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PRAGMATIC VALUE OF SERVICE-EXPERT PROGRAMS
IN UKRAINIAN TELEVISION SPACE

The purpose of the study is to empirically determine the list of pragmatic values of service-expert
programs of own production and production by special order of top rated national TV channels of
Ukraine.

Research methodology. The research uses methods of analysis, synthesis, abstraction and generali-
zation, as well as a survey conducted by correspondence mass questionnaire in electronic (written) form
using Google Tools.

Results. As a result of the survey, a list of pragmatic values for each of the thematic categories of
service-expert programs of own production and production by special order of rating TV channels of
Ukraine of national broadcasting was developed, empirically confirmed and supplemented by
questioning TV viewers, namely for such: «travel», «living arrangement», «psychology of relations»,
«medicine and health», «cooking», «life», «beauty», «fashion and style», «service sphere».

According to the respondents' answers to additional questions of the questionnaire, five thematic
categories of service-expert programs were identified, based on timeless values: «travel», «cooking»,
«psychology of relationships», «medicine and health», «sphere». maintenance «, which are a priority
for viewing archival issues, as well as retransmission of useful information for more than half of the
surveyed viewers.

Novelty. For the first time, the pragmatic value of service-expert programs for TV viewers was em-
pirically determined.

Practical significance. The results of the study can be used in the practice of television production
of service-expert programs, in particular, taken into account in the development of concepts and plots
of programs.

Keywords: service-expert programs, Ukrainian television, pragmatic value, thematic categories,
survey, television viewer.

l. Introduction

For today, in the Ukrainian television space there is a tendency to increase the number of service-
expert programs of own production, determined by the high audience demand. The characteristics of
these programs set them apart from others within the general typology of television programs en-
shrined in the Law of Ukraine on Television and Radio Broadcasting and recommended to licensees
by the National Council on Television and Radio Broadcasting of Ukraine. Such scholars as
A. Yakovets [23], H. Desiatnyk [9], V. Hoian [7], O. Kostiuchenko [11] and others addressed the issue
of genre-type division of television broadcasting. The specifics of television were studied by
I. Penchuk [13], N. Temekh [17], Yu. Kyiashko [10], V. Babenko [2], S. Bracylo [4], V. Buhrym [5],
M. Burmaka [6] and others.

Works of K. Hrubych [8] are a separate study of the cookery programs, which belong to the ser-
vice-expert programs. Another one thematic subtype is travel programs, considered by A. Bessarab
[1] in the context of studying the popularization of reading Spanish books. However, in Ukrainian jour-
nalism studies, service-expert journalism as a relatively new type of media product does not have suf-
ficient comprehensive scientific coverage. Moreover, TV production practices are still in the process of
finding technologies to create this type of content, and to understand its specifics it is important to de-
termine its signification (value) for viewers.

Il. Research objective and methods

The purpose of the study is to empirically determine the list of pragmatic values of service-expert
programs of own production and production by special order of top rated nation-wide TV channels of
Ukraine.

The research uses methods of analysis, synthesis, abstraction and generalization, as well as a survey
conducted by correspondence mass questionnaire in electronic (written) form using Google Tools. It is the
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survey method that allows us to more fully reveal the value potential of television products for the viewing
audience.

lll. Results

According to the offered definition, «service-expert journalism is a form of journalism that involves
the provision of recipient-oriented pragmatic advice, i.e. those that are effective, expertly confirmed
and possible for practical application in real life» [18, p. 7]. Based on this interpretation, only a recipi-
ent can determine what pragmatic value for them are service-expert programs.

Also, for a comprehensive understanding of the research issue, it is necessary to focus on the
«pragmatic» concept, which is used in this context.

The 11-volume Dictionary of the Ukrainian Language provides the following definition of pragma-
tism: it is «a reactionary, subjective-idealistic direction of modern bourgeois philosophy, according to
which the practical value of knowledge means its trueness. Pragmatism, or philosophy of action (from
the Greek mpdyua — action, practice), is especially common in the USA. The value of concepts and
ideas is determined, from the point of pragmatism theorists’ view, by their usefulness for action, the
ability to be used for certain purposes» [16, p. 510].

