes a problem in the context of political influence. Since these
platforms operate internationally, they may have different approaches to regulating content depending
on the country or political circumstances. This creates a situation where media in individual countries,
such as Ukraine, face additional difficulties in ensuring freedom of expression and editorial independ-
ence if the platforms submit to political demands of the state or external pressure.

Overall, the dependence on global platforms undermines media autonomy and jeopardizes the prin-
ciples of editorial freedom. This raises a number of new challenges for the media business, in particular
regarding maintaining financial sustainability, editorial independence and ensuring diversity of content.
To achieve greater autonomy and develop new business models, media organizations must find a bal-
ance between the use of global platforms and their own channels of information distribution, while main-
taining the principles of journalistic ethics and independence.

The media market is saturated with a huge number of free online resources, blogs, social media and
news aggregators that provide users with access to news and articles for free. In such a situation, users
are accustomed to consuming free content, which makes it much more difficult for traditional media that
rely on advertising or paid subscriptions to find ways to monetize.

Many users, due to economic conditions or information overload, are becoming less willing to pay
for access to content, even if it is high-quality and professionally prepared. The cost of subscriptions to
various media resources may seem too high compared to the large amount of free information available
on the Internet. This forces media to restructure their monetization strategies.

With the glut of content, media outlets are also facing the challenge of monetizing through advertis-
ing. Users who regularly encounter banner ads and other advertising formats may start to ignore these
ads. Declining advertising effectiveness leads to advertisers being forced to reduce advertising spend-
ing, which reduces media organizations’ revenues.

As content monetization becomes more difficult due to the oversaturation of the market with free
content, some media outlets are forced to reduce the quality of their content in order to maintain financial
stability. This may include reducing spending on investigative journalism, reducing the number of spe-
cialized stories, or using cheaper content formats. This, in turn, can affect reputation media and lead to
a loss of trust from the audience.

In response to these challenges, media outlets are looking for new ways to monetize to ensure sus-
tainable revenue. One possible model is a paywall, where access to exclusive content is limited to sub-
scribers. Other options include implementing a donation or crowdfunding system, where the audience
supports the media financially, or using native advertising, which can be less intrusive for users.

Since free content is often generic and lacks uniqueness, media outlets should focus on creating
content that stands out from the mainstream. This could include in-depth analysis, investigations, expert
opinions, and other forms of unique content that people will be willing to pay for. However, this requires
a significant investment in journalistic work, which in turn is related with the need for stable financing.

IV. Conclusions

Therefore, modern media business models are crucial for the effective organization of online media
activities and adaptation to new realities, caused by globalization and technological changes. Changes
in the media market are reflected in how media find new ways to monetize content, ensuring financial
stability and development. In the context of globalization, With the development of digital technologies
and changes in audience behavior, media must adapt their strategies to remain competitive.

Modern media actively use various financing models, among which crowdfunding, paid subscriptions
(paywall, freemium), as well as sponsorship and other forms of advertising stand out. For example, on
the example of Ukrainian media, one can see how Public Television operates according to a model that
implies certain restrictions on funding sources, but strives for self-sufficiency and attracting funds from
public sources. At the same time, media such as Krytyka use a combination of different approaches,
such as paid subscriptions to the electronic version of the magazine, individual issues in PDF format,
as well as the organization of branded events to meet their financial needs.

One of the key aspects of a successful media business model is the ability to quickly adaptation to
new conditions. The globalization and digitalization of the media market pose new challenges to editorial
offices: on the one hand, the need to maintain high-quality content, and on the other, the ability to find
financially effective mechanisms that allow monetizing this content in a competitive environment. In ad-
dition, new business models provide media with the opportunity to attract various sources of financing,
in particular through crowdfunding platforms, which have become important for independent and startup
media.
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Fopnatux A. P. 3anexHicTb KOHTEHTY OHNaMH Mefia Big eKOHOMIYHOI MoAeni BuaaHHsA

