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Badanie poswiecone jest konceptualizacji wydarzen publicznych jako
fenomenu wspotczesnej przestrzeni medialnej w oparciu o analize medialnego
dyskursu zdarzen publicznych na Ukrainie. W opracowaniu zarysowano wydarzenia
publiczne jako przekaz zarysowujgcy aparat pojeciowy i kategoryczny badan
medialnych dyskursu o wydarzeniach publicznych w mediach, ukazano projektowi
metodologie badania dyskursu medialnej reprezentacji wydarzen publicznych,
przeprowadzono obserwacje podejs¢ do ich typologii, zidentyfikowa¢ mechanizm
odkrywania dyskursu wydarzenia publicznego w mediach, opisa¢ procedure
dekodowania znaczenia przekazu wydarzenia publicznego, ujawni¢ specyfike
wzajemnych powigzan profesjonalnych i nieprofesjonalnych producentow informacji
w obszarze spotecznym wydarzen publicznych, przesledzi¢ geneze i ewolucje
ukrainskiego dziennikarstwa wydarzen publicznych oraz okreslic cechy tego

dziennikarstwa we wspotczesnej Ukrainie.

Key words: discourse analysis, journalism standards, mass media, media
activism, media theory, memory frames, performance, public, public communication,

public event.
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LIST OF SYMBOLS

ATN Kharkiv Regional Television Company Television News Agency

NGO Non-governmental organization

KVN TV program "Club of cheerful and resourceful”

LGBT Acronym for Lesbian, Gay, Bisexual, and Transgender People or Groups

TSN Daily news program of 1 + 1 channel produced by 1 + 1 Media

UCF Ukrainian Cultural Foundation

UNIAN Ukrainian Independent News Agency

KRF Kharkiv Regional Foundation

BNA Before Now After [author's method of researching public events
according to the stages of their coverage in the media]

Cedos Center for the Study of Society [an independent think tank and
community that has been researching social issues and promoting social change
since 2010]

MAXQDA Mixed Data Analysis Program developed by VERBI Software.
Consult. Social research. GmbH

PERMA Positive Engagement Relations Meaning Achievement [model of
constructing the atmosphere of perception of a public event message in accordance
with the concept of Well-being Martin Seligman]

PEST Politics, Economics, Social, Technology [Francis Aguilar Business

Environment Analysis Scheme]



INTRODUCTION

Rationale. Public events and their media representations are a promising and
little-studied topic in the context of political transformations, economic changes, and
cultural shifts in modern Ukraine. Mostly the focus of journalists primarily those of a
political nature or clearly tragic consequences but other public events - actions,
awards, carnivals, celebrations, ceremonies, concerts, conferences, demonstrations,
exhibitions, fairs, festivals, happenings, holidays, meetings, open airs, parades,
parties, performances, press conferences, rallies, shows, etc. - are regularly covered
in the modern media as well. Being organized they change media discourse. It has to
be noted that public events are perceived in the media as a common cultural practice
that is worthy of attention only in view of the scale of the event: the number of people
and the geography of coverage. In the dissertation we consider a public event as a
socially significant multimodal convergent statement that has four ontological
features: 1) initiates a change in the socio-cultural context in which it is born; 2)
structures time, which determines the perception of reality because of what
happened before, during and after the event; 3) a public event is a public performance
that has a symbolic meaning, redistributes the positions and roles of agents of (co)
joint (interaction); 4) a public event opens a new discourse that changes the agenda
in the media.

The problem situation of the study is:

- the contradictions between the need for a systematic study of public events
as a subject of journalist activity and the current state of Ukrainian humanitarian
research on this issue;

- the need to develop effective tools for journalist coverage of public events in
the modern information space in the context of information wars, intensification of
disinformation and spread of populist tendencies that lead to inaccurate, incomplete,

biased and distorted coverage of public events in Ukrainian media;
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- non-compliance with professional standards of a large number of media
materials about public events published in the Ukrainian media, due to the
stereotypical attitude of media outlets to public events as false facts of social reality.

All of the above determines the relevance of the study of the phenomenon of
public events. Theoretical research in Ukrainian journalism is mostly historiographical
in nature, considering the preconditions and consequences of public events (V.
Kipiani, 2018; Pocheptsov G., 2017; Zhytaryuk M., 2008, etc.). In media research,
public events are viewed in fragments, as objects of reflection by information agents.
Traditional media analysis is usually aimed at studying the effects of the media (N.
Davis, 2011; D. Gillmore, 2017; M. McLuhan, 1988; D. McQuail, 2010, etc.), and public
events remain unnoticed by researchers as not "media" objects. The vast majority of
applied research on the Ukrainian media in the context of public events is devoted to
improving tools for creating and editing journalistic materials, including those that
cover public events in accordance with their genre specifics (V. Zdorovega, 1989; V.
Rizun, 2008, etc.), and finding solutions to media literacy and journalist ethics (D.
Dutsyk, 2017; V. Ivanov, 2009, Mostovyy V. P. & Rizun V. V., 2014, etc.). The realities
of modern Ukrainian journalism attract the attention of domestic and foreign media
theorists, who ponder the facts of public events in the context of solving problems of
media diversity (A. Helbig, 2006, M. Dyczok, 2014; S. Kvit, 2018; B. Potyatynyk, 2004,
etc.). Revealing the essence of public events through their media representation,
modern Ukrainian researchers are increasingly turning to discursive approaches to
the study of media (V. Kulyk, 2010; Pocheptsov G., 2017, etc.).

Therefore, a practice of collection, interpretation and distribution among the
general public of information about public events before, during and after their
implementation is viewed in the study as journalism of public events. Two types of
journalism of public events are outlined: mainstream (activities of professional
producers of information to cover public events in the media and the creation of

journalistic projects with public participation) and alternative (informing audiences
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about public events by non-professional media producer; coverage of socially
significant issues that are hidden or insufficiently covered in the mainstream media).

In philosophical discourse, public events are perceived as a phenomenon of
existence that has ontological and phenomenological features (A. Badiou, 2003; N.
Chomsky, 2006; J. Deleuze, 2016; Heidegger M., 2009; Lotman Yu. M., 2010;
Whitehead A., 2009, etc.). In sociology public events are viewed as a phenomenon of
social communication, a field of representation of social relations (Bourdieu P., 2007,
E. Giddens, 1999; Guy Debord, 1999; J. Habermas, 2006, etc.), considered as everyday
life scenario social dramaturgy (P. Sztompka, 2005) or performance (R. Schechner,
2003). The use of sociocultural frames in the construction of public events and their
representations in media directs the research to the concepts of collective and
cultural memory (A. Assman 2012; P. Nora, 2014, etc.). In connection with the study
of constructs of political and historical memory represented in public spaces,
researchers of public spaces of cities (J. Gehl, 2018; A. Lefebvre, 2015; K. Snopek,
2018; Tyshchenko I., 2015, etc.) draw attention to the phenomenon of public events.
Linguistic and semiotic studies (Barthes R., 1977; Ch. Fillmore, 2009; Yu. Lotman,
2010; O. Potebnya, 1989; Saussure F. de, (2013); Wittgenstein L., 2012, etc.) are
important for decoding the symbolic meanings of verbal and nonverbal utterances in
the context of public events.

According to the Soviet tradition, public events are considered as cultural
events in the context of analysis of the cultural heritage of ethnic communities or as
objects of methodological and organizational activities in the fields of culture and
pedagogy (D. Genkin, 1975; Zajcev V. P., (2006), etc.). Public events, or special events,
are considered as the tool of policy making in applied research in public and political
communication strategies, public opinion studies, event management (Holzbaur U. et
an., 2005, Prymak T., 2013, etc.). These studies are mostly pragmatic.

Therefore, despite the fact that some aspects of public events are the subject

of theoretical research by Western and domestic scholars, in general, public events
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as a phenomenon of mass communication and the object of comprehensive
journalism and media communication studies is insufficiently studied, which
necessitates new research issues and new theoretical perspectives of analysis.

Connection with scientific programs, plans, topics, and grants. The topic of the
dissertation is related to the basic direction of research conducted with the
participation of the author by the Department of Media Communications, Faculty of
Sociology, V. N. Karazin Kharkiv National University - "Digital Media and Conceptual
Strategies of the Information Society".

The purpose and objectives of the study. The aim of the work is to
conceptualize public events as a phenomenon of modern media space based on the
analysis of media discourse of public events in Ukraine.

The object of research is the media discourse of public events.

The subject of the research is mutual transformations in the discourse of public
events in media in the modern Ukrainian media space.

Achieving this goal involves us to outline the conceptual and categorical
apparatus of media research of public events discourse in media, designing a
methodology for studying the discourse of media representation of public events,
conducting an observation of approaches to the typology of public events, identifying
the mechanism for discovering the discourse of a public event in the media; to
describe the procedure for decoding the meaning of the public event message.

As a result, it let us determine the structure of the communication field of the
public event; reveal the specifics of mutual correlations of professional and non-
professional producers of information in the social field of public events; trace the
genesis and evolution of Ukrainian journalism of public events and to determine the
features of journalism of public events in modern Ukraine.

The chronological boundaries of the study outline the current period of

development of the Ukrainian media: from the proclamation of Ukraine's
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independence in August 1991 to August 2021 when the quarantine due to COVID-
2019 changed the situation in the world.

The geographical boundaries of the study are determined by the coverage of
news about public events in Ukraine that took place in the cities with a population ca.
one or more million - in particular, Kharkiv, Lviv, and Kyiv.

Research methods. The polysemy of the public event necessitates the need to
determine the structure of the object of study using the integrative methodology in
the context of communicative and discursive approaches combining analytical
techniques of modern theories in philosophy, sociology, cultural studies, structural-
semantic studies, memory research, communication theory, concepts of social
drama, etc. A number of specific methods are used to solve some research issues,
such as discourse analysis (to identify the role of discursive practice in changing the
agenda in the media, and to research texts and communication structures that
produce these texts), content analysis (for quantification of media materials and
further interpretation of their research results), framing analysis (to decode the
meanings of public event messages and their transformations in media), mixed data
analysis processing using MAXQDA program (MAXQDA, 2018), a semi-formalized
online interview (for information on the implementation of public events from
organizers and participants), participant observation (to conduct an experiment in the
development of the journalistic discourse of a public event) and case study (through
analysis of illustrative examples and explanations of public events). An experiment
was carried out to monitor the development of the discourse of public events of the
festival InclusiON Fest in the framework of grant programs of the public organization
KRF Public Alternative, implemented during 2016-2019 with the support of local
donors, crowdfunding, the Ukrainian Cultural Foundation and the Ebert Foundation
in Ukraine.

Therefore, the dissertation uses an integrative methodology based on the use

of a set of general and special analytical methods that allow the consideration of
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public events as a multilayered structure in the context of communicative and
discursive approaches.

The theoretical basis of the study is Denis McQuail's theory of mass
communication, Harold Lasswell's study of communication, Alain Badiou's
philosophical concept of four true procedures, Pierre Bourdieu's concept of the social
field and the field of journalism, and Richard Schechner's performance theory
(Badiou A., 2003; Bourdieu P., 2007; Lasswell H. D., 1948; Schechner R., 2003). To
reveal some aspects of understanding the object of study in the social and media
dimensions, we also turn to the theories of communicative action and structural
transformations in the open society by Jirgen Habermas, the society of the spectacle
by Guy Debord, social drama by Piotr Sztompka (Habermas J., 1996; Debord Guy,
1999; Sztompka P., 2007), the concept of pseudo-events by Daniel J. Boorstin
(Boorstin D. J., 1992); studies in social space of Henri Lefebvre's (Lefebvre A., 2015),
urban studies of Jan Gehl (Gehl J., 2018), historical and cultural works of Myroslav
Popovych (Popovych M. V., 1998), postcolonial historical studies of Mykola Ryabchuk
(Ryabchuk M., 2010), anthropological studies of the late Soviet everyday life of
Oleksiy Yurchak (Yurchak A., 2005), the frame semantic by Charles Fillmore, Maurice
Halbwachs collective memory concepts, and Aleida Assman's typology of social
frames (Fillmore Ch., 2009; Halbwachs M., 2003; Assman A., 2012).

The empirical basis of the study is media publications on public events of
cultural and educational topics, posted on open sources. For analysis were used
structured surveys on participants and initiators of public events in Ukraine from 2017
to 2019. Survey analysis based on the results of the author's study "Publichni podiyi
yak instrument mediaosvity" [Public events as an instrument of media literacy]
(Zinenko O. D., 2018). The material about cultural events is taken from event
organizers. The analysis is based on material obtained in the course of practical
activities of the author in all-Ukrainian projects, their work on regional television,

local and national events for various customers and audiences of public, commercial
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and public sectors (more than 1000 public events held in Kharkiv, Kyiv, Odesa, Dnipro,
Donetsk, Lviv and other cities of Ukraine) from 1996 to 2020.

The scientific novelty of the research results is to solve an important issue in
the field of journalism study - the conceptualization of public events as a
phenomenon of the Ukrainian media space in the context of the theory of mass
communication. The study led to the following results.

According to the aim of the study, the definition of the concept of the public
event as a message which creates its own communication field, performs the function
of "stitching" social reality and media reality, discovering a new discourse in the
media. The public event is a unique deterministic chaotic action based on organized
performative interactions in public space, that involves public participation and gives
impetus to a significant change in the usual social context by restructuring the
relationship between elements in its field of influence. Based on the analysis of the
meaning of the term "event" in interdisciplinary theoretical discourse, etymology and
semantic spectrum of this concept in ancient and European languages, the specifics
of its use and synonyms in the Ukrainian language, related research concepts: "public"
and "public space". The differences in the meaning of the terms "public event" and
"pseudo-event"”, "holiday", "special event" and "event" are fixed. The communication
field of public events is described on the basis of Harold Lasswell's classical model of
mass communication. In the structure of the communication field of a public event
the following communication layers identified: 1) “who” - the layer of senders of the
message, who are initiators, forwarders, broadcasters, and ideologists of public
events; 2) “says what” - the layer of meaning of the messages, which is accumulate
meaning of value proposition of the public event; 3) “in which channel” - the layer of
transmitters - forms, tools, and techniques using for the effective spreading of
information that allows it to disseminate and involve participants to the
communication field of event; 4) “to whom” - the layer of recipients of the public

event message as representatives of its target audiences; 5) “with what effect” - the
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layer of influences of the public event - quantitative (number of publications in the
media and the volume of physical and media audiences involved) and qualitative
(effects of totality, performance, participation and publicity), manifested through
social networks, new public initiatives, etc.

To improve the methodology of the two-stage analysis of media discourse
proposed by Volodymyr Kulyk this study identified three temporal dimensions of
public event message transformation. The researcher claims that in the conditions of
constant expansion of the media field, it is expedient to compare the extent how
current public perceptions are formed and how they are reflected in the media
discourse. In this research public events discourse was analyzed using the author's
method of BNA-analysis, fixing and comparing the transformation of public event
message in media discourse on three stages. The first is the before-messages stage
with announcements, which give the key information about the public event from its
initiators to generate interest, initial public awareness of the value proposition public
events and providing access to information sources. The second is now-messages
stage with streams, online reports, broadcasts from the scene etc., which gives the
information during its implementation of the event. The third is the after-messages
stage with news, comments, reports, post-releases, and analytical materials about
public events after their implementation. This method allows to observe the
development of a public events media discourse taking into account its temporal
specifics, determine the effects of a public event and track the transformation of the
meaning of its message due to not only mainstream media but also alternative media.

To understand the correlations between professional and non-professional
producers of information in the field of public events Pierre Bourdieu's theory of the
social field is extrapolated. In the social field of public events there are three types of
agents highlighted: power, media and public, whose correlations are outlined in four
models of symbolic investment of agents in communication. The propaganda model

provides changes in media discourse through ideology as an instrument of
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authoritarian communities and prevents the existence of independent journalism as
the realization of the human right to freedom of speech. The consumer model propels
the communication of agents through a product or knowledge for the personal
benefit of the owners and mostly developing commercial, in particular, tabloid media.
The activist model stirs the communication processes through the information as
news brake of public event, and it opens up opportunities for diversification of media
agents, development of alternative media and independent socially responsible
journalism (however, the prevalence of this model in societies with low trust in
institutions causes the leveling of the importance of professional media). The hybrid
model, which is the most realistic and promising whereas its construction depends on
the habituses of the agents. Due to its social capital or access to resources, they apply
propaganda, consumer, activist or hybrid strategies at different layers in the
communication field of the public event. It is proved that: 1) public events initiated
by agents of media are characterized by entertaining or tabloid media discourse; 2)
journalism of public events initiated by government agents turns into propaganda,
canvassing or PR of individuals or institutions; 3) public events initiated by public
agents contribute to the formation of a new ecosystem of communication in society
and the development of social responsibility journalism. However, due to the
strengthening of populist tendencies, they may lead to the devaluation of institutional
media. It is shown that journalism of public events in modern Ukraine requires the
integration of several strategies of cross-sectoral communication interaction in the
"power-media-public” triangle.

For decoding the meaning of a public event message the four-dimensional
procedure based on understanding Alain Badiou's theory of truth procedures is
proposed. Ontological criteria we interpreted as semantic markers, namely: 1)
context marker (Politics), indicating the type of correlations of agents of the public
event norms and legal conditions; 2) a marker of an idea (Poem) as a value proposition

of a public event, which redefines established social norms through the creative
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representation of the invention of the "impossible" in the format of performative
interaction; 3) marker tools (Mathema), the use of which determine the effectiveness
of the media influence of a public event; 4) a marker of perception (Love) as the
reactions and behavior of recipients of the message, which are indicators of the
interaction of agents in the social field of a public event.

It is noted that the role of a key message of a public event plays performative
interaction. Being constructed it opens space for the initiators of a public event to
spread both true information and misinformation, fakes and other manipulative
constructs. It creates an ambivalent situation for journalists where, on the one hand,
they must adhere to professional standards and, on the other hand, face the need to
push the boundaries of understanding of social conventions and norms of journalistic
activity. Richard Schechner's theory of performance, which is considered in the
context of the concept of communicative action of Jirgen Habermas is proved.
Performative interactions (modern events, theatrical performances, holidays and
rituals), described by Schechner as local cultural practices that have the meaning of
symbolic communication of the community with the "higher mind" as a "medium",
interpreted as communicative actions that reflect the relations in society, redistribute
distances, show social hierarchies as suitable or unsuitable for interaction and
provoke the discovering of the discourse of public events in the media. Thus, the
media is in the position of "medium", and "vertical" monologue communication (the
intention of which is the personal psychological experience of the viewer) is
considered as "horizontal" dialogic communication (where public discussion of public
events becomes important). The five-phase mechanism of discovering the discourse
of a public event in the media is revealed: 1) presupposition of the idea of a public
event through spreading of its value proposition to the general public, 2) explication
of a public event proposals of the event through the presentation of performative
interaction in public space, 4) dissemination of the value proposal of the public event

by non-professional producers of information face-to-face and c-m-c, 5) examination
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of social significance of the public event presented in its media representations by
professional producers.

Given the communication approach to the study of the phenomenon of public
events, based on McQuail's classification of the main functions of the media, the
functional approaches to the typology of public events were developed. Five types of
public events were described: 1) informational, 2) conciliatory, 3) hereditary, 4)
entertainment, 5) mobilization. The proposed typology reveals public events as those
that meet the various communication needs of society: information - in the
dissemination, explanation, interpretation and commentary of socially important
information; conciliatory - in promoting public consent, establishing understanding,
maintaining established social norms; hereditary - in strengthening the connection
between past and present in the social consciousness, preservation of collective
memory, historical traditions and values of the dominant culture; entertainment - in
reducing social tension by providing participants with opportunities for recreation,
entertainment and entertainment; mobilization - in promoting the integration of
society through the involvement of citizens in the common cause.

The political and sociocultural preconditions for the emergence of public
events journalism in the last decade of the USSR's existence were traced as the
development of Ukrainian journalism of public events. The coverage of public events
in media motivated by implementation in 1985 of the course of "perestroika" and
"glasnost", catastrophe of the Chernobyl nuclear power plant in 1986, the abolition
in 1990 of Article 6 of the USSR Constitution on the leading role of the Communist
Party, etc. contributed to the changes of media agenda, the emergence of
independent Ukrainian media, and further implementation of the human rights policy
and democracy in Ukraine. In the study four periods of history of Ukrainian journalism
public events since Ukraine's independence in 1991 till 2021 is outlined: 1) the search
for new media formats (1991-1999), associated with the politicization of culture,

reducing the distance between public and media through public journalism
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experiments; 2) emancipation of the Ukrainian media (2000-2005) - separation of the
Ukrainian media from the Russian media mainstream both economically and
creatively; 3) competition of media platforms (2006-2012) - confrontation of two
types of journalism, - following the trends of the tabloid mainstream, and the "social
responsibility journalism", which, according to the postcolonial tradition, uses non-
journalistic formats in Ukraine, and forming the alternative culture mainstream; 4)
the reboot of relations between society and the media (2013-2021) - a radical
restructuring of the type of interaction between the public and the media, due to the
development of Internet technologies and the availability of mobile communications.

Specific features of journalism of public events are determined in online
Ukraine media. The involvement as a dependence of media representations of public
events on personal interests of power, media or public agents in a communication
field of public events. The occasionality as randomness and spontaneity of journalists'
choice of facts of performative interaction when covering public events imposed by
the initiators. The expressiveness as an emotional tension of media content due to
the influence of performative interaction on journalists. The ritualism as an imitation
of canons, standards and stereotypes by journalists when covering public events in
the media without taking into account their novelty and uniqueness. This conclusion
is based on results of analysis of three different data sets using the integrative
methodology within the communicative and discursive approaches that included
BNA-analysis methods and procedures for decoding the meaning of a public event
message. The first data set included 68 publications about the Eurovision Song
Contest 2017 that were hosted by Ukraine. The second data set included 50 BNA-
questionnaires about local cultural events in Ukraine that we analyzed using a
content-analysis method. The third data set included 10 working papers and 87 media
presentations of the annual public event InclusionONFest in Kharkiv 2016-2019. For

this data set analysis we used the participant observation method.
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The practical significance of the obtained results is to develop the conceptual
foundations of journalism of public events as a separate branch of journalism. The
results of the study are implemented in the process of training higher education
studentsin "Journalism" at V. N. Karazin Kharkiv National University and Kharkiv State
Academy of Culture and can be used in the development of courses in educational
and professional programs in journalism, mass communication, media
communications, audiovisual media, advertising, public relations, event
management, etc. Materials and conclusions of the work can be useful for forming a
responsible attitude to the process of information producing, dissemination and
interpretation for journalists, bloggers and other media content producers and are
promising for the development of journalism of public event as a separate field of
studies, as well as applicable solution of problems, including media analysis, media
education, preventing manipulation and negative influences on public opinion.

Personal contribution of the applicant. The dissertation is an independently
performed scientific work. Scientific results and conclusions of the dissertation were
obtained by the author personally. Of the 33 publications, 25 are individual. In 8
publications in co-authorship the provisions which are results of own research are
presented.

Approbation of dissertation materials. The main provisions of the dissertation
were tested in the form of presentations at 21 international and national scientific
and scientific-practical conferences: Scientific Seminar "Migration and Cultural
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CHAPTER 1. THEORETICAL AND METHODOLOGICAL TOOLS
FOR THE STUDY OF PUBLIC EVENTS

The concept of "event" is discussed in the theoretical discourse of many fields
of knowledge: journalism studies, philosophy, communication, sociology, linguistics,
cultural studies, art history, political science, economics, computer science, physics,
etc., considered in the context of ontological, metaphysical and other theleological,
functional approaches. In this chapter we are going to outline the concept of "event"
by defining its ontological features, to observe tools and to view the methodology of
research.

1.1 Conceptual and categorical field of research: a range of definitions

1.1.1 Four features of a public event: definition. The study of public events

involves the need to analyze the meanings of concepts such as "event", "pseudo-
event" and the "public" in order to develop a generalized definition of the concept of
public event.

In the academic dictionary of journalism studies, the concept of an event is
defined as “what happened, happened; the fact of public or private life; the main
subject of information messages” (Mykhaylyn. I. L., 2013: 198). In particular, the
dictionary emphasizes that "news is defined as a reported event" (ibid.). Based on the
above definition, we consider a reflection on this phenomenon in philosophical and
everyday discourse to give a definition of "public event".