The Philosophical Encyclopaedic Dictionary presents an extended interpretation of pragmatism as
a philosophical sect, the main theses of which are as follows: «Pragmatism (from the Greek mpayua —
thing, fact, profit) is a philosophical school of thought of the end XIX — XX centuries. Pragmatism con-
trasts the rationalist criterion of clarity of ideas with the identification of their meanings through the re-
duction of content to practical consequences. Dewey’s instrumentalism concept focuses on the ques-
tion of the suitability of ideas to be tools for optimal solution of problem situations [19, p. 510-511].

In the Dictionary of Foreign Words edited by O. Melnychuk we find the following definitions:
«Pragmatics (from the Greek TrpypaTinég — effective, valid) — 1) In a broad sense it is any doctrine of
activity, practice. Pragmatic (from the Greek mpyuatinég — effective, valid) — 2) The one that is a prac-
tical tool of something, has a practical application» [15, p. 541].

In the voluminous Brockhaus and Efron Encyclopedic Dictionary (1989), the «pragmatic» concept
is considered in terms of pragmatic history: «Pragmatic (from the Greek mpyuarmnég) comes from
Tpayua, which means act, action etc. For the first time, this adjective was applied to history by Polybi-
us, who called pragmatic history (TTpayuatiur iotopia) such an image of the past, which relates to
state events considered in connection with their causes, their accompanying circumstances and their
consequences, and the very image aims to give a certain lesson... pragmatism is interested in the
acting personality in history, their motives and intentions, their character and passions, in short, their
psychology, which should explain their actions: it is the psychological motivation of historical events...
Pragmatic history differs from the consistent the very penetration into the inner world of people... »
[20, p. 934-9385].

Proceeding from the philosophical understanding of pragmatism and the initial concept of instru-
mentalism, they are based on the notion of the value (effectiveness) of any idea, which is the ability to
be used for certain purposes or to optimally solve problem situations.

That is, by pragmatic advice received by the recipient, we mean actionable (effective) advice that
has proven practical application and can be applied in practice. Accordingly, the pragmatic value of
service-expert programs lies in the benefits that the recipient receives from viewing them.

In order to study the pragmatic value of service-expert programs, as well as determine thematic
categories the most popular among viewers, a survey was conducted. It was implemented by corre-
spondence mass questionnaire in electronic (written) form.

To cover a significant from a geographical point of view audience, the tools of the Google Drive ap-
plication — Google Forms in particular — were used, which provides the technical capability to generate
and distribute links to include an unlimited number of respondents in the survey. The link was sent
through personal messages, posts on social networks, as well as through comments to posts on the
official pages of TV channels and individual TV programs on Facebook. The survey lasted for three
months. As a result of the research, an accidental sampling of 600 respondents with geographical
coverage in all regions of Ukraine (except Luhansk region) was formed. The sample is representative
of the general population on the grounds of «active viewer», «resident of the territory of Ukraine» fea-
tures (representativeness error + 4%, confidence probability 95.45%) [12; 21; 22].

The structure of the questionnaire is designed in accordance with the requirements for this type of
sociological research, with the following components: introductory part, general questions, main ques-
tions, socio-demographic characteristics of the viewer (hard data) [3; 14].

It is important to note that the pragmatic value of service-expert programs is determined directly by
the viewing audience. However, according to the thematic distribution and information content of the
programs, it is possible to formulate their potential pragmatic value, that is the predicted result or the
applied value that recipients can get after viewing a television program. Pragmatic value, built into the
basis of the concept, plot and directorial explication, is one of the defining criteria for identifying ser-
vice-expert programs among other groups of programs in the Ukrainian television space. The applied
value of such programs is realized through the possibility of practical implementation of recommenda-
tions and advice in compliance with the offered algorithm of actions. The respondent was asked to
agree or disagree with the list of potential pragmatic values for each of the nine thematic categories:
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«Travel», «Living Environment Setup», «Relationship Psychology», «Medicine and Health»,
«Cooking», «Daily Life», «Beauty», «Fashion and Style», «Service Sector» or express their opinion in
an open question.