Mema docnideHHs1 — npocmeXxumu, SKKUM YUHOM €KOHOMIiYHa MoOerib (hyHKUIOHY8aHHS OHNalH-
media srnnusae Ha hopmMysaHHsI KOHMeHmy, o020 sKicmb, meMamuky ma rnodady iHgpopmauii. [Nocma-
g/leHa mema repedbayarna 8UKOHaHHS makux 3ag0aHb: rpoaHarisysamu OCHO8HI eKOHOMIYHI mModeri
OHnalH-melia (peknamHa, nidnucHa, 3miwaHa, KpaydghaHOUH208a MOWO), 8U3HAYUMU MexaHi3sMu
eriiugy hiHaHcysaHHs Ha pedakuiliHy nonimuky ma amicm mamepianis, docnidumu, 5K pisHi 6isHec-
moderni srnusarome Ha He3asnexHicmbs Media ma piseHb MaHinynayit y KoHmeHmi.

Memodonoezisi docnidxeHHs1. Y cmammi eukopucmaHo KOMIieKcHUU nioxio 0o aHani3y 3anexHo-
cmi KOHmMeHmy oHnalH-media 8i0 IXHbOI eKOHOMIYHOI MOOEri, WO BKITHOYAE SIK MEOPemuUYHi, mak i em-
nipuydHi memodu docidxeHHs. TeopemuyHi MemoOU OXOrM/IMb aHasi3 i y3a2anbHEeHHST HayKogux
Oxepesn, wo Hadae 3mo2y cucmemamu3dysamu idxoOu 00 kracugikauii eKOHOMIYHUX mModesiel OH-
nadH-media ma iXxHb0o20 8rusy Ha pedakuitHy nonimuky. Memod nopieHsiIbHO20 aHaridy 8UKOpUC-
maHo 0Ons 3icmaeneHHs1 ocobniugocmel (hiHaHCy8aHHsI ma KOHMeHm-cmpamezili yKpaiHCbKux i
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MiKHapoOHUX oHnalH-eudaHb. Ceped emnipudHux memodie 3acmocosaHo KOHMeHmM-aHania 0ns oui-
HIOBaHHS meMamu4HOI CripsMo8aHOCMi, 4acmomu OHO8JIEHHSI ma IKOCmi Mamepiasnie pi3HUX 8UdaHb.

Pe3ynbmamu. CydacHi 6isHec-modeni media Matomb supiliarnbHe 3Ha4eHHs1 015l e¢heKmugHoi op-
2aHizauji disnnbHocmi oHnalH media ma alanmauii 0o Hosux pearid, crpu4yuHeHuUx arobarnizauieto ma
MmeXxHOoo02iYHUMU 3MiHaMu. 3MiHU Ha MediapUuHKy gidobpaxarombcsi 8 momy, ik media 3Haxo05imb HO8I
wisxu 0519 MoOHemu3auii KoHmeHmy, 3abesneyeHHs1 hiHaHCo080i cmabinbHocmi ma po3sumky. B ymo-
sax esniobanizaujii, po3sumky yugposux mexHosnoaili i 3mMiH y nogediHyi ayoumopii media nosuHHi adari-
myeamu ceoi cmpameaii 015151 36epeXXeHHSI KOHKYPEeHMOCMPOMOXHOCMI.

Hoeu3Ha ma npakmuy4He 3Ha4YeHHs1. BusierieHo, w0, ocKiflbku 6e3KoWmosHi Mamepiasiu 4acmo €
3azallbHUMU U He Maromeb yHikaribHOcmi, Media Mo8UHHI 30cepedumuchk Ha CMEOPEHHI KOHMeHmYy, KUl
by0de gidpisHAMUCS 8i0 3a2anbHO20 MOMOKY HOBUH. Lle Moxe ekmodamu anubwi aHanimuyHi cmammi,
po3cnidyeaHHs, ekcriepmHi OyMKU ma iHwi hopMU yHIKaribHO20 KOHMeHmy, 3a siKi nodu 6ydyms 20-
mosi nnamumu. OdHak ue nompebye 3Ha4yHUX iHeecmuuil y XypHanicmcbKy pobomy, Wo, y ¢80t
yepay, nog’sisaHo 3 HeobxidHicmo cmabinbHO20 hiHaHCy8aHHS.

Knro4qoei crioea: oHnaliH media, KOHMeHM, 8rU8, eKOHOMIYHa cmpameaisi, ayoumopis.
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