Reflection on the concept of event has a long tradition. In ancient Greek epics,
the concept of "event" acquires a mythologized meaning. In the works of Hesiod,
Homer, Herodotus, the concept of ‘event’ corresponds to the ancient Greek words
‘popt’ (feast), ‘TéAeolg’ (from ‘t€hog’ - accomplishment, result, purpose), ‘ouvtuyia’
(luck, chance, fate) (Aristotle, 2007: 154-156; Liddell-Scott-Jones, 2021). The
meanings of these words give an understanding of the attitude to the event as such
a unique phenomenon of being, which has a positive emotional load, may be the

result, outcome or goal of a great cause. Plato considered the concept of event in a
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number of other concepts, without distinguishing it specifically, and Aristotle
determined the event as an important element in constructing the plot. To convey
the meaning of the concept of event, Aristotle uses the word ‘nepuétela’ (accidental
reversal, adventure), which emphasizes the uniqueness, randomness and ability of
the event to change the usual order of things (Aristotle, 2007: 38, Liddell-Scott-Jones,
2021). As we can see, the ancient Greek philosophical tradition prepared the
perception of the event in the context of the reflection on history.

In the modern European languages, the concept of an event is mostly rooted in
the Latin ‘eventum’ (from the verb ‘eventio’, which means "come out / about / forth",
"happen", "turn out" - to go out, happen, happen, find out) (English-Ukrainian
Dictionary Advanced version, 2019). Since the beginning of the twentieth century, the
event has become one of the key concepts of philosophy and is considered by various
philosophers in the context of the relationship of event and existence. Alfred
Whitehead, based on a physical and mathematical understanding of this
phenomenon, interprets events as an intrusion into the flow of time with "certain
timeless components" (Whitehead A., 2009) Gilles Deleuze notes that in the age of
concepts, an event (I'événement) becomes an artificial construct, a presentation that
replaces the real facts of reality (Deleuze J., 2016). Martin Heidegger denies the
existence of an event (das Ereignis, das Sein) in space and describes it as a fact of
coexistence, which emphasizes the importance of being in its infinity (Heidegger M.,
2009). Despite certain semantic variations, for the most part the concept of event in
the humanitarian thought of the XX - early XXI centuries is considered historically as
a transcendent truth or as the quintessence of the meaning of being in its eternal
immutability. The above philosophical concepts represent the event as a
phenomenon that can not be explained: you can only be a participant or witness.

The concept of event in relation to infinite time and space of being is
considered in structuralist discourse. In particular, in Semiosphere, Russian cultural

semiologist Yuri Lotman outlines the understanding of the concept of "event" in the
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mythological sense as what once happened in the ancient world; as a result, each new
event now appears as an image of the ancient event that enhances its significance.
The researcher also highlights the concept of plot event, which is the boundary
separating one's own and others (Lotman Yu. M., 2010: p. 356—357, 468). An event is
not considered as an object, but is defined as an occasion that manifests the meaning
of being in its infinity. This approach to understanding the concept reveals the event
as an ideal uncontrollable entity, which is proof of existence in the space-time
continuum.

"From the beginning, there is no truth in a situation if it is not complemented
by an event," - says the French philosopher Alain Badiou (Badiou A., 2003: p. 5) - here
and further translated by author]. In the Manifesto of Philosophy, he views the event
as a situation that allows us to see the truth through the changes in context. In
"Ethics" the philosopher defines the event as "that which is not reduced to the usual
inscription in that which it is" (Badiou A., 2019: p. 101-103), a case that denies the
normal state of affairs and forces the subject to decide on a new way of life. According
to the philosopher, the event is "outside the law" of the situation and thanks to the
"nihilism of detachment" opens the way to the truth through communication as a way
to bridge the gap. The event causes the production of new sacred spaces, beliefs and
myths, missions and messiahs. Nowadays, such new spaces of sacred action can be
deemed the field of media and the field of public communication, wherein events
occupy a special place.

Scientific reflection on the concept of "event" is not limited to humanities.
Understanding the concept of event through the category of change correlates with
the definition of this concept, in particular, in physics. Thus, the physicist Richard
Mueller in his monograph "Physics of Time: Everything Happens Now" turns to the
analysis of the phenomenon of information entropy and suggests the possibility of
perceiving the event through the spatial metaphor of energy, resulting in a change of

space through a new type of interaction (Miller R., 2019: p. 278-290). In this sense,
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the event is a deterministic chaotic system, endowed with the ability to lose
information about its initial conditions.

In the Ukrainian language, the word ‘nogis’ [podiya] as an "event" is
ambiguous: 1) "what released, happened; phenomenon, fact of public or private life",
2) "that violates the established, habitual course of life; something important,
outstanding", 3) "deed, action" (SUM, 1975: 749). As we can see, all three meanings
are somehow related to the meaning of "what happened and changed the course of
life." This word usage reveals the concept of an event as a situation that changes the
context. The authors of the Stanford Philosophical Encyclopedia emphasize the
variety of approaches to defining the concept of an event. According to Stanford
researchers, there is a problem of not being able to unambiguously define the
meaning of the event as "what happens" - the concept of "event" is usually defined
by a wide range of distant synonyms: «smiles, walks, dances, weddings, explosions,
hiccups, hand-waves, arrivals and departures, births and deaths, thunder and
lightning» (Casati R. A., 2020). As we can see, the semantic field of the concept of
event is too broad, and for the sake of this analysis it is necessary to limit it.

In the Oxford Dictionary, the word ‘event’ is given the following meanings: «a
thing that happens, especially something important», «a planned public or social
occasion» (Oxford Learner's Dictionaries, 2020). Examples of word usage provided in
the article of the dictionary allow us to make the following clarifications: 1) the event
changes life: «The tragic events of last Monday occurred only 200 metres from the
shore; a dramatic turn of events (= change in what is happening)»; 2) the event
involves the presence of an observer: «Everyone was frightened by the strange
sequence of events»; 3) the event can be organized by someone: «The hospital is
organizing a special fundraising event. Is the city ready to host such a major sporting
event?» (ibid.).

In Ukrainian the English word ‘event’ corresponds to several words: ‘3axig’

[zahid] as organized event, ‘noaia’ [podiya] as public event and, transliteration from
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English, - ‘iBenT’ [ivent] as special event. The last one is mostly common in the
professional speech of specialists who organize cultural events, holidays and other
public events. The interactive portal "Slovotvir", whose mission is to assemble the
corpus of words of the modern Ukrainian language directly from the speakers, gives
the following meaning of the word ‘iBeHT”: "some interesting and unusual mass
action" (Slovotvir, 2021: April 12). An example of use is: "an event agency offers the
organization support of business, holiday and special events" (ibid.). Translated
among the synonyms at the time of visiting the site (ibid.), the word ‘nogia’ ranked
second in frequency after the ‘iBeHT’.

The word ‘3axia’ [zahid] as organized event in the field of cultural leisure is
quite common, but increasingly frequently used to the word ‘iBeHT’. In the Ukrainian
language, the word ‘3axig’ has two homonyms: words meaning "sunset over the
horizon" and "west" (SUM, 1972: 380). In addition, this word in the Ukrainian
language has Soviet ideological connotations, as it would have been used in
propaganda practices. The word ‘3axia’ [zahid] is still preserved in Ukrainian
legislation (“cultural event”) and official documents of local executive bodies, state
institutions of culture, education and science. In independent Ukraine event
specialists and pedagogs still used the Soviet approach to event organization and in
culture management education. One of the leading Soviet directors of cultural and
mass holidays, Dmitry Genkin, in the 1970s noted that the Russian word
‘meponpusatue’, which fully corresponds in this context to the Ukrainian word ‘3axia’,
does not reflect the unique specifics of the phenomenon, including its spectacle and
effectiveness, so he suggested using the word ‘ainicteo’ [diystvo] (Genkin D. M., 1975:
21; SUM, 1971: 303]. Ukrainian mass show director and educator Volodymyr Zaitsev
uses the generalizing concepts of ‘cBato’ [svyato] as a“holiday” and ‘Bucrtasa’
[vystava] as a “spectacle”) (Zaytsev V. P., 2003: 176; (SUM), 1978: 104; SUM, 1970:
498). The word ‘cBsaTo’ has sublime emotional connotations in connection to a certain

ideology (political, religious, traditional and mythological). The Ukrainian words
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‘nincteo’ [dyistvo] and ‘nopais’ [podyia] have a common root ‘aiit’, both of which have
an integral sema of "action", and the word ‘BucraBa’ suggests that one of the
important features of an event is that it is something that witnesses observe. In
various spheres of social and public activity (journalism, jurisprudence, cultural
practices, PR and business communications, etc.) the concept of event is outlined
using a wide range of specific concepts. A large group of concepts in the Ukrainian
language is formed by words denoting the types of special, solemn, entertaining,
artistic, educational and other ‘iBeHTn’ [iventy]: action, award, banquet, birthday,
carnival, celebration, ceremony, concert, conference, demonstration, exhibition, fair,
festival, happening, holiday, meeting, open-air, parade, party, performance, program,
press conference, rally, ritual, team building, show, etc. This list can be extended, and
we deliberately give it not in the hierarchical, but simply alphabetical order to show
the breadth and openness of the semantic field of the concept of public event.

The word ‘iBeHT’ [ivent] as a special term on formal grounds is completely
synonymous with the term ‘3axia’, but in Ukraine, organizers of public events in the
Western tradition use only a new term. This can be explained as follows: in contrast
with the Soviet tradition of propaganda ‘3axia’, the word ‘iBeHT’ refers to a new
guality of mass communication practices, built on the principle of horizontal ties
inherent in a democratic society. Applied economic research in the field of event
planning and event management is based on the methodology of German researcher
Ulrich Holzbaur, who notes that the specificity of the event is that it is perceived as
an exceptional performative action for visitors. Positive atmosphere consists in its
careful organization and planned staging. It encourages visitors, and guarantees the
success of event organizers (Holzbaur U. et an., 2005: 10-12]. The researcher
emphasizes that the event is organized to make a unique impression on people
participating in it actively or watching it. We can thus conclude that the word ‘nogis’
in the Ukrainian language can be used as a generalization, to name all the above types

of events: ‘3axia’ [zahid], ‘iBeHT[ivent], ‘cBaTo’[sviato], ‘amiiicTBO’[dyistvo],
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‘Buctasa’[vystaval], and others. From the above examples of the use of the word
‘nogia’ (further in this research we will use the eng. “event”) and its synonymes, it
follows that the event is carried out in the physical world.

The question arises, do we have reason to consider an organized event a real
"event"? American historian Daniel J. Boorstin defines the concept of "pseudo-event"
by researching promotional representations specifically designed to attract the
attention of journalists. In the book Image: A "Guide to Pseudo-Events in America",
Daniel J. Boorstin tells the story of the first pseudo-event: in the late 1930s, journalists
were invited to a banquet on the occasion of the hotel's fictional 30th anniversary.
This fact was supported by a script recreating the reality of the days when the hotel
had been allegedly founded. Later, no one would have found any documentary
evidence that the hotel had been founded that year, but during the reception
everything looked plausible, and journalists believed it. The sequence of symbolic
actions proposed and reproduced by the initiators had an impact on those present,
so 27 newspapers would write about the hotel the next day (nowadays such cases are
usually called fake news, or "jeans") (Boorstin D. J., 1992:9). Thus, the notion of
"pseudo-event" after Daniel Burstin can be understood as an event based on fiction
(fakery, prank, deception, etc.). However, defining any fictional event as a pseudo-
event would be a simplification.

American anthropologist and cultural theorist Richard Schechner in "Theory of
Performance" proposes understanding the events as modern rituals-practices
representing community experience in public space through a series of specific
metaphors, which shows in performative interaction (Schechner R., 2003:10-20).
Exploring theatrical performances and special events, Richard Schechner compares
them to the rituals of primitive tribes and notes that these "dramatized movements
of human bodies" are not only performances, but also performative interactions
wherein social groups exchange their experiences through symbolic codes. Ritual

dance in public space is important not only as a performance, but also as a symbolic
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message to the community about the experience of dangerous hunting of large
animals. The inclusion of all members of the group in the dance is a demonstration of
the agreement to be together on the hunt. Conversely, the World Olympics is not just
a sporting event, but also a message that the participating countries must cease
hostilities. The cessation of hostilities is evidence that the participating country agrees
with the rules announced by the initiators of the public event. Performative
interaction, which can be played through the peaceful processions, theatrical
performances, fairs, book presentations and art actions, has the potential or claim in
the public space to activate the mechanism of mutual exchange of “energies”
between social and media realities and become public events. It becomes an attractor
for the public, helps to involve observers or participants in joint action in accordance
with a plan or specific scenario designed by the organizers. To outline the
phenomenon of performative interaction in a public space with further consequences
of opening discussion about it in the media, it would be more reasonable to use not
just the term “event” (‘nopia’), but the “public event” (‘ny6niuHa nogia’). Observation
of the implementation of public events proves that it is an interaction attracting the
public attention and contributing to the birth of the mediatised interpretations of the
event as a whole or of its chosen parts. Thus, the social influences the media, and the
media contributes to the creation of new hierarchies of content, translates them into
the social dimension, reconfigures the structures and spaces of relations in a society.
As we can see, the event is a phenomenon of two fields — the social reality and the
media reality as a field for the projections, and interpretation of what happened.
Therefore, in this chapter we conceptualized “public event” as a phenomena
taking into account philosophical approaches to the interpretation of the concept of
event, based on the analysis of the etymology of the word in many European
languages. Considering its semantic spectrum, specifics and synonyms in Ukrainian,
and starting from understanding this concept in interdisciplinary theoretical

discourse, including physics, we can propose a definition. Public event is a unique
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deterministic chaotic action due to random or organized performative interactions in
public space, that involves public participation and gives impetus to a significant
change in the usual social context by restructuring the relationship between elements
in its field of influence.

In an article “Media potentsial publichnoyi podiyi yak ob‘yekt zhurnalist:s'koyi
refleksiyi” [Media potential of a public event as an object of journalist reflection] we
identified four ontological features of a public event 1) change of context, 2)
structuring of time, which determines the perception of reality because of what
happened before, during and after the event, 3) the ability to be a public performance
and 4) discovering the discourse in the media. Let us dwell on the highlighted key
features of the concept of "public event"(Zinenko O. D., 2017:65-70). In this work we
clarified it in detail.

The first feature of a public event as a phenomenon of existence is the change
of socio-cultural context provoked by it. The public event is initiated and organized by
its creators in order to actuate a change as a redistribution of positions, distances and
roles in society. A public event is a unique phenomenon that attracts attention not
only as a fact of reality, but also as a promise of change. Acknowledgement of an
event as a change calls for the outlining its start and end conditions.

The second feature of a public event is the structuring of reality into "before",
"now" and "after" the change caused by the event. Representations of a public event
in the media appear, respectively, before it's happening, during and after it. At these
stages we can fix transformations of the message meaning at least at the grammatical
level: at the stage "before" the event is placed in the future ("the event will happen"),
“now” - present - it is happening, “after"- in the past ("it happened"). In the minds of
the viewers and participants of the public event, the reality will never be the same
again.

The third feature of a public event is its performativity, i.e. its ability to be a

public spectacle. Conditions of perception of the meaning of a public event are
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constructed through performative interaction, which combines a symbolic subject
and a symbolic action. Performative interaction is a key message of a public event.
Those agents of society who have not had any contact with each other before begin
to interact, or vice versa: those who have previously communicated may publicly
break off their relationship. As a result, public events manifest themselves in society
as stable or dynamic constructs of social interaction that determine the culture of
public dialogue. Observation, participation in it changes participants, marks them as
"accomplices" and leads to the transformation of socio-cultural relations between
communication agents in the field of public events.

The fourth feature of a public event is the discovery of a new discourse in the
media and society. A public event becomes a source for media interpretations,
creates new concepts, nominates new leaders, opens new topics and generates new
media texts. However, some public events do not receive media coverage. This may
indicate, on the one hand, the lack of grounds for updating the content of public
events in society, and on the other - that the existing media do not respond
adequately to the challenges of social reality. A summary of the four features of a
public event is provided in Table A.1.1 (see Annex A).

We see that a public event creates its own communication field, attracting the
public by drawing attention to performative interaction in public space, stitching
social and media reality, discovering a new discourse in the media. Thus selected
features of a public event reveal it as a convergent multimodal statement. Public
event creation needs a variety of semiotic resources and modes according to the
tactics or strategic goals of initiators. Understanding of public events' meaning
involves knowledge of language, traditions, media technologies, history, politics and
identities that influence the public communication in a current context. According to
it, the concepts of "public" and "public space" need separate consideration, which is

what the next section is about.
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1.1.2 The space of public events: the interaction of social and media fields. At
first we need to focus on an object in the space of public events: the public.
Understanding the concept of "public" has been a matter of debate for more than a
century. The beginning of this discussion refers to the concept of "mass" as a
phenomenon born of the new economic conditions of the late nineteenth century.
An important note is that we do not equate the concept of "public" with the concepts
of "mass", "audience" and "consumers", although the study will not do without them.
The concept of "public" is considered mostly in opposition to the concept of "mass"
in accordance with the definition of the Spanish philosopher Jose Ortega y Gasset,
namely: the main feature of the masses, he considered their passivity. The
philosopher actualized this concept as a social threat and argued the need to develop
scenarios for mass management to prevent the destruction of culture (Orteha-i-
Gasset )., 1994:15-139]. According to the philosopher, the masses are uncontrollable,
have no personal interests, and seek to satisfy a common instant need. Following
Ortega y Gasset, the concept of "mass" in subsequent socio-cultural studies is revised
and defined as a large number of people united by one idea-action at a certain point
in time. Already in the 30s and 40s of the twentieth century, new concepts were
formed that meant a large number of people: "audience" and "consumers". American
sociologist of Ukrainian origin Pitirim Sorokin draws attention to the fact that people
are united by common behavioral patterns, and highlights the concept of target
audiences (Sorokin P., 2006:143; Sorokin P., 1996:372-392]. German sociologist Max
Weber puts forward the thesis of distinguishing groups of people on certain grounds
and promotes further research on the concept of "consumer"”, defining the latter as
one who relies on certain values, even when buying ordinary products, goods and
services (Weber M., 1994:41-49). These studies are closely related to the definition
of demographic characteristics (including status, level of education, etc.), socio-

cultural preferences of certain communities in order to manage them.
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In his analysis of relations in society, the American communicator Daniel Bell
insisted on isolating the concept of "public" as a heterogeneous active group of
people who decide to be involved in a movement, a joint action, a demonstration of
public consent. According to the researcher, public behavior is determined by the
beliefs of people who identify with a community, their conscious choices and values,
in contrast to the masses, formed of people for whom membership in the group is the
result of pressure or manipulation (Bell D., 1960:10-12). The concept of "audience"
is also found in the works of sociologists G. Tard, C. Cooley, W. Lippman. It was later
developed by G. Blumer and G. Lasswell in the theory of mass communication. In
particular, the American political scientist and communicator Harold Lasswell noted
that the public includes those people who are not only consciously active, but also
aim to influence public policy (Lasswell H. D.,1948:226-227). In the Ukrainian
language, the word "publika" (the public) has the following lexical meaning: "people
who are somewhere as spectators, listeners, visitors" (SUM, 1977:382). To some
extent, the public - spectators, listeners, visitors, witnesses, observers - become co-
creators of the event, and it is through their participation that it can be called a public
event.

Based on the above philosophical and sociological concepts, the public in this
study is understood as the active consumers of public events (including the
consciously active citizens who aim to influence public policy, the producers of
information and its consumers), and represents different physical and media
audiences, involved in a communication field of social, political and cultural and
artistic events.

Within the space of a public event as one that combines social reality and media
reality, we can distinguish two types of active consumers of public events:

- physical audiences, including a) the creators of the public event - the authors-
initiators, customers and other field agents, active mostly before and during the

public event, and then assessing the effects, b) the organizers in a "field", actors,
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extras - participants in performative interaction, involved especially in its
implementation, and mostly controlled by the initiators, c) the random witnesses who
only observe the event, d) the active witnesses who participate the event and
inadvertently disseminate information about it (i.e. a short post on a social network,
a photo or selfie automatically makes a passive viewer an active witness), e) the
professional producers of information - journalists, reporters, commentators and
bloggers who join the event for the sake of media broadcasting and further
dissemination of information about it, either at the invitation of the organizers, or by
their own will;

- media audiences of remote participants, including: a) the quasi-participants -
those who not only "watch" the event in online and stream broadcasts, but also
disseminate information about it in the media, b) those sporadic informants who
were not present during the performative interaction, but actively write about it,
mention it, quote, comment, interpret and disseminate information about it in
reposts, retweets, newsletters.

All these groups are the recipients of the public event messages, but with
different levels of participation (involvement). As we can see, a public event creates
its own communication field, which attracts both physical and mediatised audiences
through performative interaction.

Both physical and mediatised audiences respond to a proposal for a public
event and share their experiences of observation or participation in a performative
interaction, whether they were directly present or just saw it in the media. As the
American researcher Rachel Somerstein emphasized in "We can't remember what we
never saw ..." essay in the University of California Press journal "Afterimage",
sometimes people remember things they "never saw" as physical witnesses, including
plane crashes, mass demonstrations and military action on distant continents
(Somerstein R., 2013:10-14). Ukrainian media researcher Lydia Starodubtseva

dedicates her academic works to the phenomenon of digital hypermemory. In the
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article “Total Recall vs. Delete: Panopticon of Digital Hyper-Memory” she emphasizes
that digital data-capture technologies not only make it possible to "remember
everything", but also prevent us from forgetting even what we have never witnessed
physically (Starodubtseva L. V., 2011). The endless range of possibilities of the digital
world in the preservation and transmission of information about society determines
the urgency of developing tools for decoding values, verification of information, as
well as research into the causes of information drives that attract media attention.

Media representations of a public event always indicate where the event is to
take place, is taking place or has taken place: public space is a constant that allows
you to confirm the fact of a public event and check whether people came to the place
indicated in the announcements or not. The space of public events - almost the only
element of the public event reality the authenticity of which can be verified - is easily
recognizable, because it is characterized by unique buildings and endowed with
historical, social, cultural or functional significance for a particular community. school
yard, etc.). Meanwhile, it would be a limitation to consider only the direct importance
of public space as a physical place of performative interaction. If we singled out
performativity as one of the key features of a public event, then we can interpret a
space of public event as a space of performance in the sense given to this concept by
the French philosopher Guy Debord within the concept of a "spectacle society"
(Debord Guy, 1999:65-68). During the public event, its space becomes a stage for the
representation of a performative interaction as a metaphor for the struggle of the
authority and the public for media attention, and the audience in this play becomes
an actor. As we can see, public space has not only the explicit,but also the implicit
meaning.

Problems of functioning of public spaces of the city are discussed by modern
researchers quite intensively in the context of a research on democratic society,
mostly in connection with the political and social actions and peaceful rallies aimed

at fighting for independence or visibility of people and communities discriminated in
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society. Meanwhile, a public activity is not limited to political activities, but is a daily
practice of human existence. The genesis of the creation of public spaces in the
context of the history of architecture reveals their significance as the territories of
sacred action, delineated by special signs, objects, buildings. They have long been
created as the territories intended for the collective communication of communities
with a higher power: nature, God, power, the mind of the community, and others.
Public spaces have historically become a traditional place of peaceful assembly
(ancient Greek agora, ancient Roman forum, market squares, town squares, etc.). The
communication needs of communities were realized in public space through specific
actions, subject to the symbolic hierarchy of distances, movements, roles, and
information flows. Nowadays, public spaces attract the attention of the media as the
places of public events. The regulation of actions in the public spaces of the city is
related to the relations between the authorities and the public, and physical or
symbolic conflicts resulting from these activities become the reason for publications
in the media.

A large number of philosophical, sociological and historical research endeavors
are devoted to the very definition of public space. British sociologist E. Giddens,
studying the public space of the city, defined it as a space of social interaction
(Giddens E., 1999). French philosopher-urbanist, sociologist Henri Lefebvre offers two
planes for understanding the city: as a set of objectively available data and as a field
of socio-cultural ideas about this set (Lefebvre A., 2015:40-47) In this sense, the
meaning of urban space, revealed in historical and utilitarian aspects, is presented as
objective, immutable knowledge. Kuba Snopek, a Polish urbanist and architectural
theorist, focuses on the spatial and architectural heritage of post-communist cities
and notes that a change in political paradigm affects public life in public space and
transforms its significance. In particular, in the lecture "Spectacle Square" Kuba
Snopek cites the following examples: in Soviet times, the Soviet government created

spaces of new socialist communication, wherein the architecture would determine
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the drama of symbolic relations between a government and citizens (Snopek K.,
2018). Such spaces still exist, one of them in Ukraine - Freedom Square in Kharkiv.
Similar spaces exist in Moscow (Russia), Warsaw (Poland) and other cities around the
world. As we can see, urban public spaces represent the specifics of the social
interactions between government and society, and their existence is associated with
both the regulated and natural processes in society.