The majority of respondents agreed with each of the proposed options for assessing the pragmatic
value of programs of different thematic categories, confirming their completeness, sufficiency for
measurement and the possibility of use in further research. At the same time, it is established that the
list of pragmatic values is not fixed and can be supplemented depending on the individual perception
of the information by the viewer and its further practical application. Therefore, for each thematic cate-
gory the following list of pragmatic values was defined, which was expanded according to the sugges-
tions of the audience:

— «Travel»: acquisition of skills for organizing a safe, comfortable journey; mastering knowledge
about the features of the new communicative and cultural environment; mastering the skills of re-
sponding to extreme circumstances; identification of tourist attractions, priority for visiting; travel budg-
eting;

— «Living Environment Setup»: organization of repair and finishing works in residential accommo-
dations and adjacent territories, taking into account the recommendations of experts; practical imple-
mentation of ideas and design solutions offered by experts; orientation in modern building and finish-
ing materials, techniques, trends; formation of the repair works budget;

— «Relationship Psychology»: awareness of one’s own mistakes in interaction with the social sur-
rounding and change of behavior; prevention of personal psychological trauma; awareness of the
need to get a psychological counseling; stimulating to sought for help from professional psychologists;
solving psychological problems; observation of the lives of others, analysis of their mistakes;

— «Medicine and Health»: growth of medical awareness; increasing the level of responsibility for
the functioning of one’s own organism; mastering the methods of self-diagnosis; mastering the meth-
ods of preventive care; awareness and understanding of the possible consequences of self-therapy;
awareness of the importance of well-timed sought for professional medical treatment; possibility of
correction of state of health;

— «Cooking»: cooking according to recipes; improving culinary skills; expansion of the daily menu;
acquaintance with world cuisine; acquaintance with national cuisine; opportunity to learn about useful
and harmful products, as well as their combinations;

— «Daily Lifex: rational organization of daily life; application of the proven recommendations for to
solve household-oriented problems; rational organization of daily life; saving time that would be spent
checking the effectiveness of advice; saving resources;

— «Beauty»: mastering the methods of face and body care; understanding the mechanisms of cor-
rection of aesthetic and functional problems of human appearance; application of traditional and new-
est methods of solving aesthetic problems of appearance; seeking help from industry experts; positive
perception of the features of one’s own body (bodypositive); saving resources;

— «Fashion and Style»: mastering skills for the formation of personal style in clothing, hairdress,
makeup in accordance with the recommendations of industry experts; orientation in world fashion
trends; acquisition of skills of adaptation of world fashion tendencies to individual aesthetic features;
seeking help from industry experts; positive perception of the features of one’s own body (bodyposi-
tive);

— «Service Sector»: acquaintance with information on the quality of goods and services; mastering
the skills of inspection and control over the safety and quality of goods and services; application of
recommendations for self-detection of violations in the field of service; selection of products and ser-
vice facilities in accordance with the offers and recommendations.

Also, two questions were added to each thematic category, which further confirm the pragmatic
value of service-expert programs. As it can be seen, the answers to the question «Do you share the
information you learned from service-expert programs?» (Fig. 1) confirmed the priority of the «Travel»
thematic category in the information interests of viewers. In addition, the information from the «Service
Sector», «Cooking», «Medicine and Health», «Relationship Psychology» categories is regarded by
viewers as one that may have not individual but public benefit. At the same time, only half of consum-
ers or interested persons are repeaters of consumed content (conductors of pragmatic value).

Answers to the question «Do you resort to viewing archival episodes of service-expert programs?»
(Fig. 2) confirm the priority of the first five thematic categories outlined in the previous question. Pro-
grams from the «Travel» category are again at the top of the viewer’s interest rankings. It is more con-
venient to watch culinary programs in archival episodes presented on the official resources of the TV
channel on the Internet, because in this format the viewer receives additional tools for content man-
agement, can find the necessary recipe on individual request, watch the program again, synchronize
their actions with the screen. Similarly, the viewer can benefit more from programs on «Relationship
Psychology», «Medicine and Health», «Service Sector» topics watching their recorded episodes, fo-
cusing attention on important points.
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Figure 1. Answer to the question for each thematic category «Do you share the information you learned from service-expert
programs?» (as a percentage of the total number of respondents)
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Figure 2. Answer to the question for each thematic category «Do you resort
to viewing archival episodes of service-expert programs?» (as a percentage of the total number of respondents)

These results proves that the pragmatic values contained in the «Travel», «Cooking», «Relation-
ship Psychology», «Medicine and Health», «Service Sector» thematic categories are timeless. There-
fore, the viewer shows interest in archival episodes and retransmits useful information, which over
time does not lose its relevance.

IV. Conclusions

The study empirically confirmed the pragmatic value of service-expert programs in nine thematic
categories. Respondents confirmed their completeness and sufficiency by supplementing the list with
their own offers.