Analyzing the economic consequences of aesthetic priorities in urban
development, the Danish researcher of architecture Jan Gehl in the book "Cities for
People" (Gehl J., 2018:38—41) emphasizes that in the modern world the approach to
planning public space as a place for a person is becoming more and more popular.
The basis of this approach is based on ethical standards of respect for human rights
and statistics on the feelings of city residents. Therefore, the areas of decorative
parades and lines line up for communication, entertainment and recreation: with
cafes and beer bars, ramps and fountains; fancy classic parks with trimmed lawns
become picnic areas; highways give way to cyclists, etc. In the civilized, progressive
democracies, public spaces are being increasingly perceived not as symbols of power,
but as communication or recreational platforms.

Recently, Ukrainian scientists have been turning to this topic more and more
frequently. The urban researcher Igor Tishchenko, in the analytical note "What is
urban public space" for analytical center "Cedos" provides an analysis of the state of
public spaces of Ukrainian cities in the context of rethinking the post-Soviet heritage
(Podnos V., Hryshchenko M., (2017). The cultural researcher Oleh Rybchynskyy, in his
book "Market Squares of Historic Cities of Ukraine" notes that public spaces are used
quite effectively to represent ideas and products of politics, advertisers and
marketers. That is why public spaces are constant objects of political, economic and
cultural influences. They even become platforms for the struggle for power

(Rybchynskyy 0., 2017:23-25). However, despite the interest in this topic among
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many researchers, a systematic approach to solving the problem of organizing urban
public spaces in the context of modern global urban trends has not yet been formed.

In the Constitution of Ukraine and the legislative acts we find such terms as
"rpomaacbkuin npocTip (civic space)" and "nybniuHe micue (public place)". They refer
to the freely accessible spaces owned by the community (SUM, 1971: 174; SUM,
1977:383). In the definition, the attention is focused on the meaning of space as non-
private, such that it is accessible to all and on the specifics of the subjects operating
in space.

Article 1 of the Law “On Measures to Prevent and Reduce the Use of Tobacco
Products and Their Harmful Impact on Public Health” defines the term “public place”
as a part of any building, structure accessible or open to the public “freely or for by
invitation, or for a fee, constantly, periodically or from time to time, including
entrances, as well as underpasses, stadiums " (Zakon Ukrayiny «Pro zakhody shchodo
poperedzhennya ta zmenshennya vzhyvannya tyutyunovykh vyrobiv i yikh
shkidlyvoho vplyvu na zdorov'ya naselennya», 2005). As we can see, the definition is
descriptive and situational. A thorough consideration of the concept of "public place"
is presented in the article by the lawyer Tatiana Nadobko, who offers the following
author's definition of this concept: "free access for an unlimited number of people for
non-residential and non-industrial purposes" (Nadobko T., 2015).

Due to the quarantine measures related to the threat of coronavirus, Ukraine
adopted a Resolution of the Cabinet of Ministers "On prevention of the spread of
acute respiratory disease COVID-19 caused by coronavirus SARS-CoV-2" in Ukraine,
which mentions the concept of "public places" without clarification (Postanova
Kabinetu ministriv, 2020). The definition of this concept is given in the article "Public
place: where to wear a mask" on the site “Uriadovyy Portal” ("Government Portal")
(Uryadovyy portal, 2015). In the article, the definition of a public place is completely

copied from the law on the prohibition of smoking, but with the added clarification
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with a wide range of urban spaces, including parks, streets, etc. In general, it can be
assumed that a public place can be any place that is not privately owned.

The Constitution of Ukraine defines the concept of "public event" through a list
of related concepts: "Citizens have the right to assemble peacefully, without weapons
and to hold meetings, rallies, marches and demonstrations, which are notified in
advance by the executive or local authorities" (Constitution of Ukraine, 1996: Article
39). There is an additional document on the holding of the peaceful assemblies -
"Decision of the Constitutional Court", according to which citizens must notify the
authorities in advance of the assemblies, rallies, marches and demonstrations,
indicating their specifics (date, time, place, route, conditions, duration, duration).
etc.) (Rishennya Konstytutsiynoho Sudu, 2001). As we can see, the public space
acquires specific significance for the government, the media and the public,
depending on the activities of people in it.

Special conditions for the organization of various types of public events in
Ukraine are regulated by special laws and policies relating to the activities of media
production entities, the representatives of cultural and creative industries. Legislative
restrictions on the actions of the initiators of public events concern the prevention of
threats to the lives of other citizens or threats to the national interests of the state.
For example, the Law "On Ensuring the Functioning of the Ukrainian Language as the
State Language" defines the term "public events" through a list of types of public
events, during which the use of the national language is obligatory for organizers
(Zakon Ukrayiny «Pro zabezpechennya funktsionuvannya ukrayins'koyi movy yak
derzhavnoyi», 2019). The same way the term “peaceful assembly” is defined in Article
39 of the Constitution of Ukraine. In the Law of Ukraine “On Touring Events in
Ukraine” the term “touring events”is defined through a list of types of performative
interactions. These regulations point to the restrictions related to the specifics of
organizers and the content of the program (Constitution of Ukraine, 1996: Article 39).

As you can see, these legislative documents do not refer to a specific place of public
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events. The struggle for public space is thus conducted not only in the field of its
physical reality, but also in the field of symbolic content of public events.

Ukraine's history of more than four centuries shows that people's desire to hold
peaceful assemblies is usually met with the authorities' efforts to control such
initiatives, which limits the realization of the human right to freedom of speech and
diversity of opinion. According to the statistical analysis of Ukrainian court decisions
banning peaceful assemblies in 2006-2018, lawsuits recorded in the register of pre-
trial decisions belong to cases of violation of the right of citizens to hold peaceful
assemblies (in public spaces of the city). The authors of the analysis note that the
dynamics of lawsuits correlates with the specifics of public policy in Ukraine: the more
prone to authoritarianism the government, the more lawsuits there are against the
right to peaceful assembly. According to statistical analysis of restrictions on freedom
of peaceful assembly, the peak of abuse of power occurred in 2009-2014, which,
according to researchers, coincides with trends to restrict freedom of speech and
usurpation of power by ex-President Viktor Yanukovych (Ukrayins'kyy tsentr
suspil'nykh danykh, 2019:96). This conflict draws attention to the contradiction of
authoritarian and public approaches to the organization of public communication in
society, and appeals to the understanding of the concept of norm as a dynamic entity,
which can be violated or established through the representation of certain models of
communication in public space.

In the treatise "Structural Transformations in the Field of Openness: A Study of
the Civil Society" German researcher Jirgen Habermas examines the importance of
public space through the exercise of its functions in balancing representative and
public openness. The philosopher emphasizes the specifics of openness, which,
mastered by the media and structured by them, in the modern world "has become
an arena of manipulation, where the struggle is not only for influence but also for
managing effective flows of communication" (Habermas J., 2000:23,64-71, 151-155).

In this sense, public space becomes a stage for public performances, which may have
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different motives related to the interests of agents of public interaction. Thus, we can
interpret public space not only as a place of realization, but also as a place of
broadcasting a public event.

As we noted in an article “Reversing the value of public space as a place of a
public event realization” for academic issue “Spheres of Culture” all these definitions
does not cover the meaning of a public spaces, which are natural places of public
communication (Zinenko 0., 2018:62—67). Based on the concept of structural change
in the field of openness of Habermas, we will assume that any space becomes public
if the public gathers in it at the time of the event and it attracts media attention. Thus,
we can give the following working definition: public space is a geographically defined
open place of public communication that is not privately owned and where (regularly
or accidentally) public events take place.

Public space can be interpreted as a social field in which at least two types of
social interaction are realized. This turns public space into:

- a place of "public performance" used by political, commercial or other
authorities as a decoration to create new content of public communication,
organizing large-scale shows and celebrations as appeals to already known patterns
of cultural interaction, playing certain stakeholder scenarios (for example, such a
place may become a square built in purpose by the new authorities as a sign of
asserting their strength and victory over the previous ones or special spaces created
for show, entertainment, etc.);

- a place for citizens’ dialogue, serving as a communication platform for
peaceful gatherings, expressions of opinion, meetings of friends, exchange of cultural
experiences (such places can be any public location - pedestrian walkways, parks,
playgrounds, cafes, backyards, etc. ).

In media representations of public events, you can see that the public space
can act as a media field wherein the media activity of the involved agents is

manifested in the following options for interaction:
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- representative interaction as a performative demonstration by
communicators of the facts of socio-cultural reality for certain target audiences
(different types of mass-media develop and structure content in style and genres
meeting the preferences of their consumers);

- communication interaction as an organic exchange of information, reactions
and judgments between communicators, discussion of experts and stakeholders on
current social issues, etc. (alternative media play a key role in this interaction,
including social networks, chats, media streams, joint viewing of movies, lectures,
presentations on special Internet platforms, etc.).

Thus, we can provide a definition of public space as a physically delineated
place of the event, in which its initiators carry out performative interaction, which
actualizes the event as a fact of social reality for the media. From this point of view,
public space can be interpreted not only as a social field, but also as a media. Our
understanding of the space of the public event is not limited to the concept of social
field, but includes the concept of media field, constructed by analogy with the social

field.



41

1.2 Public events media study: justification of the BNA analysis method

The study of public events in scientific discourse is mostly fragmentary and is
largely based on the approaches of classical or modern philosophy. In the conditions
of information wars characterized by the mass dissemination of disinformation,
sharing of fake narratives, public events attract media with a diversity of information
drives. Need to be noted that public events are used by activists as opportunities to
update information about reality, while authorities use them as tools to influence
target audiences. In the current situation, we need to find modern approaches to
understanding the specifics of communication processes during public events.

Public events are mostly seen as cultural leisure practices designed to
strengthen government policies, educate and entertain citizens. In this regard, there
are objectives: methodological (to invent approaches to describe the structure of the
communication field of a public event) and ethical (to determine the specifics of the
application of professional standards of journalism in covering public events). This
approach limits the understanding of this phenomenon, especially in the face of the
threat of populism.

Academic activity in the field of training modern specialists in the organization
of public events as cultural activities and mass holidays until recent years was largely
based on the methodological foundations of the Soviet school of mass work with
approaches to understanding culture not so much as a tool for social dialogue as the
tool of propaganda [Chechetin A., 1981; Genkin D. M., 1975; Zajcev V. P., 2006;
Teoriya i praktyka radyans'koyi zhurnalistyky, 1989). This approach in the organization
of public communication only reinforced the existing stereotypes about the
perception of holidays, events, events as purely entertaining or ritual acts. Due to
historical, political and media transformations that have taken place in recent
decades, the existing approaches are insufficient to understand the phenomena of

public events, particularly with their connection to mass-media.
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The main theoretical background of this research are Dennis McQuail's theory
of mass communication, Harold Lasswell's communication studies, Alain Badiou's
philosophical concept of four true procedures, Pierre Bourdieu's study of the social
field, Richard Schechner's performance theory and Jirgen Habermas's concept of
communicative action. The combination of these strategies allows one to synthesize
the approaches of different disciplines to the perception of a public event as an object
of journalist research. In defining the typology of public events as alternative media,
we rely on the theory of mass communication by Dennis McQuail (McQuail D., 2010).
To describe the structure of the communication field of a public event, it is advisable
to refer to Harold Lasswell's classical model of mass communication, defining such
communication positions as senders, direct messages, translators, recipients of
messages and influences (Lasswell H. D., 1948). To decode the meaning of the
message of a public event, we turn to the concept of true procedures of Alain Badiou
(Badiou A., 2003) and integrate it with the concepts of frame semantics, structural-
semantic and ontological analysis. In revealing the specifics of the correlations of
professional and non-professional producers of information in the social field of
public events, we rely on the concept of the social field of the French philosopher
Pierre Bourdieu (Bourdieu P., 2002; Bourdieu P., 2007). In understanding the specifics
of the perception of performative interaction as a specific format for transmitting the
content of a public event, we rely on the performance theory of Richard Schechner
(Schechner R., 2003). Continuing his opinion on the communicative nature of the
performative act that takes place in public space, we turn to the concept of
communicative action of German sociologist Jirgen Habermas, which provides
opportunities to identify the mechanism for discovering the discourse of public events
in media (Habermas J., 1996:84-91).

The combination of these theories with the concepts of the society of the
spectacle by Guy Debord (Debord Guy, 1999), Piotr Sztompka's social drama theory

(Sztompka P., 2005), Henri Lefebvre's social environment studies (Lefebvre A., 2015),



43

Jan Gehl's urban studies (Gehl J., 2018) allows for the interpretation of the effects of
the public event as catalysts of changes in the socio-cultural context. We appeal to
some investigations of domestic and foreign researchers related to current media
relations, journalists' compliance with industry standards in public events, including
the concept of pseudo-events by Deniel J. Boorstin (Boorstin D. J., 1992), media
activity of audience by Dan Gillmore (Gillmore D., 2017) and others.

To understand the specifics of the use of frames in the communication field of
public events, we turn to the classical theories of cultural and collective memory of
Maurice Halbwachs (Halbwachs M., 2003, 2007), Aleida Assman (Assman A., 2012)
and Pierre Nora (Nora P., 2014); studies on the specifics of the correlation of memory
and oblivion through social and media representations, including the concepts of
hypermemory of Ukrainian researcher Lydia Starodubtseva (Starodubtseva L. V.,
2011) and the ideas about the impact of media on the formation of public memory
by Harvard University researcher Rachel Somerstein (Somerstein R., 2013). To outline
strategies of agents in the communication field of public events we apply Pierre
Bourdieu’s theory of social field. For public opinion research the materials of
publications and comments on social networks, we rely on the work of Ukrainian
sociologist Olga Filippova (Filippova O., 2016). This allows us to find out the intentions
of the initiators of a public event, to determine its function as an alternative media in
society. In the study of the variability of the announcement of a public event in the
Ukrainian media space, we appeal to the works of language discourse researcher
Olena Cherntsova (Cherntsova E. V., 2019). We use the methods and tools of these
theories to interpret mutual transformations in discourse of public events in the
modern Ukrainian media space.

To reach the objectives of the study, we consider it necessary to outline the
scope of public events in the media and introduce into scholarly circulation the
concept of "journalism of public events', by which we mean the practice of collecting,

interpretation and dissemination of the information about public events before,
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during and after their course. Due to the fact that public events are quite a popular
object of journalist creativity, we consider it appropriate to distinguish two types of
journalism of public events: the mainstream one (the activities of professional
information providers covering the public events in media and creating journalist
projects with public participation) and the alternative one (the respective activities of
the non-professional information providers arranging public interactions in order to
attract media and public attention so as to cover socially significant issues hidden or
insufficiently covered by mainstream media).

We have considered the historical development of journalism of public events
in modern Ukraine in the context of historical investigations of Yaroslav Hrytsak
(Grytsak Y., 2019:528-537]; scientific works of Myroslav Popovych, devoted to the
study of culture in the historical context (Popovych M. V., 1998), postcolonial studies
of Mykola Ryabchuk (Ryabchuk M., 2010), post-Soviet research by Oleksiy Yurchak
(Yurchak A., 2005), archival materials of historian Volodymyr Vyatrovych (Vyatrovych
V., (2014), journalist Vakhtang Kipiani (Kipiani V., 2018), and others.

We rely on the vision of the history of Ukrainian journalism as a professional
activity in a specific political and sociocultural context, presented in the works of
Ukrainian journalist Igor Mykhailyn (Mykhaylyn I. L., (2003) and philosophical
understanding of the media with the need to reveal to conceptual study by Ukrainian
media researcher Borys Potyatynyk (Potyatynyk B., 2004) In the analysis of media
representations of public events we take into account the understanding of the
aggressive nature of information wars in the media in accordance with the theory by
Ukrainian media researcher Georgy Pocheptsov (Pocheptsov G., 2017), and analysis
of the discourse of the Ukrainian media by the media researcher Volodymyr Kulyk
(Kulyk V., 2010). We include studies of foreign researchers of Ukrainian media
discourse: Adriana Helbig, who focuses on the role of audiovisual media in general
and music products in particular, in shaping public opinion (Helbig A., (2006); Marta

Dyczok, who researches media representations of public events in Ukraine related to
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the activation of the public in connection with political transformations (Dyczok M.,
2014).

In the study of the discourse of Ukrainian media we appeal to the theory of
communicative action of Jirgen Habermas (Habermas J., 1996), take into account the
approaches to the study of discourse outlined by Marianne Jorgensen and Louise
Phillips (Jorgensen M. V., Fillips L. J., 2008), and continue the ideas of Ukrainian media
researcher Volodymyr Kulyk, who notes that media discourse includes not only the
perception of media communication, but also its creation in a particular context
(historical, political, spatial, both virtual and physical) (Kulyk V., 2010:86-96].
According to the researcher, in the conditions of constant expansion of the media
field, it is expedient to judge the extent to which the media reflect and form the
current perceptions of the public on the basis of analysis of specific media products
"before and after their perception" by audiences. It should be noted that this
methodology focuses on only two stages of analysis of media discourse: during the
production of media products and during their consumption. In this regard we have
developed an author's method of BNA-analysis, which includes the analysis of media
representations in accordance with the three temporal dimensions of its discourse:

1) media representations of the public event before its implementation
(before-notification) - announcements in which key information about the public
event is provided by the initiators for the purpose of initial information, giving access
to information sources and forming interest in the event;

2) media representations of the public event now, during its implementation
(now-message) - the event itself, as well as streams, broadcasts, live coverage of what
is happening in the announced public space;

3) media representations of the public event after its implementation (after-
message) - news, comments, reports, post-releases, analytical materials about the

realized public event.
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To conduct the BNA analysis, we used results of our research presented in
article “Publichni podiyi yak instrument mediaosvity” (Zinenko O. D., 2018:16—26).
This study lets us improve and clarify it. Thus we created a new questionnaire to
collect structured data on the coverage of public events on cultural issues in the
media (see Annex B). The survey includes: 1) collection of available data on the public
events from the organizers; 2) collection of indicative media representations of public
events in each of their temporal dimensions, 3) comparative analysis of
representations of public events in media at different temporal levels, 4) determining
the effects of public events in media. The BNA-analysis of a public event allows to
record changes due to correlations of agents in social and media spaces, track
transformations in the perception of public event messages, decode symbolic
meanings, define functions and determine the meaning of public events in society.
The analysis of the data obtained during the BNA analysis is presented in the fifth
section of the dissertation.

Therefore, to achieve the goal of research and solving the tasks we use an
integrative methodology in the context of communicative and discursive approaches.
This range of theoretical works allows one to study public events in the modern
Ukrainian media space and to determine the features of journalism of public events

in Ukraine.

Conclusions to chapter 1

The first section defines the range of definitions of key and related research
concepts, substantiates its theoretical and methodological tools and proposes a
methodology for studying public events. The concept of event in philosophical and
colloquial discourses is considered. There are four signs of a public event outlined: a)
initiating a change in the socio-cultural context in which it is born; b) structuring the

time before, during and after the event; c) the ability to be a public performance that
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has a symbolic meaning, redistributes the positions and roles of agents (co) joint
(interaction); d) discovering the new discourse in the media.

It is noted that the public space in which the public event is implemented can
be interpreted not only as a social field, but also as a media field, wherein the media
activity of the involved agents is manifested in representative and communicative
interactions. The concept of "public event" is defined, as well as the concepts of
"public", "performative interaction" and "public space". The author's method of BNA-
analysis is substantiated, which includes the analysis of media representations
according to three temporal dimensions of coverage of a public event in the media.

The concept of public event journalism as a practice of collecting, interpreting
and disseminating information about public events before, during and after their
implementation was introduced. To achieve the goals and objectives of the study, it
is proposed to combine a number of concepts, tools and methods of different fields

of knowledge to study media representations of public events in an integrative

methodology in the context of communicative and discursive approaches.
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CHAPTER 2
PUBLIC EVENT IN THE MEDIA SPACE

The discourse of public events in the media contains big data. To provide
research we need to outline the communication field of a public event and its
structure. The communication field of public events is considered in this study in a
media-theoretical context according to classical and modern media concepts.

2.1 The structure of the communication field of a public event in the context of
Harold Lasswell's model of mass communication

A public event opens the possibility of discussing a certain topic or problem in
public space: not only in social reality, but also in the media. As a socially significant
multimodal convergent statement, a public event creates its own communication
field, which we understand as a space of correlations of elements of a public event,
combining social reality and media reality through performative interaction, which
becomes the reason for public reactions. Let's move on to the analysis of the structure
of the communication field of a public event.

To identify the logic of communication in the field of public events, it is
appropriate to refer to the classic work "Structure and functions of social
communication" by American researcher Harold Lasswell, who described the process
of mass communication as transmitting messages from sender to recipient through
communication channels to achieve a certain effect:

«Who

Says What

In Which Channel

To Whom (to)

With What Effect? ” [141, p. 216].

Based on Lasswell's model, in the article “Structure analysis of public event
discourse in Ukraine mass-media” (Strukturnyy analiz dyskursu publichnoyi podiyi v

ukrayins'kykh mas-media) we proposed to describe a public event as a situation of
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communication and named differentiated meaningful functions of elements as
positions (Zinenko, 2019:27-35). This research shows that this could not be
understood as positions. As soon as these processes in the communication field are
not linear we decided to name it as layers. Thus we highlighted following layers in the
structure of its communication field: "Who", or Senders (those who express their
opinion in public on a particular problem in society), "Says What" or Messages (value
proposition of public event initiators, presented in a variety of creative formats), "In
which channel", or Channels (means of transmitting and disseminating public event
messages), "To Whom", or Recipients (different target audiences addressed by
senders ), "With What Effect", or Influences (media and social consequences of the
event).

We understand people who are involved in communication interaction as
agents on layers of senders, messages, translators, recipients or influences. In
accordance with our proposed method of BNA-analysis of a public event, we will
consistently consider the communication layers in which the correlations of the
structural elements of the public event field take place, in its three temporal
projections (before, now and after event implementation).

The senders are the agents from whom the communication initiative comes and
who control the process of implementing the public event. Senders can be segmented
into three types:

- before-senders, or authors-initiators who invent an idea and develop a
concept for the implementation of a public event;

- now-senders, or field-organizers, who implement the plan of the public event;

- after-senders, or interpreters-analysts, who disseminate information about
the public event after its implementation.

Separation of the functions of senders in accordance with the time stages of
the public event is necessary for further interpretation of the actions of agents,

understanding their motives and clarification of communication gaps in society.
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Senders formulate their idea in a value proposition of a public event based on
an understanding of who they are (senders) and what they want to say (messages),
how (in which channels), to whom (recipients) and why (with what effect). The
process of implementing a public event may require the involvement of professional
producers of information, who do not necessarily share the ideology of before-
senders, but can perform their tasks as now-senders or after-senders, with
competence, resources and interest in the effects of public events. It should be noted
that senders do not always act consciously, have sufficient resources and imagine the
possible consequences of the communication process. We turn to the consideration
of the message of a public event as a level of communication interaction in the field
of a public event and as a structural element of its communication field.

Message. In our study, the message of a public event is considered not as a
conserved fact, but as a complex dynamic construct that has the ability to expand in
the communication field of a public event. In the broadest sense/ we define a public
event message as any publication about a public event on a particular media resource.
In the narrow sense, we understand the message of a public event as a value
proposition, a communicated idea of the initiators, which can have both a rational
grain and an emotional load. Based on the value proposition of the public event,
senders formulate its key message, which usually contains basic information about
the event: idea, concept, purpose, as well as date, time and place. Senders present
this key message in public and media space in various formats - in the form of texts,
images, audiovisual products, performative constructs, dramatic scenarios that
should involve recipients in dialogue and dissemination of public event messages, but
on their own behalf.

According to the time stages, there are three types of messages of a public
event in its communication field:

- before-messages, or announcement of a public event (materials for the

media, public appeals, invitations, notes, letters, etc.);
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- now-messages, or media representations of a public event directly during its
implementation (performative interactions and related live broadcasts from the
scene, reports, streams in traditional media and social networks, etc.);

- after-messages, or interpretation of a public event after its implementation
(post-release, blog, report, interview, analytical article, thematic site, TV show, panel
discussion, networking meeting, etc.).

Considering the message as a structural element of the communication field of
the public event, we move on to the next level of communication - channels of the
message of the public event.

Channels are a layer of agents and tools that help in transmitting and
disseminating a public event message. Channels allow Senders to be in contact with
the recipients (target audiences) in a way that is convenient to them. The functions
of channels are performed by both media (online and offline media) and individuals
(including journalists, bloggers, witnesses of the event, etc.) who are not involved in
the field of creating a public event message, but are ready to transmit information
offered by senders, without significantly changing the content of the message.
Involvement and use of transmitters in the communication field of a public event also
has its temporal specificity, so they can be divided into the following subgroups
according to the moment of "inclusion" in the process of transmitting information
about the public event:

- before-channels, or those transmitters that are used to disseminate the
message of a public event at the stage of its announcement (mostly own resources of
senders or those that can be involved on a partnership or paid basis);

- now-channels, or transmitters that broadcast the performative interaction
during the public event: a) actors (performers, actors, all those who are physically
involved in performative interaction, b) observers who are physically present during
the implementation of performative interaction and broadcast it messages in

personal profiles, c) media observers - those who monitor performative interaction
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through the media, and d) media - those who show or provide the opportunity to see
the performative interaction of actors through media technology);

- after-channels, or transmitters through which the public event message is
disseminated after its implementation, including: a) media and individual journalists,
b) press agencies and media resources of stakeholders - government agencies and
partner organizations, c) people , who share their impressions of the public event and
post information on social networks or share it with others.

The extent of media involvement in the transmission of a public event message
depends on the level of development of media technologies and traditions of their
use in society, the resources of senders and access of recipients to media resources.
Let's move on to consider the position of recipients in the communication field of a
public event.

The Recipients layer. In a broad sense, the recipients of a public event can be
considered all those who are not senders, i.e. do not participate in creation and
transmission of the message, including journalists, opinion leaders, representatives
of target groups of interest to senders, and others. In the narrow sense, the recipients
of the message are those who actively participate or observe performative interaction
physically or through live broadcast in the media. Recipients are more likely to
perceive information from trusted resources, to consume it with technology that is
convenient for them: some trust TV news, and some post on Instagram, due to the
fact that certain media formats are part of the culture of communication in certain
age groups, professional communities, etc.

In the communication field of public event, we also propose to differentiate
recipients by time of inclusion in the communication process:

- before-recipients, or people who respond to public event calls during the
announcement period. They are the first to learn about a public event; often there

are those who are specifically looking for information about it;
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- now-recipients, or people who are witnesses, quasi-witnesses and
participants in the performative interaction of a public event; those who responded
to the senders' invitations volunteered to be present and likely to participate in the
communication in the format specified by the senders;

- After-recipients, or people who are not necessarily witnesses and respond to
messages after a public event. They evaluate the public event and its consequences
retrospectively.

As we can see, a public event is a public dialogue between senders and
recipients that unfolds in the time and space of a public event around the value
proposition of the initiators. Changes in the context caused by a public event message
can be traced as influences in its communication field.

The Influence layer is understood according to Marshall McLuhan's concept,
which he described as such transformations of context that occur not through the
essence of objects but through their involvement in the communication field. In the
article “Efekt «publichnoyi podiyi»: reprezentatsiya vzayemodiyi sotsial'noho ta
medial'noho” («Public event» effect: representation of social and media interaction)
we noted that changes in media discourse due to organized public event could be
understand as a public event effect (Zinenko O. D., 2018:260-269). Consideration of
the influences of a public event at different temporal levels allows us to analyze the
effect of a public event not only in general but in more detail in accordance with its
ontological features. At each stage of the development of the discourse of a public
event in the media, its influences can be observed:

- before-effects or effects of a public event, which are already observed at the
stage of its announcement,

- now-effects, or effects that are more observed during the performance of
performative interaction,

- after-effects, or effects that occur after the implementation of a public event.

For each stage we allocate quantitative and qualitative influences.
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Quantitative effects. Media analysts and practitioners of strategic
communication, PR, advertising and event management determine the following
indicators of the effectiveness of public events: 1) the number of publications in the
media, 2) the number of channels used to disseminate public events, and 3) the
number of people physically present during public events. event (performative
interaction in public space). Given the specifics of the public event outlined above, we
will focus on the question of the extent to which quantitative indicators can be
sufficient to understand the social and media impact of a public event.

First, the counting of the number of physical audiences involved in the public
event is usually conducted by the field organizers, taking into account the capacity of
the public space in which performative interaction is arranged (four people per square
meter, number of seats in the hall, etc.). This is not always true. If the public event
takes place in an open space accessible to all, the number of actors of performative
interaction is fixed, and the count of spectators or witnesses can only be approximate
(or requires special monitoring, which can lead to unwanted public reactions and
further interpretations of the public event). The participation of a large number of
people in performative interaction can be a staging, and those whom observers and
media observers perceive as free viewers are in fact actors who are specially involved
in the field.

Secondly, it is not always possible to count all publications about a public event
in the media, to determine all the involved channels through which messages were
broadcast. Often, publications in the media are reprints of publications created by
senders. It happens that one unique publication can influence the development of
the discourse of a public event more than a thousand reprints, which can be
determined by the number of views and reposts, only if it is published in digital media.
Meanwhile, the dissemination of information about the public event is not only

through online platforms. In addition, journalists do not always cover public events
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unambiguously: it can be interpreted by them, for example, as bad or good, harmful
or useful, etc.

Third, perceptions of the extent of media coverage of broadcasters are largely
determined geographically. It is often thought that if a broadcaster (such as a national
broadcaster) has an audience of several million, according to ratings, then public
event coverage will have the same audience. This can only be an assumption. Digital
technology allows you to more accurately count the number of people who are
interested in the event, but the question arises as to whether physical and media
audiences always coincide and whether the media traffic of Internet audiences is
organic or "twisted". The large number of people who watch broadcasts during
performative interaction, the variety of publications in the media and the wide range
of broadcasters can testify to both the true discovery of the discourse of a public
event and its imitation. As we can see, quantitative indicators cannot be exhaustive
to assess the impact of a public event. Let's move on to consider the key qualitative
impacts of a public event.

Qualitative influences are related to the ontological features of a public event:
a) changing socio-cultural context, b) structuring the time before, during and after the
public event, c) the ability to be a public performance and d) discovering the new
discourse in the media. Among such influences we highlight the effects of totality,
performativity, participativity and publicity. Consider each of these effects of a public
event separately.

By the effect of totality (in informing about a public event) we mean the
dissemination of the message of a public event in the media and society before,
during and after its implementation in a variety of formats through different
translators. In general, the effect of totality can be described as follows: all the media
and people everywhere talk about a certain public event. The potential recipient of
the message can learn about the public event from several sources at the same time,

as a result he has confidence that the event is real and really important for society,
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which encourages him to communicate. It should be borne in mind that if the senders
of the public event have unrestricted access to the broadcasters, the senders have
ample opportunity to convince the target audience of the importance of the event,
even if it is a pseudo-event and based on fictional facts.

Under the effect of the performativity, we understand the perception of the
public event by the recipients of the message as a spectacle - an expected action that
has certain genre features. The use of dramatic and performative codes, as well as
media technologies by the initiators of a public event determines the behavior of
recipients of public event messages, enhances the emotional impact on them and
contributes to the birth of interpretations of the value of public events in the media.
Recipients' interest in a public event is not always related to their rational assessment
of the content of its value proposition. Recipients of a public event perceive it
emotionally: they may like the way performative interaction is organized, the
atmosphere created around the event, the friendly company, and so on. The effect of
the play is to redefine the perception of reality by the recipients of the public event
message: additional symbolic connotations are given to individuals and groups of
people and inanimate objects (spaces, consumer goods, art, clothing, technology,
etc.), abstract concepts (e.g. understanding of beauty, inequality), lifestyle, pleasure,
etc.), actions of participants in performative interaction (individual expressions,
dance movements, song sounds, behavioral constructs, communicative scenarios,
etc.).

By the effect of participativity we mean the perception of a public event as
important to society due to the presence in its communication field of physical
audiences and media audiences. However, the effect of participation can be organic
or artificially designed and enhanced by the initiators as follows: a) by involving
officials, celebrities, influencers, opinion leaders in performative interaction, b)

choosing meaningful public space and providing additional or exclusive access to it, c)
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specially planned promotional campaign (SMM-campaign) and d) arranging a
broadcast from the scene.

The fourth specific influence of a public event is the effect of publicity of actors,
which is manifested in the public interest in topics, people, objects that were not
previously known or visible in society and the media before the public event. Public
speaking is an act of overcoming the private, entering a dangerous, unusual for
everyday life space and has the intention to draw the attention of others to
themselves, their problem, experience or creative idea. As a result, the participants
of performative interaction are perceived by the recipients of the public event
message not as ordinary people, but as symbolic figures, ideologues, missionaries,
bearers of the idea of community. We usually perceive the effect of publicity as a
media effect due to the properties of media broadcasters, forgetting what exactly
helped to attract the attention of media agents to certain people.

In the article "Bodies Alliance and Street Politics", American researcher Judith
Butler, analyzing political actions to protect human rights, notes that people take to
the streets to say about the dangerous injustice of their loneliness, although access
to public space is a danger, come together because it is safer to be with like-minded
people (Butler J., 2015:66-99). Philosophical understanding of the concept of
publicity refers to the collisions of subject-object interaction of humans as a person
and power as an ideology of control over the individual. Referring to the revolutionary
events of 1968 in Czechoslovakia, philosopher and political scientist Noam Chomsky
notes that political change is the result of public dissent, and the implementation of
change requires the existence of a previous order of things that does not suit the
initiators of change (Chomsky N., 2006:34-36, 202]. Statements of a person or group
in public space are not only political but also cultural. Often for one person or some
discriminated groups symbolic actions in public space is the only opportunity to

attract public attention to the important problem of human life.
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Thus, in this section we outlined the structure of the communication field of a
public event in the context of Harold Lasswell's classical model of mass
communication, describing the specifics of each of the communication positions of
the field (senders, messages, channels, recipients, influences) at three temporal

levels.

2.2 Typology of public events in a context Denis McQuayl's theory of mass

communication

The field of mass media is constantly expanding, and this applies not only to
increase the production of information, but also to increase the number of producers
of information. American researchers G. Ruhrman, P. Widman and J. Schumann in the
article "Media as agents and objects of social change in immigrant communities"
analyzed the processes of interaction between the media and society in the United
States and noted that media agents are influenced by agents of public activities. As a
result, journalists, especially young one, not only address what interests the majority,
but also make the problems of minorities visible. Researchers have identified this
situation as a paradox of media marginalization (Ruhrmann G. et an., 2016). Thus,
when covering public events, professional journalists are dependent not only on
media owners and media resource formats but also on the media-active public. In this
situation, public events attract attention not only as a cultural practice, but also as a
situative alternative media in society.

Usually practitioners and theorists of journalism, culturology, drama, event
management, PR in discussing public events are based on existing typologies of mass
events, determined by genre (holidays, performances, concerts, folk festivals, etc.),
venue (indoors or outdoors), level of organization (national, regional, urban,
institutional, private, etc.), social characteristics of participants (for mothers, children,

youth, business, ethnic and other communities), by field of implementation
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(professional, corporate, educational, leisure, etc. ) (Zajcev V. P., 2006; Kvit S., 2018;
Prymak T., 2013; Rizun V., 2008; Siebert F. S., Peterson T., Schramm U., 1963). These
typologies relate to the principles of organization of performative interactions, do not
reveal the communicative nature of public events and lead to significant branching
and complication of ideas about the system of their species, types, genres, formats.
It is also not fruitful to study public events as an object of journalism. Public events
are not another genre of journalism as well. As we see in practice, public events play
a role as an environment, which can contribute to the birth of media messages in a
variety of genres and formats. Focusing on finding and identifying all possible
taxonomic features of public events is important, but in a situation of constant
expansion of the information field, postmodern mixing of genres, transformations of
social systems, shifts of traditions, we consider it necessary to use structural-
functional approach for outlining the typology of public events according to the its
representations in media.

Canadian media theorist Dennis McQuail ironically noted that most researchers
are still trying to measure the effects of mass communication, "based on the axiom
of classical media theory", despite the fact that with the development of digital
media, mass communication will never be one-sided, principle, by its nature is
asymmetric and nonlinear" (McQuail D., 2010:19). Rethinking the functioning of mass
communication as a phenomenon of society does not deny it, - added Dennis
McQuail, - mass communication "is not dead, it acquires a new quality, where you
can communicate in person on a mass scale" (ibid.:19). In the theory of mass
communication, Denis McQuail defines the following main functions of the media in
society:

- "informing" about the events and conditions of society and the world in order
to define power relations, facilitate innovation, adaptation and progress;

- "conciliatory" as an explanation, interpretation and commentary on certain

information that helps to maintain established power and norms, socialization of
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people and groups, coordination of individual actions, promoting consent, setting
priorities and statuses;

- "hereditary" as an expression of the dominant culture, recognition of
subcultures and new cultural achievements to promote the achievement of common
values and their maintenance;

- "entertainment" as the provision of entertainment, entertainment and
recreation in order to reduce social tension;

- "mobilization" as conducting campaigns with social goals in the political,
military, economic, labor, and sometimes religious spheres in order to increase public
resources (ibid.: 84-86).

The researcher notes that it is inexpedient to talk about the hierarchy of these
functions, as they often overlap in the implementation of media communication
activities. According to the functions of the media outlined by Dennis McQuail, we
can identify the following types of public events as alternative media: 1)
informational, 2) conciliatory, 3) hereditary, 4) entertaining, 5) mobilizing. Consider
to it in more detail each of the types of public events as alternative media:

- informational, in which the intention of the initiators is to draw attention to
phenomena, processes, facts of reality that were not previously well known;
performative interactions of such public events are press conferences, round tables,
seminars, presentations, opennings, promotions, etc.;

- conciliatory, in which the initiators intend as actions to promote consent,
understanding, tolerance, inclusion of new members in the community, coordination
actions of individuals in society, including setting priorities and statuses for groups of
people in need of socialization; performative interactions of such public events can
be community gatherings, educational events, human rights rallies, etc .;

- hereditary, in which the intention of the initiators is to substantiate the truth
of the conditions of a certain culture as the dominant, honoring, support existing

political norms, demonstrating certain social or personal achievements in order to
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recognize values and establish a connection between past and present; these public
events could be a days of remembrance, holiday parades, dedications, award
ceremonies, anniversaries, etc .;

- entertainment, in which the intention of the initiators is to reduce tension in
society through the shift of attention from the ordinary to the holiday, from work to
rest, etc .; such events can be based on such performative interactions as fairs,
festivals, traditional folk entertainments, carnivals, variety shows, sports marathons,
relay races, games, etc .;

- mobilization, in which the intention of the initiators is to unite communities
to gather the necessary resources, express support, represent solidarity on a
particular idea, etc. Performative interactions of such events are charity balls,
mobilization gatherings, elections, hackathons, etc. Mobilization public events may
intersect in function with informational ones, but, unlike the latter, their task is not
so much to inform as to call for concrete action (volunteer gathering, charity points,
etc.), which will contribute to the further implementation of the joint decision.

This assumption was discussed in an article “Public event in a context of
functional theory by Denis McQail” where we tried to show that public events could
be interpreted as an alternative media in society (Zinenko O., 2021:20-28). This
hypothesis is reasonable but more tightly we can say that public events rather realize
a function as an alternative media. In this way public events determine media
discourse. According to its functions public events can be typologyzed as those that
meet the various communication needs of society. Information public events - in
obtaining, explaining, interpreting and commenting on socially important
information. Conciliatory - in public consent, the establishment of understanding,
support for established social norms. Hereditary - in strengthening the connection
between the past and the present, preserving the collective memory, historical
traditions and values of the dominant culture. Entertainment - in reducing social

tension by providing participants with opportunities for recreation, leisure and
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entertainment. Mobilization - in the integration of society through the involvement
of citizens in the common cause. Satisfaction or dissatisfaction with a certain social
need is manifested in the reactions of recipients of the message of public events.
Consider in more detail the social needs, the satisfaction of which can be noted by
observing the correlations between sense of public event message and results of
agents' activities in the communication field of a public event.

The need for information. During the implementation of informational public
events, recipients of the message go from ignorance to knowledge. Dissemination of
public event messages helps to raise awareness about a particular problem in society.
Discovering the discourse of such an event in the media leads to the actualization of
a given topic and contributes to the fact that the information resources of the
initiators are perceived as a source of new information, and actors of this public event
are recognized in society as experts on a given topic. Sometimes the initiators
disseminate false, distorted information, so it is an important task for journalists to
verify the facts of official reports received from the initiators of the public event.

The need for public consent. It is associated with the need to socialize
individuals and communities, clarify misunderstandings, and bridge communication
gaps in society. Satisfaction of this need is manifested through rethinking of certain
relationships, destruction of ineffective mechanisms of social interaction, aggravation
or resolution of conflicts, for example, in connection with discrimination against
people from certain groups in society, rejection of certain ideas and so on. A positive
result of such an event can be understanding of the parties to the conflict, which is
manifested in the establishment of new communication links, partnerships,
agreements between communities, groups who have never been in contact,
rethinking stereotypes about the world, and implementing joint action.

Recognition can also be given to people whose voice was previously unheard
in society. The negative result will be the establishment of an even greater gap

between the opposition parties, which is manifested in the birth of negative discourse
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in the media and manifestations of aggression by people in social reality. In this case,
we can conclude that society is not ready to accept the content of the value
proposition of the initiators of the public event.

The need to strengthen the connection between the past and the present. As
a result authorities strengthen their positions. The realization of the hereditary
function of a public event is manifested in the representation of its initiators as public
figures, opinion leaders. This helps to increase the number of supporters of the value
proposition articulated by the initiators in the announcement of the public event. The
discussion of such public events in the media is mostly sublime, and the value
proposition of a public event appears in media representations as an ideal model of
public relations, which should become generally accepted in the hierarchy of
relations, roles, and rules. Recently, there have been more and more cases when
initiators, in need of recognition, hide their intentions, representing a public event as
informational, mobilizing, entertaining or conciliatory. In this case, the actions of the
senders should be recognized by journalists as a manipulation to influence public
opinion.

The need to reduce social tensions. Entertainment is a way to reduce
aggression in society, compensate for social fatigue, and public events are an effective
tool to meet this need by offering consumers a new, unusual experience, immersed
in myth, fairy tale, holiday, which are diametrically opposed to everyday life. The
discovery of the discourse of such events in the media is usually emotional.
Satisfaction of public needs is manifested in the public participation in entertainment
programs, in the reactions that recipients of the message of public events share in
social web. However, it is often the case that initiators organize entertainment events
to draw attention to themselves or their products, i.e. to meet their need for
recognition. Analyzing the media discourse of public events of this type, it is necessary

to find out who benefits from the implementation of such an event, what are the
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intentions of the organizers, whether they are transparent and whether public
participation in performative interaction is voluntary.

The need for integration of society. Mobilizing public events are a powerful tool
of social influence, because they unite people according to their desire to feel
involved in a common cause, to become philanthropists or heroes. As a rule,
mobilization public events are messages with a call for concrete action with a clearly
articulated goal: to support a certain decision, to raise money, to plant trees, to
involve volunteers, etc. Analysis of coverage of this type of public events in the media
should begin with a comparison of the intentions of the initiators in accordance with
the result: if these are public events related to charitable fundraising, then after the
event organizers must provide information on the amount raised; if it is an action to
attract volunteers or a military assembly, the result should be a notification of the
number of people who volunteered or joined the army, and so on. Such events are an
effective tool for self-organization of communities, but they can also be used
manipulatively by initiators - as a tool to increase their status in society.

The goal of the initiators is not always to meet public needs. It happens that
the organizers specifically study the behavior of target audiences and use this
knowledge to meet personal needs through the effects of a public event. It is worth
noting that each public event can help meet several needs.

There are many questions to ask a media outlet: Whose opinion should be
taken into account for a balanced presentation of information about the event? What
should be the limits of completeness and reliability of information about a public
event with its volume of facts and emotional load? How not to fall into the trap of
effects designed by the organizers? The public event is an array of data on the value
proposition of the organizers, and it should be borne in mind that the message of the
public event can be presented as real facts and fictional. Who is the source of
information that can be trusted: a) the person who sent to the editorial office an

official document announcing the event; b) a director, host of an event or other
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specialist who knows the traditions of organizing this type of cultural events; c) the
sponsor who donated money for the implementation of this public event; d) the
author of the idea of this public event; e) a casual witness to this public event? All of
the above may be interested in spreading false information, even misinformation or
manipulation.

The question remains, what exactly are the facts of a public event that
journalists should take into account in order to cover it in accordance with the
standards of journalism. The answer to this question is devoted to the next chapter.
Comparing the content of public event reports before, during and after its
implementation allows you to determine the type of public event in accordance with
the key public needs, the satisfaction of which affects the change of context. To do
this, it is necessary to record the effects, decode the value of the message and observe
the correlations of agents in the field of public events, which contribute to the

discovery of its discourse in the media.

2.3 Discovery of a public events discourse in the media and standards of

journalism

One of the key tasks of journalism is to cover the reality of its diversity in
accordance with international standards of the industry: in the balance of opinions,
accurately, with separation of facts from comments, promptly and with complete
information. Professional discussions and educational discourse are conducted on the
issues of understanding the standards of journalism in Ukraine and the world
(Chopovs'kyy D., 2011; Dutsyk D. & Taraday D., 2017; Ivanova I., Yaresko K., Starkova
H., Zinenko O., Cherniaieva I., 2021); Kvit S., 2018; Mostovyy V. P. & Rizun V. V., 2014;
Siebert F. S., Peterson T., Schramm U., 1963; Teksty.org.ua, 2011; Zinenko O., 2018).
Practice shows that most journalists do not look for interesting facts for their

publications, but follow the information provided by the initiators of public events,
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primarily because they do not always have access to primary sources of information
about public events, and verification of information takes time to find out details. An
important threat to freedom of speech and the press is that the media mainstream is
largely shaped not so much by the media as by the "third party" that the media and
consumers often see as sources of information, namely news agencies, PR agencies,
political technologists and other professionals of strategic communication, in
particular when initiators of public events acting in the interests of stakeholders.

Describing a news factory, British media researcher Nick Davis identifies the
harms of such a phenomenon as "press relism", which is a syndrome of too much
media trust in event organizers, news agencies that issue press releases and
demotivate journalists to work with real sources in investigating motives (Davis N.,
2011:101-105; Zinenko 0., 2020). The Modern Dictionary of Literature and
Journalism defines the newsbreak as an fact that "is important for the social, political,
economic, cultural life of the community, may interest the reader and become the
subject of public discussion" (Hetmanets' M. F., Mykhaylyn, I. L., 2009:174-175).
Following the news, reporting on public events as resonant facts of reality, journalists
often fall into threefold dependence: 1) personal - from those who order media
content (politicians, media owners, organizers of communication campaigns), 2)
instrumental - from established norms, traditions presentation and perception of
information that journalists are accustomed to using, and 3) social - from the activity
of agents who initiate a public event. In order to influence journalists, senders of
public event messages create conditions for easier access to information about it, and
try to control the attention of recipients of public event messages through the offer
of info drives.

Ukrainian media theorist Georgy Pocheptsov, analyzing the specifics of the
development of Ukrainian media through the prism of the concept of information
wars, notes that "entry into another's information space" is possible through the

following communication options: a) events, b) messages, c) events + messages, d)
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"an event equal to a message (as in the case of terrorism, when such an event is
stronger than any message about it)" (Pocheptsov G., 2017:233]. The researcher
analyzes the processes of invasion into the information space of "other" in the context
of the concept of information wars. In a situation of peaceful communication the
problem of determining the specifics of "entry of new agents into information space
of "other" is relevant as well. A public event is a complex statement that belongs not
just to the type c) “event + message”, as it is not possible to separate from each other,
but to the type d) “event that is equal to the message” and "stronger than the
message". A public event is a creative product, an expression that provokes the birth
of new creative products - media interpretations that become part of its
communication field as statements about the expression of a public event.