With the help of additional questions related to the retransmission of obtained useful information
and review of archival episodes of programs, five thematic categories were identified: «Travel»,
«Cooking», «Relationship Psychology», «Medicine and Health», «Service Sector», which are based
on timeless values. This feature can be taken into account by TV producers when developing new
concepts of programs, rerun and rebroadcast of which will be of interest to audience for a long time.
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Tpery6 A. M. NMparmatu4yHa LiHHICTb CepPBiCHO-eKCNEePTHMUX Nporpam B yKpaiHCbKOMY TeneBi-
3inHoMy npocTopi

Mema AocnidxeHHs1 — eMMipUYHUM LWSIXOM 8U3HaYUMu nepesik npazmamuyHux uiHHocmel cep-
8iCHO-eKcriepmHUX rnpozpamM 8/1acHo20 8UpobHUUMea ma eupobHuumea 3a crieyiasibHUM 3aMO8/1eH-
HAM pelmuHa208UX 3a2allbHOHaulioHalbHUX meneKkaHarnie YkpaiHu.

Memodonoeisi docnidxeHHs. Y npoueci 00CiO)eHHs 8UKOpUCMaHo Memodu aHari3y, CUHme3sy,
abcmpazysaHHs ma y3a2allbHEeHHS, @ MaKoX OnumyeaHHs, peasizogaHe WIIsIXOM 3a04HO20 Macogozo
aHKemyg8aHHSs1 8 e/IeKmMPOHHOMY (rMuUcbMo8oMy) suasisidi 3a dortomozor Google-iHempymeHmig.

Pesynbmamu. Y pesyrnibmami npogedeHo20 onumysaHHsl WIISIXOM aHKemyeaHHs mesesisiliHux
ansidavie 6yrno po3pobrieHo, eMrnipudyHo nidmeepdxeHo ma OOMOBHEHO MEPEeTiK npazMamuyHux UiH-
Hocmel 3a KOXHOK 3 meMamu4yHUX Kameaopil CepsiCHO-eKCriepmHuXx rpoepam 8/1acHo20 8UpPObHU-
umea ma e8upobHuumea 3a crieujiaribHUM 3aMOBIIEHHSIM pelmuH208UX meJsieKkaHarsie YKpaiHu 3azarib-
HOHauioHaflbHo20 MOBJIEHHS, @ camMe 3a makuMu: «rnodopoXi», «obrawimyeaHHs XUmioeo20o cepe-
dosuwa», «rncuxosioeissi CMOCYHKI8», «mMeduyuHa ma 300p08’s», «KyriHapis», «nobymy, «kpaca,
«Mo0a ma cmurby, «cghepa 06Cr1y208y8aHHSI».

3a sidnoegidsimu pecrioHOeHmie Ha dodamkoesi 3anumaHHs aHkemu 6yri0 8USHa4YeHO M’sAMIipKy me-
Mamu4HUX Kameeopili cepsiCHO-eKcriepmHuUx rpoepam, wo 6a3yrombcs Ha 103a4aco8ux UiHHOCMSIX:
«ro00POXi», «KyrniHapisi», «MCUX0roa2is CMOCyHKig», «MeduuuHa ma 300poe’s», «cghepa obcryaosy-
8aHHsI», — SIKI cmaHoe1smb ripiopumem w000 niepeansidy apxi@HUX 8UMYCKi8, @ MakKox pempaHciayii
ompuMaHoOi KOPUCHOI iHgbopmauii 051 binlbwe HiXX Mo108uUHU ornumaHux meseansdadis.
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Hoeu3Ha. Ynepwe gusHa4yeHO ma eMnipudyHo nidmeepxeHO npasMamuyHy UiHHICMb CepsiCHO-
eKkcriepmHux rpozpam 0551 meseegisiliHoao ansdaya.

lMpakmuy4He 3HaYeHHs1. Pe3yrnbmamu AociOXXeHHST MOXymb 6ymu euKopucmasdi 8 npakmuuyi me-
11e.i3iliHo20 8UupOobHUUMEa CepBICHO-eKCIIEPMHUX MpoepaM, 30Kpema epaxosaHi rnpu po3pobui KoHUe-
nyit ma croxxemie rnpozpam.