Any fact of reality can become news. Norwegian sociologists Johan Galtung and
Marie Rouge have identified 12 factors that turn events into news:

1) frequency (frequency or probability of occurrence of the fact of reality),

2) the amplitude of intensity (increasing the visibility of information about a
certain fact in the media and society),

3) unambiguity (clarity of interpretation of a fact of reality),

4) significance (cultural proximity of information or its value to society),

5) compliance (expectation or desirability of a particular event),

6) surprise (demonstration of unusual facts),

7) continuity (the ability of certain information to be inscribed in history),

8) variation (flexibility in creating a news picture),

9) connection with the elite state (association with authoritative states in the
world),

10) communication with elite people (presence of popular people during the
covered event),

11) personalization (the fact of reality is an expression of actions or destiny of

people),
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12) negativism (conflict of submitted information) (Galtung J., Ruge M.,
2016:17-32; Dutsyk D., Taraday D., 2017:152].

Researchers noted that the coincidence of three of these criteria is enough for
a certain fact of reality to get to the news. Given the creative approach of the initiators
in constructing performative interaction as a key message of a public event, it can
most likely present facts that meet all twelve of the above criteria, each of which gives
impetus to generate content about a public event not only for professional producers
but for media-active audience.

When covering a public event, journalists most often mention in the news the
name, date, duration, venue and number of people involved in the performative
interaction. These facts they present do not need to be verified. Meanwhile, the name
of performative interaction reflects the idea of a public event and is more the subject
of creativity of its initiators. The choice of the date of presentation of performative
interaction may depend on a special calendar event, may be related to personal
circumstances of the organizers: free time, special inspiration, specific ambitions,
previous experience of public events and more. Performative interaction in public
space can last 10 seconds, two or four hours, several days or even months. Its
duration depends on both the situation and the plan of the initiators, which can be
both literal and symbolic. A large number of physical audiences involved in a public
event can be a staging. Of the above facts of reality, the only one that can be reliably
verified is the place of performative interaction as such an object of the urban
environment that exists materially. However, the importance of public space as a
place of performative interaction can also be symbolic.

American researcher Richard Schechner noted that human communication is
an extremely "subtle multiplexed feedback mechanism" in which the emotion
exponent is also influenced by the emotions he expresses, even if he knows it is a lie
(Schechner R., 2003:322—-323). According to his theory, performative interaction as a

message of a public event cannot be interpreted simply within the framework of the
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linear model "sender-translator-receiver". Contemporary events, theatrical
performances, holidays and rituals described by Richard Schechner as local cultural
practices that symbolize the community's symbolic communication with the "higher
mind" as a "medium", can be interpreted in the context of Habermas' concept in a
broader sense: as communicative actions that reflect relations in society, redistribute
distances, show social hierarchies as suitable or unsuitable for interaction and
provoke the discovering of the discourse of a public event in the media. From this

point, the media is in the position of "medium", and "vertical' monologue
communication (the intention of which is the personal psychological experience of
the viewer) is considered as "horizontal" dialogic communication (where public
discussion of public events becomes important).

It is obvious that the discovery of the public events discourse in the media is
mostly related to performative interaction. According to the concept proposed by the
philosopher Jirgen Habermas, the birth of discourse is provoked by communicative
action as a situational "normatively provided language game", during which
expressions (actions, experiences and their symbolic incarnations) are not only
formed according to existing norms in society among themselves according to the rule
of addition and substitution" (HabermasJ., 1996:88). The fact or facts of performative
interaction, arranged by the initiators specifically to attract the attention of the
public. These facts of performative interaction can be both organic triggers of
communicative action and artificial manipulative constructs created by senders. And
if so, the requirements for covering public events through the prism of journalistic
standards - prompt, accurate, reliable, balanced, with the necessary completeness,
separating facts from judgments - seem to be becoming impossible.

Observation of the coverage of public events in the media provides an

opportunity to describe the five-phase mechanism for discovering the discourse of a

public event in the media, consisting of the following phases:
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1) presupposition of the idea of a public event through the intensification of its
value proposition in the announcements of performative interaction to the general
public;

2) explication of a public event through the dissemination of explanations of its
value proposition to the media and the audiences involved;

3) demonstration of the value proposition of the event through the
presentation of performative interaction in public space;

4) dissemination of the value proposition of the event by non-professional
producers of information face-to-face and c-m-c;

5) evaluation of the social significance of the public event by professional
producers of information content.

In the presupposition phase, the initiators create the conditions for the
perception of the upcoming event in society not only as important, useful and
interesting, but also as expected, acceptable and inevitable. This is realized through
the dissemination of the public event message by the senders with the promise of
meeting a certain need of its potential recipients, attracting their attention through
the translation of familiar symbols, signs, constructs. In the explication phase, the
discourse of a public event is filled with the content that helps to understand its value
proposition: reasoning meanings by influencers, instructions from initiators,
comments of experts on the upcoming public event (how to perceive it, how to
prepare for it, how to participate in it). In the first two phases (presupposition and
explication), discourse is mostly controlled by the initiators. Sometimes the initiators
of a public event pay too much or too little attention to the explanation stage, which
can significantly reduce the ability of senders to influence the development of public
event discourse, leading to undesirable effects in the dissemination and examination
phases. In the broadcast phase, the exchange of information between senders and
recipients of the message begins. It happens that the phases of presupposition and

explication are allegedly absent in the discourse of a public event. In fact, they may
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be hidden (initiators do not always advertise preparation for performative
interaction, especially if there are risks of failure). The demonstration phase is crucial
for testing the possibility of the dialogue between senders and recipients around the
value proposition of the public event, which is due to the ability of senders to create
conditions for the message perception and use symbolic constructs according to the
recipients' ability to recognize them. The success or failure of the broadcast phase is
reflected in the reactions of the public and largely depends on the level of availability
of translators for recipients. In the dissemination phase, discourse has the potential
to expand due to the fact that recipients begin to demonstrate (emotions mostly) the
facts of their participation in performative interaction (actions). This phase is
indicative of understanding whether the eventinterested the public. In the evaluation
phase, judgments about a public event appear in the media, which allows us to
interpret it as one that satisfies a certain social need. The diversity of the discourse of
the public event in the phases of dissemination and examination is evidence of its
authenticity. The monotony or closure of the discourse of a public event in the phases
of dissemination and examination may indicate its fictitiousness. Observations of the
transformations of the discourse of a public event in the media provide an
opportunity to draw conclusions about the distortion of information when covering a
public event in the media, the spread of misinformation and manipulation.

As we can see, due to its unigueness and novelty, performative interaction
creates an ambivalent situation for discovering the discourse of a public event in the
media, designing the space for both truthful information and manipulative constructs,
misinformation and other abuses by event initiators and witnesses. On the one hand,
this forces journalists to adhere to the existing normative conventions in society, and
on the other hand, it requires shifting the boundaries of understanding the
professional standards of journalism. Thus, the study of public events requires the
understanding of the social meanings of correlations in the communication field of

public events, which is the subject of the next section.
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Conclusions to chapter 2

Based on Harold Lasswell's classical model of mass communication, the
structure of the communication field of a public event is determined and the positions
of senders of public event messages, public event messages, its translators, recipients
and effects of public events are identified. It is noted that quantitative (number of
publications in the media and the volume of physical and media audiences involved)
and qualitative influences of public events (effects of participation, totality,
performances and publicity) are in the public interest in the event, publications in the
media creation of new public initiatives. In the context of Dennis McQuail's theory of
mass communication, we developed his own typology of public events as alternative
media. According to the needs they meet in society, the following types of public
events are identified: 1) informational, 2) conciliatory, 3) hereditary, 4) entertaining,
5) mobilization. It is shown that in the communication field of a public event the
media are in the position of "medium", and "vertical" monologue communication
with the personal experience of the viewer should be considered as "horizontal"
dialogic communication, where public discussion of public events is important. The
mechanism of discovering the discourse of a public event in the media, which has five
phases: presupposition, explication, demonstration, dissemination of its value
proposition and evaluation of the social significance of the public event, is revealed.
It is noted that further study of public events requires immersion in the specifics of
the correlations of professional and non-professional producers of information in the

social field of public events.



73

CHAPTER 3
PUBLIC EVENT IN THE SPACE OF SOCIAL REALITY

The third section reveals the specifics of the relationship between professional
and non-professional information producers and principles of decoding the meaning
of mutual transformations in the discourse of public events.

3.1 Agents’ symbolic strategies in a communication field of public events (in
the context of Pierre Bourdieu's theory of the social field)

Intercorrelations between professional and non-professional information
producers in the communication field of public events can be described as a symbolic
struggle of agents or groups of agents in the triangle "power-media-public".
According to the French philosopher Pierre Bourdieu, the struggle of agents in society
manifests itself in various forms: "objectively, through actions of representation,
collective or individual"”, on the subjective side - through actions aimed at changing
the perception and evaluation of the social world, cognitive and evaluative structures,
categories of perception, classification systems" (Bourdieu P., 2007:104). We started
a discussion on this issue in an article “Public event as a space of symbolic struggle of
agents in the context of Pierre Bourdieu's theory of the social field (Zinenko O., 2020).
In this research, this idea was put in motion, and conclusions were systematized. The
starting point is that in the communication field of a public event, we define three
types of agents:

- agents of the power - people who already have recognition in society, can
influence decisions on the allocation of resources in society, form the political,
economic and socio-cultural agenda; such agents are politicians, representatives of
state authorities, educational and cultural institutions, parties, big businesses, trade
unions, associations, institutionalized communities, etc.;

- agents of the media - people who are professional producers of information,
they have access to media resources, develop and control the media mainstream;

their main resources are media technologies, media competencies and trust of media
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audiences; Media agents can be professional information producers (journalists,
editors, press secretaries, spokespersons, etc.), non-professional information
producers, or other media active audiences (bloggers, streamers, influencers, etc.),
as well as agencies and individual placement and specialists in information
distribution (publishers, advertisers, PR-managers, SMM-managers, public relations
specialists, etc.);

- agents of the public - individuals, representatives of groups or communities
who need recognition and want to influence decisions on the allocation of resources
in society; the main resource of public agents is themselves and their expertise in
social issues, in particular the problems that are hidden in society; such agents are
public activists, cultural figures, artists, representatives of non-governmental
organizations, initiatives, movements, etc.

The activity of agents in the field of public events is due to their habit, which,
according to Bourdieu, "is the volume and structure of capital at the disposal of the
family (agency community) and their evolution over time" (Bourdieu P., 2007:105).
Agents of government, media and the public can act on different communication
layers in the field of public events: to be the senders of its message, to form and
format it, to act as its translators, to remain its recipients, to promote the public
event. The effectiveness of the interaction of agents depends on the balance of their
forces in each of the positions in the communication field of the public event. Let's
outline the specifics of each of the identified types of agents in the communication
field of a public event.

Agents of power. With sufficient social capital and resources, agents of power
are visible on any layer in the communication field of a public event and can influence
the development of its discourse. They are trying to impose their agenda on the
senders of the public event, as they seek to maintain the status quo in the allocation
of resources. Their representations fill the message layer of a public event, agents of

power try to use their recognition capital as a support resource (for example, to
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personally formulate a message, participate in performative interaction, etc.) or use
their opportunities to hinder initiators because the initiators' value proposition does
not match is on the political agenda (for example, to ban the action, to control the
activities of agents through the introduction of special permits, etc.). On a translator's
layer, agents of power can influence agents of media as owners of media channels,
setting conditions for producers of information on what should be the content of
messages distributed on this media resource. There are cases when agents of power
manipulate public agents and use them as translators of their public event message
to attract media attention. The participation of agents of power as the main managers
of public resources in the implementation of a public event always needs to be
verified, what is the type of interaction we see in a communication field of public
event: representation or communication.

Agents of the media . Society has some expectations about how the agents of
the media can behave. Thus, the public usually perceives journalists as impartial
informants who act in the interests of society, and other media outlets - as those who,
on the contrary, have their own personal interests and therefore disseminate in some
way this or that information. Observation of public events in Ukraine shows that
agents of the media can be both independent and interested persons associated in
the field of public events either with agents of power or agents of public. Agents of
the media show their presence on any layer of the communication field of a public
event. Involved in the activities of senders of public event messages, agents of the
media gain access to information that may be invisible to other field agents (including
other media agents). As initiators of the event or as specialists invited by the initiators,
media agents can co-create the message of the public event. In this case, there is a
risk that in the pursuit of unique information, the media will act biased, not in the
interests of society, but the initiators of the event and their personal. According to
the creators of the public event message, journalists are dependent on the

technology or format of the media resources for which they work. In the position of



76

broadcasters, media agents, as more competent producers of information, will help
to strengthen the media effects, both at the request of senders and in the personal
interests. It seems that agents of the media, being in the position of recipients of
information, must act impartially. Meanwhile, journalists often cover public events
not because of their content, but in order to stay ahead of other journalists. This
paradox of the media market was described by Pierre Bourdieu when he analyzed the
experience of traditional total media of the last century - television: "the journalistic
field is constantly being tested by the verdict of the market" [8, p. 108], and this is
done either with the direct sanction of the customer of media content, or indirect -
through the rating mechanism. Analyzing the state of traditional media in the late
twentieth century, Bourdieu notes that the dependence of the media on economic
conditions has a paradoxical effect when "competition, instead of creating something
original and different from others, stimulates uniformity of supply" (Bourdieu P.,
2002:95-97). The cause and at the same time the consequence of this phenomenon
is the development of tendencies of tabloidization and commercialization of both
Ukrainian and world media. Thus, media agents can be both subjects of information
activity and its objects, tools to strengthen the influence of interested agents of
government or the public. The fact that media agents are connected with government
and public agents in different positions in the communication field of a public event
always needs to be verified.

Agents of public. The uniqueness of this type of agent is that they do not have
clearly defined social, economical, professional status and have no strong restrictions
for new agents to join their community. Due to the fact that public agents are the
bearers of knowledge about social reality, they are a priori interesting for agents of
media as a source of unique information, and for agents of power - as potential
opinion support or threat. Agents of media and power fight for the opinions of agents
of the public because their success depends on it. Agents of the public act

unpredictably, and can share values that do not always coincide with the power
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paradigm or media mainstream. If agents of public, being in the position of senders
of public events, represent a marginalized community that has no influencers among
agents of power and media, then public space for them becomes the main available
communication resource. Due to a lack of power resources and access to the
mainstream media, agents of public often use community events as alternative
media. The presence of agents of public in any communication position in the field of
a public event is quite natural, but it needs to be clarified whether they do not have
the special support by agents of power and media.

Showing their presence on each of the layers in the communication field of
public events, agents of power, media and public consciously develop or intuitively
choose certain strategies of "symbolic investment" in the process of communication
interaction. In understanding the meaning of the concept of symbolic investment
strategy, we follow Pierre Bourdieu, who defines them as "uniting all the actions of
agents" aimed at maintaining and increasing "recognition capital”, helping to recreate
schemes of perception and evaluation of the most acceptable for this type of capital»
[9, p. 105] and producing actions that can provoke positive evaluations within these
categories, for example, to demonstrate strength, so as not to use it later. Symbolic
investing strategies are based on the habitus of agents and are driven by a constantly
changing context (ibid.). Agents in any communication position of the public event
field are based on their ideas of social reality, appeal to symbolic structures,
worldview constructs, frames, concepts and narratives inherent in the communities
to which they belong, are convenient for them, popular or generally accepted in a
particular context.

On the one hand, this may be manifested through the actions of agents aimed
at showing others or forcing them to see and appreciate certain realities, and on the
other hand - through the desire to "change the categories of perception and
evaluation of the social world" to control, determine the actions of others (ibid.: 104—

105). Observation of public events allows us to describe the strategies of symbolic
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investment of power, media and public agents in discovering the discourse of public
events in media in three generalizing models: propaganda, consumer and activist.
Consider these models sequentially.

The propaganda model of the symbolic investment of agents in discovering the
discourse of public events in media follows Ukraine's Soviet model of propaganda,
according to which the initiative of agents of power (government mostly) who have
sufficient resources and their field of influence plays an important role in public
events. The value proposition of the announcement of a public event within this
model is based on an idea or ideology already recognized in a certain context. The
result of the implementation of the propaganda model is to expand the number of
supporters of ideology, strengthening existing hierarchical dominants and social
constructs. The medium here is the ideologist (author, bearer of ideas, propagandist),
who positions himself as the only source of reliable information on the stated topic.
The value proposition of public events within the framework of the propaganda
model is the possibility to choose between two options: "yes" or "no" (to believe - to
not believe, to participate in the community or not etc.). Agents in the position of
senders trying to control the process of value proposition transmission, design the
conditions for its perception by recipients to reduce the risks of negative criticism
from them. The process of conveying a message within this model has the character
of replication, i.e. the repetition of the same thesis orimage. Performative interaction
within the advocacy model has the hallmarks of initiation, where the participation of
agents is a metaphorical demonstration of public consent, and the medium is
presented as the only source of information on the topic proposed by the initiators
of the event. Within the framework of the propaganda model, the demonstrative way
of information interaction of agents prevails. The communication of the recipients of
the public event message with its sender is one-sided and is, so to speak, the
communication of one in a thousand, where the recipients are assigned the role of

spectators of a public performance. This model can be represented as a fan (Fig. 3.1).
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Fig. 3.1 Fan model: propaganda model of symbolic investment of agents in
discovering the discourse of public events in media

Public events implemented according to the consumer model are based on
such performative interactions as public holidays, services, theatrical performances,
parades (political, military, football, holiday, etc.), concerts of pop stars, rallies, etc. .
In the analysis of such public events, questions arise as to what is the behavior of the
recipients of the public event message: organic or constructed; how they decide to
participate in performative interaction and cover it in the media: independently or
under pressure.

The consumer model of symbolic investment of agents in discovering the
discourse of public events in media gained popularity in Ukraine in the 2000s due to
the development of market relations after the collapse of the USSR. It is based on the
European market tradition of relations between producers and consumers. The role
of the medium within the consumer model is assumed by the product or service as
an object of consumption designed to satisfy a particular consumer interest. The
value proposition generated by the senders of the public event message according to
business goals and values of the product owner. The script of performative interaction
is constructed as the first acquaintance, meeting, birthday of a product with
demonstration of a way of its consumption, arrangement of spaces for its sale,
representation of people who are its owners, manufacturers, distributors or
consumers. The participants of the event are included in the game, which has the
meaning of buying and selling a product and exchanging emotions about its

consumption. Possibility of product ownership unites everyone in a field of public
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events. Recipients of public event messages become not just loyal consumers, but
"brand ambassadors". In performative interaction, special status is given to those
agents who not only produce or own the product, but also those who have more
information about it. Often, performative actors can be dressed in branded clothing
as if they were part of a product or service. The public space of performative
interaction can also be branded. Within this model, the interactive-game way of
information interaction prevails. The formation of relations between agents of
communication in the implementation of public events on the consumer model is
based on the hierarchy of distribution distances in access to the product as an object
of consumption: 1) distance between consumer and product as a medium, 2) distance
between product and its distributors as submedia, between submedia and
consumers. Within the consumer model, the communication between senders and
recipients of the message is bilaterally symmetrical, because feedback in the form of
product purchase is important for senders. Information in the media is realized mainly
through the use of advertising, marketing or PR tools, mostly on a commercial basis.
The implementation of a public event in the framework of this model contributes to
the expansion of consumers of the product, which leads to the initiators of
commercial profits. The focus of recognition in the implementation of a public event
on the consumer model is always the one who is closer to the product, has the most
contact with him. Interaction with journalists within the framework of this strategy
mostly takes place in accordance with commercial agreements. The cluster scheme

corresponds to this model (Fig. 3.2).
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Fig. 3.2 Cluster model: consumer model of symbolic investment of agents in
discovering the discourse of public events in media

Public events implemented according to the consumer model are based on
such performative interactions as fairs, promotions, sales, flash mobs, festivals,
competitions, fan meetings, and others. Because the purpose of communication
according to this model is commercial profit, journalists often either ignore such
public events, do not disclose their social significance or exaggerate the importance
of the event out of self-interest.

The activist model of symbolic investment of agents in discovering the
discourse of public events in media has the roots of traditional, even tribal
communication. The value proposition of reporting a public event within this model
is to establish contact between people and community cohesion. The purpose of
public agents in the implementation of public events on this model is to draw the
attention of media and power agents to important information about a particular
social phenomenon, fact, process in social reality. The initiator of a public event can
be anyone: the whole community, a separate social group, and one person, whose
entry into the public space is a symbolic invitation to discuss a particular issue. The
medium within this model is a person who has information about social reality,
respectively, recognition in the field of communication is received by those who are
a source of reliable information about the stated problem. The transfer of information
from person to person helps to expand the circle of people familiar with the stated

topic. Openness to new information, the ability to connect new agents for free
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discussion of the value proposition with full information are key features of the
activist model of symbolic investment of agents in the process of communication.
Performative interaction, which can be both spontaneous and organized, is an open
interactive action that anyone can join. An important feature of a public event,
implemented according to the activist model, is the self-organization of the
communication process. The method of information interaction within this model can
be defined as arbitrary. Minimizing the distance between the sender and recipient of
a public event message promotes freedom of horizontal connections and the
breakdown of hierarchies. This model of communication interaction allows the
initiators of the event to represent themselves in new public roles, open discussions
of new topics in the media, develop and maintain the discourse of the public event,
changing the mechanisms of interaction in society. The activist model can be

represented in the form of a network (Fig. 3.3).

Figure 3.3 Activist model of symbolic investment of agents in discovering the
discourse of public events in media

This model is implemented in such public events as community meetings,
forums, parliamentary assemblies and more. An example of such a model can be a
musical jam session and larger, socially significant public events, such as the Maidan
in 2014 (although here we can find signs of interaction between agents, respectively,
and the first and second models of symbolic investment of agents in communication.

in the discourse of public events).
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It is possible to find out which type of communication interaction in the field of
public event is prevalent within this model: demonstrative (propaganda model),
interactive (consumer model) or arbitrary (activist model) - by the dominant way of
information interaction between agents before, during and after the public event. As
we can see, the symbolic struggle of agents in the field of public events is
representative, and the correlations of agents in the field of communication are
nonlinear. The arsenal of the struggle of agents of the communication field consists
of tools of artistic creation, and the process of communication has not only direct but
also symbolic significance.

Realization of public events is a regular practice of public communication in
Ukraine, so the prevalence of one or another model of symbolic investment of agents
in discovering the discourse of public events in media is a reflection of public relations
in society. Conscious or intuitive choice by agents of the communication model of
symbolic investment can be related, on the one hand, to the context, including
traditions and social norms of communication in society, and on the other hand - to
the symbolic capital available to agents: knowledge, competencies, access to social
resources. There is a high probability that if the discourse of public events is
developed according to the propaganda model, then public needs are met in the
interests of agents of power, by the consumer model - in the interests of agents of
media, and, accordingly. Discourse of public events developed by the activist model,
show that the predominance of forces in the communication field of a public event
remains on the side of agents of the public. It should be noted that in modern
conditions in Ukraine, the process of discovering discourse in the media mostly does
not take place within the framework of only one model of symbolic investment.
Usually discourse of public events in media contain elements of each model. And we
need to outline a hybrid model of investing agents in discovering the discourse of
public events in the media. Depending on the balance of power agents, media and

the public in each of the communication layers of the public event field.
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Hybrid model. Schematically, a hybrid model of symbolic investment of agents
in the process of communication interaction can be represented in the form of a
network with elements of a fan or cluster model, or a fan in which horizontal
connections stochastically arise during the development of public event discourse, or

a cluster that enriches fan or network model (Fig. 4.4). There can be many options.

Figure 3.4 "Hybrid" model of symbolic investment of agents in discovering the
discourse of public events in media

Thus, in this section we have identified three types of agents (power, media
and public) that fight in the communication field of a public event, and four main
models of symbolic investment of agents in communication (propaganda, consumer,
activist and hybrid). The hybrid model of investing agents in the process of
communication interaction proves to be the most realistic and promising for the
analysis of correlations of professional and non-professional information producers
in the communication field of public events. Summary results of this section are

presented in Table A.3.1 (see Annex A).

3.2 The decoding procedure of a public event message meaning through the
prism of the truth procedures concept by Alain Badiou

The variety of means of expression, the multiplicity of symbolic codes, a wide
range of tools used by agents of the communication field of a public event, give its
initiators the opportunity to openly convey information to recipients in the most
effective way and hide the real goals of discovering public event discourse in the

media. Rethinking the legacy of his predecessors, the French philosopher Alain Badiou
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in the "Manifesto of Philosophy" noted that "in a situation where it is not
complemented by an event, there is no truth" (Badiou A., 2003:4). The question
arises, what is the truth of the event itself.

In the multiplicity of events of a public event, it is difficult to determine the
criteria of its truth, if we rely only on the aesthetics of the creation of the message
and the technology of its production. Alain Badiou's philosophical approach to the
definition of truth through the prism of four procedures (politics as the truth of social
relations, poems as the truth of artistic knowledge, mathematics as the truth of
science and love as spiritual truth) allows us to consider public events as a
phenomenon of reality (ibid.:4). Badiou's theoretical approach to the analysis of the
phenomena of being through the prism of the quadrium of knowledge opens up the
possibility of understanding public events as a dynamic phenomenon of reality that
arises spontaneously and has the ability to attach to its own field various objects and
meanings. The philosopher defines truth as "certain knowledge that opposes opines'
[ibid.:109-113]. Based on the concept of Badiou's quadrium, we distinguish four
semantic levels of meaning of a public event, corresponding to four generic
categories, according to which "philosophers clarify and classify all procedures that
can give birth to truths' (ibid.:4). We approved our idea of decoding procedure on a
huge material of representations of public events in the article “Decoding Cultural
Frames: How Ukrainian Mass Media Report about Cultural Public Events” for
Intercultural Communication journal (Zinenko O., 2019). This intersection aimed to
make a methodological description of this procedure. The truth of each individual
public event, according to the concept of Badiou, we will determine through a
combination of these four generic categories, or "truth procedures”.

In the procedure of decoding the meaning of the value proposition of a public
event, we define the following semantic markers:

1) politics, or context marker, which determines the situation of a public event

and the scenarios of relationship of agents in its field;
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2) poem, or a marker of an idea, of the invention of the "impossible" as a unique
value proposition of a public event that provokes a change of context;

3) matheo, or a marker of constructing a message of a public event, which
shows the possibilities of its initiators to use the resources necessary for its
implementation;

4) love, or a marker of perception of the announcement of a public event and
interpretation of the meaning of the efforts expended by agents to implement a
public event in a particular context.

Let's look at each of the markers of being a public event in more detail.

Politics (context).By context we mean a set of external and internal factors that
determine the occurrence of a public event at a certain time in a particular city and
affect the behavior of certain agents in its communication field. Most often, the birth
of a public event is due to the desire of the initiators to approve (or check, restructure,
cancel, demonstrate, etc.) certain scenarios of social interaction in a particular
context. The context can be outlined using the PEST business environment analysis
model developed by Harvard University professor Francis Aguilar in 1967, which has
been still used by business and community theorists and practitioners in recent times
(Ovidijus J., 2013). This model allows you to structure knowledge about a particular
environment by political (P), economic (E), socio-cultural (S) and technological (T)
factors, which are dynamic categories, as the formation of relations in society is
constantly tested by the need to adapt to change. Let's look at these factors in more
detail.

Legislative factors (P - power structure, laws, values, government policies,
social norms, etc.) influence agents' choice of the field of public events of symbolic
investment strategies, their decisions on the use of certain resources and tools of
communication to represent themselves and their value proposition in accordance
with existing legislation. Economic factors (E - financial mechanisms, the dynamics of

employment of field agents, their economic capacity, communication costs, etc.)
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determine the capabilities and motives of agents in the struggle for change in society.
By the way, economic dependence is a threat to the development of journalism, the
realization of the human right to freedom of speech and expression of diversity of
opinion. Socio-cultural factors (S - human needs, traditions, level of education, habits,
stereotypes, etc.) affect the intensity and effectiveness of social relations in
connection with the specific conditions of public events. Technological factors (T -
living conditions, transport infrastructure, access to consumer goods, media, use of
communication technologies, etc.) determine opportunities for communication in
society, information exchange, methods of media production, media consumption
traditions, which is important for awareness of public events and acceptance
decisions on participation in them (weather conditions, risks of disease due to a
pandemic, fainting from heat on the street or suffocation indoors, etc.).

For example, the availability of the Zoom platform in 2020 during the
guarantine of the COVID-19 pandemic has made it possible for those who wish to
gather for thousands of rallies to attend concerts without leaving home. The above
factors influence the choice of agents of the field of public event communication
strategies - patterns of social interaction, which Polish sociologist Piotr Sztompka
considers in the theory of social drama as universal scenarios, established social
constructs of generalized knowledge about human interaction in certain
communities. community, engraved in the collective subconscious (Sztompka P.,
2005:64-86). People not only decide whether or not to participate in a public event,
but also identify each other based on these factors, assessing what the event is for
them: interesting, useful or harmful.

Thus, considering the phenomenon of public events through the prism of
Politics as a marker of the context of a public event suggests that the birth of a public
event is due to external factors that determine the relationship of agents in society,

and agents' choice of behavioral strategies role and what social reality should be.
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A poem, or marker of an idea. The poem, according to Alain Badiou, defines the
invention of the idea of "impossible" as one that lies outside the context of existence
(Badiou A., 2003:5-6). The process of inventing the idea of a public event can be
associated with both the personal insight of the initiators and the need of a certain
group of people to declare their existence in society, to articulate in the message of a
public event their value proposition. To a large extent, the invention of the
"impossible" is embodied in performative interaction, which not only serves to
convey information, but is also designed to evoke certain emotions.

Performative interaction is not one word, not a single object, but a plurality of
meanings and forms, which, combined in the script, acquire their common meaning
as a result of presentation in public space and become an invitation to
communication. It can be a single protest action or ralley of many thousands; as a
musical concert of a soloist or band, and a dance flashmob; both a food fair and a
theatrical show; both a military parade and an online flashmob. The invention of the
"impossible" is a unique combination of meanings and forms that are designed to
convey not only external (understandable to all) but also internal (understandable to
those dedicated to the convention) value of the value proposition of the initiators of
the event.

To decode the meaning of the message of a public event, we appeal to the
concept of internal and external form of the word of Ukrainian philologist Oleksandr
Potebnya: “there is a meaning of the word that is clear to both parties” of
[communication process - O. Z.], - this is an external form, and internal is a meaning
that relates to a specific feature of reality, understandable to two parties, which is
called the word (Potebnya A. A., 1989:158-168, 159). It is worth noting that an
extremely high level of novelty, as well as its absence, can reduce the interest of
target audiences in the event or provoke a negative effect and suspend the

development of the discourse of a public event.
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Thus, the semantic marker of the Poem of a Public Event makes it possible to
find out that the idea (poem) of a public event is a proposal to redefine established
social norms through creative representation of the invention "impossible" in the
format of performative interaction. If Politics is a marker of known knowledge about
social reality and representation of agent relations, then Poem is a marker of
representation of new knowledge as a proposal to change relations in a certain
context.

Matheo, or a marker of constructing the conditions of perception of the
content of the value proposition in accordance with the available communication
resources of agents of the field of public event. This is an operational marker of the
agreement of the senders of the public event message unknown to the recipients of
the knowledge of its value proposition with their knowledge of previous experience
of consuming such information. Designing a public event message is, in essence, a
project of "stitching" social reality and media reality, which includes: 1) "packaging"
the key message of the public event according to the channels of its dissemination
and perception; 2) choosing the public space for the performative interaction; 3)
creating an atmosphere of perception of the message of a public event. Design of
message extension process allows senders to determine the discovery and
development of public event discourse, helps recipients of public event messages to
organize information flows for themselves and extract information about the public
event. Consider in more detail the above means of constructing a public event
message.

"Packing" the key message. For the senders of a public event message, the key
question is how to convey the content of the value proposition to its recipients when
transmitting the message. Effective transmission of the content of the value
proposition is facilitated by "packaging" the message in recognizable forms. According
to various translators, many thorough scientific works have been devoted to

"packing" the key message of a public event, in which theorists and practitioners of
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mass communication focus on the skill of reproducing a form that would contribute
to effective communication, discovery of "secrets of copywriting", training in
"storytelling", etc.) taking into account the special technical characteristics of print,
audiovisual, online media and perceptions of preferences of target audiences
(sources of information, demographics of potential recipients of public events, their
preferences etc.) (Adler A, Seligman M. E. P., 2016; Ivanov F., 2007; Prymak T., 2013;
Rizun V., 2008). Often the "packaging" of a message is determined by the choice of
public space.

Choice of public space. The initiators choose the public space as a place of public
spectacle, convenient for the presentation of performative interaction and
broadcasting the message of the public event by random or non-random witnesses.
The space for events should fit the tradition of a community. If the initiators of a
public event are satisfied with the existing space, they use it to perform performative
interaction. When the initiators of a public event are not satisfied with the existing
one, they build a new one (if they have the resources, set up a stage, import special
equipment, construct platforms, etc.) or use a space where no public events have
taken place before. As part of large-scale events, such as the Eurovision Song Contest,
the organizers are specially arranging additional spaces for observing performative
interaction for special target groups: for journalists - newsrooms, for fans of the
contest - fan zones and others.

The atmosphere of perception of the message. Organizers aim to create an
atmosphere of anticipation of future public events, to prepare the recipients of the
message to the consequences of the upcoming event as a necessary social change.
They not only technologically simplify the transmission of information about the
public event, but also saturate the space designated with verbal and non-verbal
information: they use frames, patterns, stereotypes and other socio-cultural

constructs.
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American linguist Charles Fillmore defines frames as cognitive structures, the
knowledge of which is provided by concepts represented by words (Fillmore Ch.,
2009:222-254). German anthropologist Aleida Assman defines frames as inviolable
constructs of cultural and collective memory for the accumulation of memories that
affect an individual's perception of information. The scientist identifies four types of
frames: individual (personality level); family (the level of small groups and
communities formed by family type); social (level of communities, trade unions,
professional communication, cultural stereotypes, etc.); national (level of national
narratives, including historical ones, produced by politicians) (Assman A., 2012:10-
11). In this research we develop the scientific achievements of the French philosopher
and sociologist Maurice Halbwachs, who argues that when a person wants to
remember the past, he turns not only to his individual memory but also to other
people's memories, in particular, appeals to constructs of cultural and historical
memory. The French researcher Pierre Nora addressed the problem of understanding
the concept of collective memory in connection with the intensification of the
processes of commemoration of history, associated with the rethinking of totalitarian
platforms for constructing collective memory and strengthening its democratization.
He pointed out the relevance of the study of collective memory as a complex
category, covering cultural, historical and other levels of perception of values
important to a particular community in a given context (Nora P., 2014). The active
representation of history in the 1990s from the point of view of discriminated
communities - ethnic, social, etc. - contributed to the interest in studying the
significance of frames for consumers' perception of information.

Oleksandra Haidai's historical review “The Image of the Past, the Image of the
Community" in the collection “Politics and Memory” is devoted to the study of the
presentation and construction of historical memory in the public space of cities
"Dnipro - Zaporizhia - Odessa - Kharkiv. From the 1990s to the present' (Hayday O. et

al., 2018). In this paper, Ukrainian researchers appeal to the idea of constructing
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community memory, focusing on observations and studies of Soviet-era documents,
including the organization of advocacy activities that were to support the ideological
platform in Soviet society.

American researchers Matthew Houdek and Kendall R. Phillips define the
concept of public memory as one that appeals to the spread of memories among
members of a community ("public memory refers to the circulation of recollections
among members of a given community") (Houdek M., Phillips K. R., 2017).
Researchers note that the public is an audience because of shared memories due to
the fact that someone publishes materials about social people, events, places and
other things on social media. Thanks to these public memories, public memory is
formed, which helps communities to identify themselves (ibid.). The concept of public
memory is, in fact, a continuation of the concepts of collective, cultural and historical
memory of the community, only this phenomenon is considered in connection with a
new type of media - social networks.

Based on memory frames, senders of a public event can not only implement
but also program communication with recipients of a value proposition: the former
"package" it in forms they consider recognizable, and the latter respond to it because
they identify it as acceptable to them in the appropriate context. The mechanism of
using memory frames can be described using the PERMA model developed by Martin
Seligman as part of the Wellbeing concept (Seligman M., 2004). According to his
model, senders of public event messages, appealing to the memory frames
recognized by the target audience in this context, inspire a positive attitude to the
upcoming event (Positive), which attracts the attention of recipients (Engagement)
and develop relationships with them (Relations). As a result, recipients of a public
event message perceive its significance exactly as its senders expect (Meaning), which
is the strategic goal of the latter (Achievement) (ibid.). The key role in creating the
atmosphere of perception of the public event is played by performative interaction,

which is realized in public space according to the plan or script according to genres
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and formats of drama, performing arts, television, news journalism, historically
formed and understood by consumers. They have an instrumental meaning that
determines the emotional perception of a public event as a public performance by
the recipients of its message.

By observing the transformations of the message of a public event before,
during and after its implementation, we can determine the extent to which certain
frames construct the perception of the meaning of the message by its recipients, bring
them closer or distance them from understanding its content. It often depends on the
design of the message whether the public event will be included in the memory of
the community or its fate will be forgotten.

As you can see, the definition of Matema's markers in the communication field
of a public event makes it possible to find out that the construction of a public event
message involves the creation by the sender of convenient conditions for the
perception of its value proposition. Designing a public event message plays an
important role in the development of public event discourse in the dissemination and
examination phase, because often it is the "packaging" that transmits the content of
the public event message with minimal content loss and influences event evaluation.

It should be noted that even if the creators choose proven means of
communication to achieve their goals, repeat traditional scenarios, previously tested
ideas, turn to common frames, acceptable to the public means of expression and art
forms, each public event is both expected and largely unpredictable. It is a
deterministic chaotic system, where the role of a butterfly can be played by any
element of a complex structure. It is in order to reduce the threshold of
unpredictability that senders use the means of constructing a public event, but to
some extent, because a completely predictable event will not resonate in society.
How effectively the construction of the event works can be determined by the

reactions of the public.
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Love, or a marker of perception. The Marker of Love makes it possible to find
out the truth of a public event in its ability to satisfy a public need. A public event is
not just a public performance, but also a means for a person - the initiator of
interaction - to get in touch with society. A public event is to some extent a tool to
check the quality of this connection. Reactions of recipients to the proposed
announcement of a public event arise as a result of informational and emotional
influences, amplified by the reactions of other recipients. These reactions can be both
determined by the sender of the public event message and arising spontaneously,
due to external factors of life and internal preferences of representatives of a
particular target audience.

Our observations of the implementation of public events and our own
experience of organizing public events in Ukraine for 20 years suggest that in the
representations of public events in social and media space can be observed the
following types of reactions of recipients, both verbally and nonverbally: interest
(acceptance, rejection, ignoring); interaction (participation in performative
interaction); evaluation (demonstration of evaluative judgment about the event);
informing others (replication of facts about the event); interpretation (reformulation
of the meaning of the message of a public event through the presentation of personal
judgment about the event, the creation and publication of analytical material, etc.).
Public reactions are a response to a public event and a marker for determining its
social significance. To understand it, it is important to establish not only the fact of
the reaction, but also the conditions under which it arose.

Decoding a public event through the prism of the Love procedure, we found
that observing the reactions of recipients of public event messages and decoding the
values of these reactions provide insight not only into which agents of the public
event communication field are effective, but also whether public events change of
socio-cultural context, whether a public event satisfies a certain social need. The

presence of public reactions indicates the discovery of the discourse of a public event,
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and the significance of these reactions at each stage of the development of its
discourse is important to determine whether the event is real or pseudo-event.
Therefore, in this section we describe a four-dimensional procedure for
decoding the value of a public event message. This procedure allows us to determine
those correlations of agents of the communication field of a public event that affect
changes in the socio-cultural context. The procedure for decoding the value of a

public event message is summarized in Table A.3.2 (see Annex A).

Conclusions to section 3

In the third chapter we consider the social dimension of a public event as a
space of representative struggle of agents by Pierre Bourdieu's theory of the social
field. We recognize three types of public event agents: power, media and public. The
correlations between them are outlined within the framework of four models of
symbolic investment of agents in the process of communication interaction in
discovering the discourse of public events in media: propaganda, consumer, activist
and hybrid. The key characteristics of these models are highlighted, which allow us to
outline the specifics of interaction of agents of the public event field by determining
its initial conditions, medium and method of information interaction (demonstrative,
interactive, arbitrary, and mixed). It is noted that the most promising for the analysis
of correlations of professional and non-professional producers of information about
public events is a hybrid model of investing agents in the process of communication.

According to the Alain Badiou concept of four truth procedures, we describe
the procedure of decoding the meaning of a public event message, where four
ontological "generic categories" - Politics, Poems, Mathematics and Love - are
interpreted as its key semantic markers. The integration of tools of semantic,
culturological, economic and frame analysis into the procedure of decoding the
meaning of a public event message helps to interpret its effects on changes in the

socio-cultural context.
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CHAPTER 4
GENESIS AND EVOLUTION OF UKRAINIAN JOURNALISM OF PUBLIC EVENTS

4.1 Prerequisites for the formation of journalism of public events in Ukraine

Prior to Ukraine's independence in 1991, domestic journalism developed for
more than 200 years under political pressure as an alternative. Territories of modern
Ukraine for a long period were included in different empires, where humanistic
discourse was formed as opposed to the government's information paradigm. [32;
78]. Having lack of access to official sources of information, Ukrainian public opinion
leaders have realized their mission of dissemination of relevant, reliable, unbiased
information about the life of society, in the form of cultural practices. In this sense,
the evolution of Ukrainian journalism is an example of media activism under colonial
pressure. Ukrainian historian Mykola Ryabchuk generally characterizes the historical
development of public relations in independent Ukraine as one that is inherent in
postcolonial states (Ryabchuk M., 2010). Public events in these conditions, primarily,
play a role as a source and driver for media activism.

According to this point we need to outline the tradition of such media active
practices as the preconditions for the development of journalism of public events, we
will focus on some facts of social reality that reflect the political, economic,
technological and socio-cultural changes that have taken place in society and
influenced the formation of a new media paradigm in Ukraine. in connection with the
global transformations of the late 1980s - early 1990s.

Political transformations. An outstanding fact for the development of
journalism of public events was the proclamation in 1985 by the General Secretary of
the Communist Party of the USSR Mikhail Gorbachev of the course of "perestroika"
(rebuilding) and "glasnost" (freedom of speech) (Rech' tovaryshcha M. S. Gorbacheva,
1986). After the Chernobyl catastrophe of 1986, which gained worldwide notoriety,
the state television and the press of the USSR began to finally give up the position of

monopolists in the creation of information content. At this time, the Soviet people
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discovered public space not only as a place of performance, but also as a platform of
communication. In the late 1980s, independent Ukrainian media have already begun
to emerge, moving away from the concept of using the media as a tool of
government-controlled propaganda and developing them as a means of realizing the
human right to diversity of opinion, freedom of speech, conscience and press. Russian
researcher of television language in the late USSR Svetlana Lapteva identifies the
tendency to use colloquial vocabulary on television, the use of public figures during
speeches of non-normative syntactic constructions as evidence of the exit of
television language from the control of the propaganda imperative (Lapteva S. A,,
2001:68-69). At the time Russian was the dominant language in the Soviet media, but
there were powerful transformations of language discourse in the Ukrainian media
toward democratization.

The 1989 was a significant year for journalism of public events, which
researchers define as a turning point in the history of the USSR, in particular in the
international scientific journal "ldeology and Politics" the theme "Freedom and
obedience in the" long 1989 ". Societies of Eastern and South-Eastern Europe in
1989/91» became a leader (Svoboda i pokora u «dovhomu 1989 rotsi», 2019).
According to witness and participant Vitaliy Korotych, 1989 was the culmination of
the process of intensifying the mechanism of public interaction, in addition, then for
the first time in the USSR were held multi-party elections (Korotych V., 2011). In
memoirs leaders of the public movements K. Cheremsky, B. Pankevych and others
confirm that at that time there was a revival of public activity in Ukraine (Cherems'kyy
K., 2015; Cherems'kyy K., 2015a; Pankevych B., 2016). According to researchers of
modern Ukrainian history and witnesses of events, Ukraine in 1989 remained one of
the troubled republics of the USSR. According to the KGB, given by Volodymyr
Vyatrovych in a review of the events of that time, in 1989 "1565 mass events took
place in Ukraine, about half of them (732) were unauthorized, more than two million

took part in street rallies" (Vyatrovych V., 2014:461-463). At that time, every Soviet
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republic had public activities, new social, cultural initiatives and organizations were
created, which carried out systematic work on the dissemination of information
about new not soviet people identity. As Ukrainian historian Myroslav Popovych
noted in his works, not only literature, philosophy and various arts are crucial for
understanding the material and spiritual culture of society, but also the way of life, a
significant part of which in Ukraine in the late 80's have got a public access (Popovych
M. V., 1998). In those days, people discovered public space as an opportunity for free
communication and exchange of opinions. Having lack of access to mainstream media
they did it in the format of public events.

Meanwhile, journalists of the time recall that access to television for citizens of
the USSR in the late 1980s remained controlled by the state, and was mostly closed
to representatives of alternative projects, social and cultural movements (Kaganov
Yu., 2017; Kaguy P., 2019). New initiatives were not banned, but government agents
audited them, assessing everyone's credibility. For the most part, government agents
provided support for such cultural initiatives and media projects, the authors of which
were predictable, understandable, and willing to compromise with the government,
yielding to their principles.

Economic transformations. The adopted course of "perestroika" laid the
foundations for the development of new economic relations, the emergence of new
agents of economic activity - entrepreneurs. At that time, world brands such as
McDonalds, Always, etc. began to operate in the USSR, which influenced the
formation of public opinion and the media market. Despite the deep economic crisis,
and perhaps due to it, the late 1980s and the first decade of the 1990s were
characterized by a strong creative upsurge associated with the search for new forms
and opportunities for their representation of art, artists, texts and news "in public"
and in the media. Society sought new information, and the declared "publicity"

became a cultural innovation, inspiring creative elites - writers, artists, publicists,



99

actors, directors, journalists - to create new artistic, cultural and media projects that
instantly became popular and even profitable.

Technological transformations. In the late 1980s and early 1990s, media
transformation processes were global. Media production technologies have become
more accessible and easier to use. Video and audio equipment made it possible not
only to go live from the studio, but also to conduct "live" broadcasts in the open air".
At that time, Soviet television production made not only carefully prepared TV
programs, decorative communist demonstrations, proven Soviet news and movies,
but also programs with open questions discussion, used shoots and translations from
occasional public events organized by activists - artists, cultural leaders and more. The
media at this time became faster and more public: journalists, heroes of the
broadcasts did not speak on paper, but improvised. In addition, with the opening of
the "lron Curtain" for consumers, information became available to an endless
treasure of foreign media products: news, advertising, music and cinema.
Transformations in the use of technology and their accessibility have diminished the
ritual significance of the media, revealing their role as an unbiased source of
information.

Socio-cultural transformations. In the late 1980s and early 1990s, mainstream
television formed entertainment projects. They had the potential to be easily
reproduced, if not replicated, because they were easy for the general public to
perceive. The TV program "KVN" should be singled out, which was a competition in
the humor of a large number of amateur groups (teams) of creative youth and was
held during the year according to the algorithm of the football championship (festival
selection, eighth, quarter, semifinals and finals) (Teleperedachi SSSR, 2012). To some
extent, the then KVN served as an alternative journalism platform (as it works in
American journalism standup shows, for example) that used to be understood as
opposed to the official propaganda and media agenda. This show was born in the

1960s, during the "Khrushchev thaw", banned in the 1970s and revived in the mid-
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1980s. The program was perceived by the audience not only as entertaining, but also
as journalistic, whose participants humorously criticized the government and
assessed the phenomena of social reality. As in propaganda news programs, there
was censorship in this entertainment program. Editors and directors of the program
reviewed the materials of participants, selected and edited numbers for the television
version, assessing not so much the artistic value of creative expression of participants,
as its compliance with the format and advocacy of customers of the program. Thus,
witty jokes gave participants an access to the official media and, later, worked as a
social lift for non-professional creators (actors, artists, media people). KVN
participants later formed a new media elite, whose representatives relied not on
"solid" professional competencies, but on the so-called "flexible" abilities and
communication skills of the individual, which allow them to be the first here and now
(Stryzhova 0., 2019). To some extent, this creative activity for young people, mostly
university students, has become a school of strategic relations, leaving no time for
basic education. In the late 1980s and early 1990s, the KVN program, supported by
central and local authorities, "went to the people", transforming from a decorative
youth art movement into a web (community) on which more than one generation of
young people is involved.