Knro4oei cnoea: cepsgicHo-ekcriepmHi npozpamu, ykpaiHcbke mesiebayeHHs, npazmamuyHa UiH-
Hicmb, memMamuyHi Kamea20pii, ornumyeaHHs1, mesnesisitiHul ansday.

Tpery6 A. M. MNparmatnyeckass LeHHOCTb CEPBUCHO-3KCNEPTHbLIX NPOrpamMm B YKPauHCKOM
TeNneBN3NOHHOM NMPOCTPaHCTBE

Lenb uccnedogaHuss — aMnupuydeckuMm rnymem onpedenums rnepeqyeHb rnpazmMamuy4ecKkux YeHHo-
cmel cep8UCHO-3KCEPMHbIX rpozpamm cobcmeeHHo20 rpoudeodcmea u npouseodcmea no creyu-
arnbHOMy 3aka3y pelimuHa08bix 0buweHayuoHarbHbIX menekaHano8 YKpauHsl.

Memodonozusi uccnedoeaHus. B npouecce uccriedogaHusi Ucnonb308aHbl Memodbl aHanu3a,
cuHme3sa, abcmpaeaupogaHusi U 06006WeHUs], @ makKxXe orpoc, peasnu3o8aHHbIl MymeM 3a04H020 Mac-
€08020 aHKeMUPOBaHUS 8 3JIEKMPOHHOM (NMUCbMEHHOM) 8ude ¢ nomouibro Google-uHcmpymeHmMos.

Pesynbmamsbl. B pe3ynbmame rpogedeHHO20 oripoca nymeM aHKemupoeaHusi mese3spumerel
6611 paspabomad, aMIupuU4YecKu nodmeepxoeH u OOMOSTHEH NepeYeHb rnpasMamuyYeckux ueHHocmeu
1o Kaxool u3 memamu4yecKux Kamezaopuli Cep8UCHO-3KCepMmMHbIX npogpamm cobCmeeHHo20 Mpous-
godcmea u npousgodcmea o crieyuaribHOMy 3aka3y pelmuHe08biX mesieKkaHanoe YkpauHbl obuje-
HayuoHasibHO20 8elaHusl, @ UMEHHO 110 MaKuM: «fymeuwecmesusi», «obycmpolcmeo Xunol cpedbiy,
«IICUXO0rI02usi OMHOWEHUU», «MeduUuuHa U 300p08bey», «KyruHapusi», «bbimy, «kpacoma», «moda u
cmurby, «cghepa obCyXu8aHUs».

Mo omeemam pecrioH0eHmMo8 Ha AornonHUMEsIbHbIE 80MPOChLl aHKembI bbliia onpedenieHa nsamep-
Ka memamuyecKux Kameaopuli cepeUCHO-3KCIEPMHbIX po2pamMM, OCHO8aHHbIX Ha 8HEBPEMEHHbIX
UEHHOCMSIX: «Mymewecmeusi», «KyfuHapusi», «fcuxono2usi OmHOWeHUl», «MeduuuHa U 300p08Ley,
«cghepa obceyxusaHuUsi», — KOMopble coCmassifom npuopumem o npoCMoOMmpy apXUsHbIX 8bliryc-
KO8, @ makxe pempaHCisyuu nosy4eHHoU ronesHol uHgopmayuu 0511 boriee yem rnosio8UHbI Orpo-
WeHHbIX mene3pumerned.

Hoeus3Ha. Briepsbie amnupuyecku ornpedesieHo npasMamuyecKkyro UEeHHOCMb Cep8UCHO-
3KCrepmHbIx rpoepamm 0519 mesfiesu3uoOHHO20 3pUmers.

lMpakmuy4eckoe 3Ha4vyeHue. Pe3ynbsmamsbi uccredosaHuss Mo2ym 6bimb UCM0/1b308aHbl 8 MpakK-
muKe meJsie8uU3UOHHO20 PouU3800CMBa CEeP8UCHO-IKCIIEPMHbLIX Mpo2paMmM, 8 4YacmHOCMuU y4umabl-
gambcs npu paspabomke KOHUenuull U CtoXXemoes rpoepamm.

Knroueenle crioga: cep8UCHO-3KCNEpMHbIe poepaMmbl, YKpauHCKoe mesiegudeHue, npazmamu-
yeckasi UeHHOCMb, meMamu4yecKue Kameaopuu, oOfpoc, mesiegu3UOHHbIU 3pumerlb.
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