The influence of the official media of the late Soviet era on the formation of
public opinion in the post-Soviet states is difficult to overestimate. An article in the
NATO Analytical Report 2017 and publications appealing to this report in the media
are devoted to the study of television products of the late USSR as a product of
propaganda (Denisa-Liepniece S., 2017; Petrenko G., 2016; Robinson P., 2021).
Lithuanian media researcher Solvita Denisa-Lipnece, analyzing some reruns of the
presidents of Russia and the United States, shows that the use of humor in general is
a power strategy, and the KVN program, in particular, is a tool of Russian propaganda:
"working for the Kremlin to reduce stress in their fellow citizens" (Denisa-Liepniece

S., 2017:96-122), and the effect is to create in the viewers of the show "a sense of
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comfort, because of which they are more loyal to the political system" [ibid.].
Laughter mass culture, supported by the media, in the last decades of the XX century
formed a laughter mass consciousness. It is interesting in the context of Ukraine's
2019 presidential election, which was won by Volodymyr Zelensky who built
communication with the public in the language of humor.

According to Ukrainian writer Yuriy Andrukhovych's statement on the current
situation with the development of culture and media in Ukraine, "we have all
returned to the era of developed laughter culture" (Andrukhovych Yu., 2019). This
remark draws our attention to Mikhail Bakhtin's concept of laughter culture with the
ideas of ambivalence of laughter as a tool to reduce the importance of the
phenomena of being to bodily understanding (in Rabelais) and "seriousness of
laughter" (in Gogol), and the latter, according to the scientist, returns through the
"catharsis of vulgarity" (Bakhtin M. M., 1990). In the context of a variety of choices of
cultural value platforms, laughter as entertainment destroys the object and replaces
reality, seriousness, denying culture and the right to privacy, in which the aspirations
of the masses become more important than the individual.

Cultural practices that did not fit into this ridiculous paradigm, had to develop
alone, without government support. In the 1980s, in a parallel world of social reality
for the Soviet government, public movements promoted innovative social ideas and
sometimes radical sentiments. Alexei Yurchak, an American anthropologist and
researcher at the University of California, Berkeley, in his book "It Was Forever Until
It Was Over. The Last Soviet Generation' cites many examples of how underground
culture centers in large Soviet cities played the role of informal media at the time.
(Yurchak A., 2005). In an interview with Koridor culture journalist Olga Balashova,
Ukrainian artist and cultural figure Tiberius Silvashi noted that in the 1990s, many art
exhibition projects were realized in Ukraine in Kharkiv, Kyiv, Poltava, Uzhhorod, and
Odessa (Balashova 0., 2017). Serhiy Proskurnya, a Ukrainian mass show director,

cultural and public figure, made a powerful contribution to the development of an
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alternative cultural public mainstream for Ukrainian youth. Until the last days of his
life he opened the world of cultural Ukraine. During all three Maidans (1991, 2004
and 2014) he was an ideologue of advocacy performances and other cultural events
that contributed to the formation of a new media discourse on Ukrainian cultural
identity (Mamchenkova O., 2018; Marusyk T., 2012; Tereshchuk G., 2021). In fact,
cultural public events have since begun to form a kind of "alternative cultural
mainstream" that has influenced what is broadcast on television and what is written
in the press.

It is necessary to dwell on the specifics of the influence of the print media. In
the 1980s, the print media was the most mobile and accessible medium after
television for soviet people (by the way, you could only watch TV at home). The official
press of the USSR was under the control of the government, censored and subdivided
into central, published in the capital and distributed throughout the state, and local
(regional, city, district), published locally and distributed by subscription, from which
Soviet citizens couldn't refuse. Central newspapers "Pravda", "lzvestia" and others set
a common ideological agenda throughout the USSR. The rest of the publications were
segmented by target audiences and performed primarily not informational, but
propaganda tasks to support the narratives of the current government, as noted in
the publications of modern researchers of the press [Dyakiv (Gornovy'j) O., 2019;
Pioners'ka presa riznymy movamy SRSR, 2012). However, if the central press was the
same for everyone, the regional press could find not only propaganda, but also
information about the life of society, which, although presented under the pressure
of censorship, but to some extent reflected the realities.

In order to analyze media discourse of public events in that time, we reviewed
the 1989 folder of the regional newspaper "Leninskaya Zmina" [Lenin’s Shift]
(Lenins'ka zmina, 1989), which was published in Ukrainian language, printed and
distributed in Kharkiv city and region three times a week. Each issue had a circulation

of up to 43,500 copies, which means that every fifth Kharkiv resident had access to it.
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The publication was clearly targeted at its target audiences: young people, youth
workers and educators, and its agenda corresponded to the ideological Soviet
calendar cycle. Considerable attention in each issue of the newspaper was paid to
supporting the narratives of Soviet ideology in accordance with the annual cycle of
national Soviet holidays and significant dates, including New Year (January), USSR
Armed Forces Day (February), International Women's Day (March 8), V. Lenin (April
22), International Workers' Day (May 1), Victory Day (May 9), Last School Bell Day
(May 25), Children's Day (June 1), Youth Day (June 29), Military Day Navy (July 27),
Feast of the First Bell (September 1), Anniversary of the October Revolution
(November 7), Constitution Day (December 30), and others. At least 50 percent of the
materials in each issue of the newspaper are devoted to these dates. Such a festive
agenda was to be followed by every edition of any Soviet media. This agenda, firmly
engraved in the memory of people who grew up in the USSR, ties their lives to the
dates of the calendar year, as noted by the Ukrainian media researcher Georgy
Pocheptsov, describing the effect of blocking cultural trauma (Pocheptsov G., 2020).
Public communication, an integral part of which in democratic societies is public
events, in the totalitarian state of the USSR was replaced by representation of public
communication - ideological holidays that were clearly regulated and ritualized,
constructed and covered in the media according to communist doctrine.

In 1989, in the pages of the newspaper "Leninska Zmina", considerable
attention was paid to the coverage of Soviet protocol mass events, sports
competitions, demonstration meetings of the authorities with the people and Soviet
holidays (see Appendix C). Meanwhile, there are representations of unexpected
events. For example, during the one month at least four publications of various genres
are dedicated to the concert "Rock against Stalinism", which took place in Kharkov
(Rok proty stalinizmu, 1989) . The concert was attended by Russian rock stars and
Russian-speaking Kharkiv rock bands. The authors of the materials were somewhat

wary and critical of the concert participants. This manifested itself both in vocabulary
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(musicians were called "new youth leaders" or "informals") and in explanations of the
meaning of the neologism "informal" in other publications, including caricatures
(Subotin V., 1989). As soon as the newspaper "Leninska Zmina" was aimed at young
people, the coverage of the rock concert corresponded to the direction of the
editorial board. But journalists were attracted by completely non-canonical actions,
namely reports from the streets about the multiparty elections (Vybory 89, 1989; Vsya
vlada radam, 1989; Komu doviryayesh maybutnye?, 1989), beauty contests with studio
photos of girls in swimsuits (Zvonyts'kyy E., 1989), the Epiphany celebration with a
mass rally of people in the river (My vzhe zvykly do toho, shcho slovo «religiya»...,
1989), a Krishna celebration procession in the Dzerzhinsky [now, Freedom] square
(Napevno, uvahu kharkiv'yan pryvernula.., 1989).. We see protest rallies in
Dzerzhinsky Square in the photos, new NGOs leaders from the newly formed
Ukrainian Helsinki Committee and the organization "Memorial" participated in it
(Koval'chuk M., 1989; Kurokhta L., 1989). New Celebration was invented in that year
- Kharkiv City Day, and we find a rather eloquent title on the first column of the
newspaper: "Vydznachajemos" (Determinate) or "Vydznachajemo" (Celebrate)?"
(Dva pohlyady na odne svyato, 1989) and others. "So we have lived to see that rallies
have now become commonplace for us," reads the caption to a photo from various
mass events in the August 24 issue (Tsi znimky zrobleni v riznyy chas..., 1989). The
intensification of public activities in public spaces contributed to the birth of
unexpected for the state media information drives. Journalists and editors were
hesitant about how to evaluate such unusual facts, but could not help but cover them.

Therefore, summarizing the preconditions for the development of journalism
of public events in Ukraine, it should be noted that in the context of political
transformations in the late 1980s - early 1990s, public events in Ukraine became one
of the catalysts of attracting journalists, showed that it is the method of socio-cultural
impact for changes in media discourse. But the new informal media developed

rapidly. Public movements and cultural initiatives gave communities public leaders
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and the basis for the formation of the independent media of independent Ukraine.
These new informal media had direct contact with audiences. On July 26, 2018, at the
Ukrainian Crisis Media Center in Kyiv, at the initiative of Smoloskyp Publishing House,
a discussion was held on the presentation of the digitized collection of the informal
press of the 1980s and 1990s as to whether Ukrainian journalists managed to take
advantage of gaining independence in the 1990s (Prezentatsyya otsyfrovanoyi
kolektsiyi neformal'noyi presy 80-90-kh rokiv, 2018). The participants of the
presentation came to the conclusion that informal media impact the changes in
mainstream journalism discours, however, the need to distance themselves from the
influence of power elites limited new media leaders' access to state broadcasters, so
that Ukrainian independent journalism had to be implemented in individual media
projects in the context of cultural initiatives and public events as alternative media.
Thus, it is with such a diverse media baggage that Ukrainian journalism of public

events has approached its independent development.

4.2 Four periods of development of Ukrainian journalism of public events
(1991-2021)

The freedom of speech and freedom of peaceful assembly proclaimed in 1991
and enshrined in the Constitution of Ukraine provided the basis for the development
of both modern Ukrainian journalism in general and journalism of public events in
particular. Activities in the public space that are not controlled and censored by state
bodies have become possible in Ukraine only since the establishment of
Independence. Observations of journalism of public events in Ukraine for the last 30
years (from 1991 to 2021) allow us to identify four periods of its development:

1) the search for new media formats (1991-1999),

2) the emancipation of the Ukrainian media (2000-2005),

3) the competition of media platforms (2006-2012),

4) the reboot of relations between society and the media (2013-2021).
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The question of periodization of coverage of public events in Ukraine was partly
discussed in the article “The representations of public events in Ukrainian press in
1989” (Zinenko O., 2019). Here we can look at this issue with some additions.

The period of searching for new media formats (1991-1999) - from the
proclamation of Ukraine's Independence to the establishment of national TV channels
of independent Ukraine - is characterized by the politicization of culture, reducing the
distance between audiences and media through experiments to create open
improvisational media products. show, etc.). Media are looking for new formats.
Journalism of public events is currently developing mainly in the context of two
models of investing government agents, media, and the public in the process of
communication: advocacy (initiated and supported by authority agents) and activist
(initiated by public agents). The motif of "non-Sovietness" as the desire to distance
oneself from the "Soviet" is dominated.

During this period, a number of important laws of Ukraine for the development
of the media were adopted: "On Information", "On Printed Mass Media (Press) in
Ukraine", "On News Agencies", and "On the Procedure for Coverage of the Activities
of Public Authorities and Local Self-Government Bodies in Ukraine by the Mass
Media" (Zakon Ukrayiny «Pro informatsiyu», 1992:02.10; Zakon Ukrayiny «Pro
drukovani zasoby masovoyi informatsiyi (presu) v Ukrayini», 1993:16.11; Zakon
Ukrayiny «Pro informatsiyni ahenstva», 1995:28.02); Zakon Ukrayiny «Pro poryadok
vysvitlennya diyal'nosti orhaniv derzhavnoyi vlady ta orhaniv mistsevoho
samovryaduvannya v Ukrayini zasobamy masovoyi informatsiyi», 1997:23.09). The
adoption of these laws contributed to the development of Ukrainian journalism of
public events, as they regulated the relationship between the newly created media
and government, taking into account the rights of citizens to access information in
Ukraine. Although Ukrainian media remained largely influenced by Russian
broadcasters who did not intend to relinquish their positions in Ukraine after the

collapse of the Soviet Union, this did not prevent the birth of new Ukrainian media
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and the production of original Ukrainian media products. The first "non-Soviet" media
resources appeared in the Ukrainian media in the early 1990s, with presenters and
participants becoming heroes in the press and on television, as Ukrainian writer
Andriy Kokotyukha notes in his memoirs. The changes affected all types of media, but
these changes were most evident in television projects, as television was the mainstay
of the media at the time.

At the end of the 1990s, new national broadcasters (1+1, ICTV, STB, Novy Kanal,
etc.) received licenses and started working, as well as regional private TV channels,
mostly in cities with a population of millions (Kyiv, Kharkiv, Dnipro, Donetsk, Odessa,
Lviv) [260]. According to journalist and culturologist Leonid Machulin, in Kharkiv at
that time there were at least four private TV channels - Channel 7, ATN, Simon, ATV
/ K, Orion, etc., as well as alternative music radio stations to the state regional Radio
50, Master Radio, etc. (Machulyn L. Y., 2001). The diversification of media
broadcasters influenced the construction of a new Ukrainian media reality, which
largely remained dependent on Soviet traditions, stereotypes of media creativity and
pressure from the Russian media market.

The TV project Territory A (1994) became one of the brightest television music
media projects. The aim of the project was to present and promote new Ukrainian-
language popular music. The most popular, so to speak, "people's" Ukrainian
television programs, in which people took part literally "from the street", were
Karaoke on the Maydan and A Chance, which have been broadcast since 1999.
Talented amateurs and professionals who lived in the regions and previously did not
have access to the capital's media resources often took part in these TV programs.
The author, host and producer of Karaoke on the Maidan and A Chance programs Igor
Kondratyuk admitted in an interview with TV guide Valery Bugay that Karaoke on the
Maidan was created to advertise recording equipment, but this resulted in a popular
TV project. The presenter also noted that he was the first public relations specialist in

the USSR and stressed that for him, communicating with audiences and giving people
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the opportunity to vote and influence the choice of the winner is a value that builds
the trust of viewers (Bugay V., 2008). For Ukrainian viewers, the Karaoke on the
Maidan program has indeed become a valuable experience in exercising the right to
freedom of expression and has developed an understanding of the mechanism of
freedom of speech, where voting is not imperative and may depend on every citizen.

In the alternative Ukrainian music since 1989, the tone was set by the annual
Chervona Ruta festival, which started in Chernivtsi and later was held in various cities
of Ukraine. In particular, the one held in 1997 in Kharkiv had a record number of
participants and spectators compared to previous festivals. Musicians and organizers
still unanimously call the Kharkiv festival the most powerful in comparison with all
previous ones. It was a festival of debuts of Katya Chilly, Iryna Bilyk, Tartak and TNMK,
which influenced the development of Ukrainian-language popular music and the
formation of musical preferences of young people. In a memoir, Radio Svoboda
journalist Oksana Mamchenkova notes that in 1997, for the first and last time, the
festival's founders managed to attract powerful sponsors, such as Coca-Cola and
Corona Chocolate (Mamchenkova 0., 2018). The final concert was held on May 9 on
Freedom Square. It was covered by national and regional broadcasters mostly
positively, but there were also stories with a negative assessment of the action. For
example, the Delo Vkusa program, which aired on a private TV channel in Kharkiv in
1997, criticized the event. First, the organizers' request to the participants to sing in
Ukrainian was interpreted by the leading programs as discrimination against Russian-
speaking musicians in Kharkiv. Secondly, the hosts commented on the event in a
negative light as disrespect for the elderly, because the parade in honor of Soviet
Victory Day in World War Il, which was usually held on May 9 on Freedom Square,
was moved through the festival to another location, the Gorky Recreation Park (Orlov
0., Rybalka Yu., 2017). After 30 years, this example can be assessed as appealing to

Soviet propaganda narratives. While watching the video of the program, one can
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notice the non-aggressive, peaceful nature of the festival interaction and the absence
of conflicts related to the problematic topics stated by the presenter.

Evidence of the transformations that took place during this period in the
Ukrainian media discourse were the changes in the holiday calendar cycle. Since 1991,
the history of November 7 (October Revolution Day), February 23 (Soviet Army Day),
and April 22 (Birthday of Bolshevik leader Volodymir Lenin) has gone down in history.
The traditional folk (religious) holidays of Christmas (January), Easter (April-May),
Ivana Kupala (July), etc. are becoming more and more visible in public spaces and in
the media. The research of the Kyiv International Institute of Sociology in 2018 on the
attitude of Ukrainians to the holidays confirms the consolidation of this trend (Lyshtva
0., 2018). For some time, the "new" (previously banned "old") holidays of the
Ukrainian tradition were covered in the media as unique events, later they began to
be presented by journalists as traditional.

Therefore, the first period of development of Ukrainian journalism of public
events - the search for new media formats - is marked by the efforts of journalists and
other media creators to move away from "Sovietness" and reduce the distance from
the audience. This period is characterized by the invention of new heroes, the
discovery of resonant themes and the production of authentic media formats ("non-
Soviet", Ukrainian, democratic, interactive, examples of which are national television
programs A Chance, Karaoke on the Maidan and Territory A), development of private
radio projects and TV companies, as well as the opening of new topics through
cultural initiatives. This required journalists to acquire new professional qualities: the
ability to work live, shoot in non-studio conditions, improvise and always be at the
center of events. At this time, the press and radio were developing rapidly, but open
to public projects were presented on television as new scenarios of communication.

We determine the period of emancipation of the Ukrainian media conditionally
from the establishment of the first online independent Ukrainian newspaper

Ukrainska Pravda in 2000 to the holding of the first Eurovision Song Contest in Ukraine
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in 2005. This period is characterized by the rapid development of the media
consumption market, the advertising industry, show business, cinema, mobile
communications and the Internet. Such a situation required legislative regulation of
business processes in the media as a new sphere of public activity. A significant role
in the formation of the new Ukrainian media discourse was played by amendments
to a number of laws of Ukraine on the regulation of the use of the Ukrainian language
in the field of telecommunications.

In 2003, the Verkhovna Rada of Ukraine adopted amendments to the Law of
Ukraine "On Advertising" (adopted in 1996), which stated that "advertising is
distributed in Ukraine exclusively in Ukrainian language" (Zakon Ukrayiny «Pro
reklamu», 1996). In a historical digression on the language issue in advertising, Radio
Svoboda journalist Taras Marusyk notes that that year the law lasted six months with
this change. On February 3, 2004, President of Ukraine Leonid Kuchma signed
amendments to some legislative acts of Ukraine on intellectual property protection,
as a result of which Article 6 of the Law of Ukraine "On Advertising" was completely
reformulated: "Language is used in advertising in accordance with current Ukrainian
language legislation" (Zakon Ukrayiny «Pro vnesennya zmin...», 2004). This wording
refers to the Law of Ukraine "On Languages", adopted in 1989 (full name of the law -
"On Languages in the Ukrainian Soviet Social Republic"), which states that the state
language in Ukraine is Ukrainian (Zakon Ukrayins'koyi radyans'koyi sotsialistychnoyi
respubliky «Pro movy v Ukrayins'kiy RSR», 1989). Similar premises to this law are in
Article 8 of the Law of Ukraine "On Information" (Zakon Ukrayiny «Pro informatsiyu»,
1992), and in Article 6 of the Law of Ukraine "On Cinematography" (Zakon Ukrayiny
«Pro kinematohrafiyu», 1998) and others. These references to the Law of Ukraine "On
Languages" were valid until 2019, when a separate Law of Ukraine "On ensuring the
functioning of the Ukrainian language as the state" was adopted (Zakon Ukrayiny «Pro
zabezpechennya funktsionuvannya ukrayins'koyi movy yak derzhavnoyi», 2019);

Solonyna Ye., 2019). Legislative transformations at that time contributed to the
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regulation of activities in the media sphere, and the implementation of laws in the
field of advertising influenced the perception of the Ukrainian language as one that
can be both a consumer and a tool of modern media. Advertising at this time reflects
the development of economic relations in society: on television, in the press and on
the radio were successful mostly those producers of information who had powerful
budgets, which also less contributed to the development of journalism. The formation
of new market relations was accompanied by some economic growth, which
contributed not only to a new hero, but also a new model of investing government,
media and public agents in the process of communication - consumer - and provided
the basis for emancipation processes as separation of Ukrainian media from Russian
media economically and creatively.

In the article "The Cyber Policy of Music in Ukraine’s 2004 Orange Revolution",
Canadian researcher Adriana Helbig notes that from 2000 to 2005 there was a growth
of Internet audiences and the emergence of online media not only as alternative
practices but also as trusted professional resources (Helbig A., 2006). The researcher
focuses on the politicization of music discourse and notes that in recent years, as a
result of the government's efforts to control the media (national media), connoisseurs
of new Ukrainian music, including Maria Burmaka, VV, Ocean Elsy, Cry of Jeremiah,
etc. received news and other unbiased information via the Internet. In the early
2000s, online publications began to form an alternative to mainstream journalistic
discourse around the world. Ukrainska Pravda was one of the first independent online
news outlets in Ukraine, beginning its history in 2000 (Ukrayins'ka pravda, 2000). The
role of alternative media in Ukraine continues to be played by non-mainstream
resources, as well as artistic, educational initiatives and cultural practices - music,
cinema, theater and others. The diversity of cultural practices contributes to the
emergence of new leaders who initiate or participate in public events, which attracts

the attention of the public, and behind it - and the traditional media.
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Analyzing traditional media publications in the early 2000s, Ukrainian
researchers Olena Grytsai and Milana Nikolko found that although economic
conditions at the time were conducive to the development of an independent
Ukrainian media context, journalists were still implicit or explicit in shaping the
agenda and covering individual events. appeal to another, ostensibly trying to catch
a reflection of himself in his mirror. And this other in the Ukrainian traditional media
at that time remains Russia as the successor of the Soviet power information
imperative (Gritsay E., Nikolko M., 2009). During this period, the influence of Russian
broadcasters and the political order remained strong, but due to the emergence of
new independent market agents guided by their business interests, independent
voices appeared in the Ukrainian media.

The most notable public event of this period in Ukraine was the Maidan of
2004, or the Orange Revolution. This event still attracts the attention of media
researchers as one that not only changed the socio-cultural context, but also
influenced changes in the media landscape. In general, the three revolutionary
Maidans in Ukraine (1991, 2004 and 2013-2014) proved to be not only a social but
also a media phenomenon. They were illustrative examples of public events that
proved to be alternative social media and contributed to the development of citizen
journalism in Ukraine, as noted by Ukrainian media researchers and European media
analysts. In particular, analyzing the Maidan in 2004, Ukrainian researcher Borys
Potyatynyk stressed the need to reconsider the attitude to the media only as a
technological phenomenon, pointing out that some peaceful assemblies have a
greater impact than the print media and even television (Potyatynyk B., 2004; Dyczok
M., 2014). Meanwhile, not only political and protest actions, but also other public
events in Ukraine, including cultural events - public concerts, competitions and
festivals - at this time increasingly played the role of alternative media and had a

strong impact on restructuring relations in society.
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The Eurovision Song Contest had a significant impact on changes in the media
mainstream. Ukraine first took part in this competition in 2003, in 2004 the singer
Ruslana became the winner, and in 2005 Ukraine hosted Eurovision for the first time
(Eurovision Song Contest 2005, 2022). It is also worth mentioning the launch in 2004
of such a powerful ethnic festival as the Kraina Mriy [Land of Dreams] (Kraina mriy,
2020). This festival was organized with the dominance of the consumer model of
investing agents in the process of communication. He not only contributed to the
formation of the ethnomusical community, drawing media attention to the regions,
but also inspired the organizers to replicate this format throughout Ukraine.

Therefore, in the conditions of political transformations, cultural progress and
surge of activity of alternative media in Ukraine from 2000 to 2005 there is an
emancipation of the Ukrainian media market, which is facilitated by economic
growth. This allows media agents to count not only on the support of politicians, but
also on their profits through advertising. Tendencies to emancipation are manifested
as the separation of the Ukrainian media from the Russian media mainstream at the
economic, legislative and creative levels. Journalism of public events is currently
developing impulsively in the context of three models of investing agents in the
process of communication: to the propaganda and activist model the consumer
model was added, and the last one becomes predominant. This state of affairs,
unfortunately, leads to the marginalization of educational, culture and art activities
as purely creative industries that can not provide themselves financially to the extent
necessary for growth. Mainstream media, driven by those with financial resources,
are evolving as effective commercial productions of mass creative products by
proposal. In the future, these two elements: mainstream and alternative culture - will
be united only by competition for the attention and trust of consumers.

The period of competition of media platforms lasted from the release in 2006
of the television project Dancing with the Stars to the holding of the Euro-2012

football championship. The period of competition of media platforms is at the same
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time an era of cultural innovation and tabloid predictability. Characteristic features of
this period are the widening gap between popular and elite cultures (contrary to the
postmodern tendency to blur the barriers between them). The impetus for the
development of professional media, especially news, during this period was the next
adoption of the Law of Ukraine "On Information" of June 28, 2006, which allows
access to previously closed not only for ordinary citizens but also for journalists,
sources of public information (judicial investigations, KGB archives, etc.) (Zakon
Ukrayiny «Pro informatsiyu», 1992). At this time, it is becoming particularly
noticeable that the mainstream Ukrainian media is largely shaped by popular culture,
while the intellectual elite receive the opportunity to be represented only through
alternative media. As a result, journalism of public events in this period is developing
in two directions: as social responsibility journalism, covering Ukrainian reality
accurately and with all necessary completeness, and as tabloid journalism, following
mainstream trends, picking up popular topics and covering hot details of media life,
heroes to the delight of the audience.

National broadcasters compete for the best way to entertain their audiences
by presenting national television formats of local production, important features of
which are the presence of viewers during the broadcast, the active participation of
the public in games and competitions. Not so much original Ukrainian shows as
adaptations of foreign ones (American, European, Russian) that appear more and
more often on television. Every year new concert shows are released, which are
franchises of foreign projects: Dancing with the Stars (2006), Star Factory (2007),
Everybody is Dancing (2008), Ukraine has talent (2009), X-Factor (2009), Maidan's
(2011) and others. In big cities, qualifying rounds are arranged among ordinary people
- street heroes, neighbors and acquaintances of ordinary viewers simply become
welcome guests of TV studios, give interviews to the press. But all these television
formats, although they look like "folk", are actually glossy shows in which the role of

the public is becoming more decorative.
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During this period, new agents appeared in society - such professional
producers of cultural and public events as art-directors and event managers, through
which television media products became closer to physical audiences. Heroes,
themes, collisions that arise in connection with the participation of people in
television show projects, become the subject of journalism of public events. However,
in these shows the person loses his subjectivity, becomes a function, a social
construct, a representation of success, an object that contributes to the effect of
participation and involvement of media audiences.

In the 2010 article "Behind the scenes laughter of culture" the correspondent
of The Day Kateryna Yakovenko noted that at that time television was "deprived of
the Ukrainian context", due to lack of state support for cultural products from
authorities and business, cooperation with the art world it did not work in the
domestic market. (Yakovenko K., 2010). During this period, the Maidans project, a
dance show produced by Kvartal-95 and Star Media, commissioned by Inter and the
Kyiv City State Administration, was a landmark media product that most vividly
reflected the relationship between government, media, and public agents. In the first
season, participants from 12 cities of Ukraine competed for the title of dance capital
of Ukraine for their city (Maydans, 2012). During the filming period and during the
broadcast of the gala concert, which ended this mass dance competition,
Independence Square in Kyiv became a big stage. Experts from Ukrainian and Russian
show business as a jury were invited. They evaluated the performances of bands from
different regions of Ukraine from the grandstand. The show was broadcast by the
national broadcaster - Inter TV channel. It is not difficult to decode the meaning of
this show: the participants represent the talented and cheerful Ukrainian people, who
have to play in this show according to the script and conquer the jury members with
their dancing skills. The jury represents the power that decides who is the best. In
support of this thesis, we quote the correspondent of the UNIAN news agency Maria

Mishchenko, who noted that this show, whose funding was hidden, was aimed at
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"Giggling Maidan ... so that the Maidan never became a place of civil protest".
(Mishchenko M., 2011). The TV project Maidans not only brought the Inter channel
to high results in Ukrainian media ratings, but was also the object of journalism for
public events for a long time (Telesmotrenye «Maydans» prodolzhaet stabilno rasti,
2011). In the context of our study, TV-show Maidans can be defined as a public event
implemented within the hybrid model of investing agents in the process of
communication interaction, but the dominant strategy is propaganda, according to
which all communication positions in the field structure were actually controlled by
authority agents.

The victory in the presidential campaign of pro-Russian presidential candidate
Viktor Yanukovych in 2010 posed new challenges to television and media freedom in
the country. In the analytical report prepared by NGO Internews Ukraine for the
publication "Ukrainian Media Landscape - 2012" (lvanov V., 2009), as well as in a
series of other publications, Ukrainian researchers stated that since 2010 the pressure
on the media has increased. There were even fears of a complete reversal of the pro-
Russian scenario of Ukrainian society. Meanwhile, according to Ukrainian-Canadian
researcher Marta Dyczok, "revenge was impossible" during this period, because
thanks to the rapidly growing online media from the first decades of the 2000s, there
was already a "turn to symbolic values and the accumulation of cultural capital."
(Dyczok M., 2009). The founders of niche print media (such as SHO (what)) tried to
compensate for the lack of information about culture in the mainstream media, but
in the absence of communication and financial resources, these "voices” were not
prominent enough to influence the agenda. A new impetus for the development of
online media was the emergence of smartphones with Internet access, which
completely changed media consumption: information producers distribute it, and
consumers could already structure information flows and produce media content and
distribute it by themselves to their media audiences. Journalism of public events

required the search for new ("forgotten old"), non-classical approaches to
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communication between media producers and media consumers. Even in advertising,
the term "guerrilla marketing' became more and more popular at that time, i.e. one
that does not use traditional media channels to distribute advertising messages.

The period of competition of media platforms (from 2006 to 2012) is
characterized by the emergence in Ukraine of cultural initiatives as a kind of
alternative to the media mainstream. Cultural activists, artists, directors, and event
organizers did not turn to the official media, but increasingly posted information
about public events on Internet sites and social networks. Due to the powerful
information drives of performative interactions, public events proved to be effective
tools of attracting the attention of audiences, including journalists. Among the
illustrative examples of public events that formed an alternative cultural media
mainstream, gathered supporters around them and turned into media platforms,
competing with traditional media - the Lviv Book Forum (held since 1994 and became
international since 2006) and GOGOLFEST (Gogolfest) in Kyiv (held since 2007) (Forum
vydavtsiv u Lvovi, 2017; Forum vydavtsiv u Lvovi, 2020); Gogolfest, 2016); Gogolfest,
2021). What unites these events is that they were not created as media projects of
any national media, PR campaigns of a particular person, brand or as planned local
government initiatives. Each of these public events was initiated by like-minded
communities, i.e. public agents who sought to express their views in the context of
cultural and artistic practices.

According to Oleksandra Koval, President of the Lviv Book Forum, it was
established as "a platform where book publishing professionals and stakeholders
could meet and share experiences and ideas." The forum has existed for 28 years.
Analysis of the dynamics of the number of its visitors and participants shows records
of the number of visitors in 2007 and 2008 (51,000) (Koval' O., 2018). The 17th Lviv
Book Forum, held on September 15-19, 2010, set a record for the number of media
outlets: 546 journalists from 242 Ukrainian publications were accredited at the

Forum, namely: 102 newspapers, 58 online publications, 34 magazines, 23 TV
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channels, 22 radio stations. as well as: press centers and independent journalists
(ibid.; Forum vydavtsiv u Lvovi, 2017). It should also be taken into account that
participants and visitors disseminated information about participation in the Lviv
Book Forum on social networks (in mid-2020, only the page of the Lviv Book Forum
on Facebook had 52,879 followers). Thus, this event had a fairly wide range of media
audiences. Every year the Lviv Book Forum not only gives impetus to the development
of the discourse of book culture in Ukraine, but also offers information, nominates
new opinion leaders, attracts the public to its public actions and attracts media
attention, expands its communication and, in fact, influences the formation of
Ukrainian alternative cultural media mainstream.

The Gogolfest, held for more than ten years on the initiative and under the
direction of Vlad Troitsky, director of the DAKH (a roof) Theater, shows itself as a
platform that gathers and unites contemporary Ukrainian artists, actors, directors,
cultural figures, other cultural activists and their supporters. [Gogolfest, 2016; Tunik
Yu., 2018; Gogolfest, 2021). In an interview with Sonya Koshkina for LB.ua, the
Gogolfest director noted that "creating art in residences and not showing it is
meaningless: it is important not only to study, but also to bring it to the public's
attention."(Koshkyna S. Bad'yor D., 2017). The first festival in 2007 gathered 10,000
visitors, and the following festivals reached millions of visitors and fans by covering
the events of its multi-day program in national and local media, as well as on social
networks. As a result, the Gogolfest festival has become a cultural movement that
promotes the development of journalism of public events through the interaction of
artists, cultural activists and journalists not only in Kyiv but also in the regions.

No less significant are the events that are traditionally considered sports in
terms of topics, but go far beyond this definition, forming a culture of public relations
in society. A significant public event of the period of competition of media platforms
was the International Football Championship Euro 2012, which was hosted by Ukraine

in partnership with Poland. During the championship, not only football competitions
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were held at specially renovated stadiums in Kyiv, Kharkiv, Donetsk and Lviv, but also
special public spaces were created: fan zones were arranged in the central squares of
these cities, where people can watch the matches on the big screen, socialize with
friends, football fans, drink and eat together. The International Football
Championship Euro-2012 became a public event that completely changed the
structure of public communication in urban spaces and approaches to event planning
(zarady Euro-2012 z tsentral'noyi ploshchi Kharkova prybraly Lenina, (2018)). It is
probable that the Dutch football fans parade in support of the national team on the
day in Kharkiv inspired later, in 2014, the creation of the world famous anti-Putin song
sung, with which Kharkiv football fans protested against the Russian Federation's
aggression against Ukraine (Vid ploshchi Svobody do stadionu marshem proyshly
ubolival'nyky, 2012; Nasmotrelys': Sovmestnoe shestvye ul'tras Khar'kova y Dnepra.
Vpervye!, 2017; Putin h...o! Fanaty Metallista y Shakhtera posle matcha, 2014). Of
course, the Euro 2012 football championship was covered in the traditional media
mostly as a sporting event of national scale, meanwhile, social networks paid much
attention to informal events in public space, offered by the organizers not for athletes
but for spectators.

As we can see, the competition between media platforms intensifies the
confrontation between mainstream traditional media, which try to translate images
of glossy reality they have constructed, and culture sphere which bring together
artists and cultural activists to spread their values through public events as alternative
media. As the above examples show, public event journalism, on the one hand,
develops as a tabloid, covering the glossy reality of traditional media, and, on the
other, as social responsibility journalism, in particular covering topics and issues
proposed by culture public event initiators. In the period of competition of media
platforms, interaction in the communication field of public events takes place mainly
in the context of three models of investing agents in the process of communication

interaction in the field of public events in the framework of consumer and activist
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models that involve media agents. Public cultural events are currently contributing to
the formation of an alternative cultural mainstream in digital media, becoming the
basis for the development of a new independent Ukrainian journalism that, according
to the postcolonial tradition, uses non-journalistic formats.

The period of reboot of relations between society and the media (2013-2021)
we have determined from the events of the Revolution of Dignity to the introduction
of quarantine related to the pandemic virus COVID-2019, which affected the
restructuring of both offline communications and media relations in Ukrainian
society. This period of development of journalism of public events is characterized by
a complete turn of the media to the public, which, of course, is associated, on the one
hand, with political events in Ukraine (Maidan 2013-2014), and on the other - with
the development of Internet technology and mobile communications. Social reality at
this time becomes more interesting than the glossy reality, the viewer goes outside,
initiates events and creates his personal television on a smartphone. Television
formats that reflect or imitate public discourse (live broadcasts, streams, reports from
the scene, infotainment television programs, etc.) are still popular, but it is already
makes no sense for traditional media (television, radio and the press) to compete
with new media (Internet platform and social webs) in the efficiency of information
dissemination. Technology is becoming so accessible to ordinary people, and social
reality is so diverse, that the classical format of the traditional media has no time to
reproduce events in their entirety: it is either difficult or unreasonable. Television,
which for almost half a century has been the most efficient and technological media
in the world, surrenders its position as a leader in alternative media, among which
online media are becoming a forward.

Until 2014, the organization of public (cultural and mass) events in Ukraine was
the prerogative of the public and commercial sectors. After Maidan 2014, the
formation of civil society began in Ukraine: the public entered the public space and

showed itself as an influential social force. NGOs and activist communities turn to the
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formats of cultural and artistic events not only as entertainment or a way to diversify
leisure, but also as spontaneous alternative media that help people understand and
know the important information, to get to know each other and exchange ideas
without the traditional media. And if in previous periods of development of
journalism of public events it was possible to observe the influence of the media on
the public, now, in the period of reset of society in relations with the media, there are
effects of reverse influence - the public on the media.

Public events initiated by public agents contribute to the formation of
horizontal relations in society. The increase in public activity indicates that glossy
mainstream media again, as in the period of searching for new formats, do not meet
the requirements of reality, so the exchange of relevant unbiased information is
increasingly realized through public events. The new format of media-public relations
has given rise to new, public media, such as the Gromadske, the history of which is
reviewed by Canadian researcher Marta Dyczok (Dyczok M., 2016). Public events are
organized by like-minded socio-cultural initiatives, volunteers who communicate with
each other on social networks, forming and strengthening civil society. NGOs and
individual communities go public with their initiatives and start new traditions of
public communication, disseminating information about their values without the
mediation of traditional media (Voloshenyuk O., 2012). Through public events, people
comprehend reality (in particular, events in eastern Ukraine in connection with the
occupation of Ukraine by the Russian Federation), demand restructuring of
government, media and public relations (developing the discourse of freedom of
speech and journalistic ethics), bring to public discussion new topics on the
democratic agenda - human rights, gender equality, freedom of expression, etc. In
2014, the Law “On Public Television and Radio Broadcasting of Ukraine” finally came
into force, the need for which has been discussed in the Verkhovna Rada of Ukraine
since 1997 (Zakon Ukrayiny «Pro Suspil'ne telebachennya i radiomovlennya

Ukrayiny», 2014). Journalists, media professionals, representatives of media
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associations, as well as public activists, artists and cultural figures joined the work on
the mission, principles and program content of the channel (Volodovs'ka V., 2019;
Nahlyadova rada zatverdyla misiyu suspil'noho movlennya v Ukrayini, 2017). As we
can see, the media activity of the public at this time not only contributed to the
emergence of new media, but also gave impetus to qualitative changes in
understanding the tasks of journalism in society.

The processes of public activation at this time are discussed in the study
"Network of interaction of urban initiatives and organizations of 5 cities of Ukraine",
conducted in 2016 by the Cedos think tank in five cities - Kyiv, Kharkiv, Lviv, Odessa
and Ivano-Frankivsk (Podnos V., Hryshchenko M., 2017) . Of course, a significant
public event of this time is the Maidan of 2014, or the Revolution of Dignity, which is
dedicated to a large number of journalists publications and modern researchers
scientific works, which states that the new quality of public communication reflects
not only political but also cultural changes in the country. Public events took place not
only in the capital. Let us consider in more detail the local public initiatives initiated
by activists without any power resources or access to traditional media, on the
examples of public events in Kharkiv, witnessed and partly organized by the author of
this study.

Thus the first Veloden (Bike day) took place in Kharkiv in 2006, when it gathered
only 130 people. The initiators did not use traditional media to disseminate
information about the event, but used their online resources (Kharkiv Tourist online-
forum). In 2012, the bicycle parade in Kharkiv gathered 5,000 people, and in 2016 -
10,000 (Grishchenko A., Shevchenko M., 2015). Every year Veloden attracts more and
more fans, helping to spread in Ukraine the ideas of cycling, the values of a healthy
lifestyle and ecology.

Since 2017, the Vertep Fest (Christmas Puppet theater Fest) has been held in
Kharkiv, which is a universal interpretation of the theme of Christmas in modern

Ukrainian public discourse, which is gaining new connotations in the context of the
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military conflict in eastern Ukraine. The slogan of the action is a quote from the
Christmas song "New Joy Has Come", and the valuable proposals of the holiday are,
firstly, rehabilitation of the tradition of walking with a nativity scene destroyed during
the Soviet era in eastern Ukraine, and secondly, unity of Ukrainians from all regions.
mediation of performative interaction (demonstrations of traditional nativity scenes
in various formats: puppet theater, singing performance, disguise, etc.) (Vertep-fest,
2021). As part of the action, for several years before Christmas, people from different
cities of Ukraine - East, West, South, North, where hostilities are still taking place,
gather in Kharkiv in the open air, walk the central streets, stage performances in
various public spaces. Of course, the action attracts media attention, but information
about the event is spread mostly on social networks and on the Internet resources of
carolers, as well as the old method of "sarafan radio" - from person to person. This
public event has established itself as a media platform, which every year becomes a
source of information about the traditions of the nativity scene, and promotes the
exchange of knowledge on this topic between the regions of Ukraine.

Starting with one action, public initiatives are later transformed into public
projects, programs, movements and become the basis for the development of
influential cultural centers and media platforms. Compared to mainstream media, an
important competitive advantage of such alternative media resources is direct
contact with target audiences, whose representatives become co-authors and
participants in the creation of messages and public events. For example, in 2018, a
large number of peaceful rallies were held under the slogans of gender equality, in
particular, on March 8, the Women's March was held in Kyiv, Kharkiv, Lviv and
Uzhhorod. Tracking the media representations of this holiday suggests that from this
year there is a change of emphasis in the presentation of information about this date
from the holiday to the social [8 bereznya v Ukraini: zhinky z kastrulyamy, choloviky
— na asfal'ti, 2019; Zi svyatom 8 bereznya: shcho pobazhaty druzhyni, mami, sestri i

babusi, 2018; Kis' O., 2018; Pryvitannya z 8 bereznya: kokhaniy, mami, babusi,
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podruzi, sestri, kolezi, vchytelyu, 2018; Svyato 8 bereznya dlya ukrayintsiv
roztyahnet'sya na chotyry dni, 2017; Strelnyk O., 2019). The highlight of the same year
was the coverage of the fact that the women's battalion participated in a military
parade in honor of Independence Day. It was the fact of participation in the parade of
women soldiers that became a powerful news drive for national and foreign media.
The result of this advocacy activity was the adoption in 2018 of the Law of Ukraine
"On Amendments to Certain Laws of Ukraine on Ensuring Equal Rights and
Opportunities for Women and Men During Military Service in the Armed Forces of
Ukraine and Other Military Formations" (Zakon Ukrayiny «Pro vnesennya zmin...»,
2018; Nabuv chynnosti zakon pro rivni prava zhinok i cholovikiv v armiyi, 2018).
Without public events on gender equality, which helped to support these ideas by the
public, these legislative actions would be impossible.

Thus, the fourth period of development of Ukrainian journalism of public
events is characterized by the reboot of society and media, which is manifested in the
destruction of stable hierarchies of mainstream media and the formation of
horizontal social relations under the influence of alternative media. The
implementation of public events in this period is based on a new, hybrid model of
communication interaction of agents in the field of public events. Although
communication agents turn to propaganda and consumer strategies, this period is
dominated by activist strategy. The process of informing in society is also becoming
hybrid, and the media become convergent and multichannel. Traditional media
channels are expanding their field of influence through the opening of sites and
activities on social networks, and community leaders and influencers of alternative
platforms act as leaders in national broadcasters' programs, which contributes to the
growth of their audiences on social networks. During this period, journalists are faced
with the need not only to be journalists who promptly report on what they have seen,
but also to be analysts who study social reality, clarify complex topics, and promote

community integration. The announcement in 2020 of the quarantine related to the
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COVID-2019 virus pandemic posed new challenges to society, which led to a
rethinking of the relationship between online and offline communication in hybrid
formats of public interaction. And this will be a new page in the history of journalism

of public events.

Conclusions to chapter 4

In this section, public events are considered in the context of political,
economic and socio-cultural transformations. The genesis and evolution of Ukrainian
journalism of public events is traced. It is confirmed that public events in modern
Ukraine mostly play the role of alternative media due to the fact that the mainstream
media over time become more involved and dependent on government agents.
Observations of the development of journalism of public events in Ukraine allow us
to note that during public activities institutionalized mainstream media with
professional journalists become simply recipients of public events, and non-
professional media activists are often ahead of professional media.

Chronologically analyzed case studies of public events allowed to generalize the
development of journalism of public events and to distinguish from the moment of
Ukraine's independence in 1991 to 2021 four periods: 1) search for new media
formats (1991-1999), which prepared the separation of Ukrainian media market from
Russian, 2) emancipation of Ukrainian media (2000-2005), when new legislative
mechanisms came into force, which strengthened the media sphere and
identification of media actors, 3) competition of media platforms (2006-2012), when
two areas of journalism are separated - mainstream, which is formed mainly as a
tabloid, and alternative, which gathers around itself culture and art activists, 4) reboot
of relations between society and media (2013-2021), when journalism of public
events regains the importance of social progress and is implemented as socially

responsible.
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CHAPTER 5
JOURNALISM OF PUBLIC EVENTS IN MODERN UKRAINE: INTERCORRELATIONS
BETWEEN AGENTS OF THE COMMUNICATION FIELD
(CASE STUDY)

This section is devoted to the integrative analysis of three data sets with
materials about public events, initiated by agents of the media, power and the public.
For the case study of the integrative analysis of public events initiated by the agents
of media, the data set of 68 media representations of the Eurovision Song Contest
2017 in Ukrainian and European media have been chosen. To find examples of public
events initiated by agents of power (authority), we used the method of BNA-survey.
It was realized with students of higher education institutions of Kharkiv in the frame
of courses “Advertising and PR in the media" within the master's degree course at V.
N. Karazin Kharkiv National University and Kharkiv State Culture Academy. We
collected data on the implementation and coverage of 50 cultural public events at the
local level in the Ukrainian mass media. Most indicative cases were analyzed through
the procedure of message decoding. For the integrative analysis of the public event,
initiated by public agents, we conducted an experiment with the means of the
participant observation of the development of media discourse of the public event.
The subject of the experiment was a local public event - the festival InclusionON Fest,
first organized in 2016 on the initiative of human rights activists of the Kharkiv
Regional Foundation Public Alternative. Data set includes 10 working papers and 87
media presentations about a festival. The dissertant is the author of the idea of the
festival and belongs to the organization team, so she has access to materials from
the period of creation, implementation and interpretation of this event, as well as

participates in the result discussion.
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5.1 Mixed analysis study on the public event “Eurovision Song Contest 2017”
discourse in Ukrainian and European media

The case of Eurovision, in principle, can be considered as an "ideal" public event
with all its inherent ontological features: it changes the sociocultural context,
structures the time before, during and after the public event, is a social performance
and opens a new discourse in media. According to European media researcher Roch
Dunin-Wasowicz, who focuses on the Eurovision Song Contest, such events shape the
agenda, radically changing the discourse of popular culture in the media. We will
present the results of the analysis of coverage materials in Ukrainian and foreign
online media of the Eurovision Song Contest 2017, held in Ukraine from 9 to 13 May
2017. For analysis, we selected the publications that the Google search engine for
Eurovision + 2017 + Ukraine published on the first pages during the last two decades
of June 2017, when the competition had already ended (a total of 68 publications
covering the competition on foreign and Ukrainian Internet -media). The data were
analyzed during 2017-2019 at the Viadrina European University under the VIP - for
Graduate program with the support of DAAD and at the Department of Sociological
Research Methods, Faculty of Sociology, V. N. Karazin Kharkiv National University
using the MAXQDA program (MAXQDA, 2018). The results partly were presented in a
publication on conference poster “Modeling Media Research with MAXQDA 2018:
Eurovision Song Contest Case Study” (Zinenko O., 2019). We used preliminary results
and conducted an integrative study of the Eurovision 2017 case using the BNA analysis
method and the procedure of decoding the meaning of the public event message.
Let's move on to BNA analysis. Let’s go to the analysis.

Senders of public event messages. The founder, initiator and organizer of the
competition is the European Broadcasting Union - an association created at the
political initiative of European leaders in the 50s of XX century as an instrument of

soft political force for the integration of European states into a single cultural
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community (Sho tam z Evrobachennyam?, 2017; Ukraine is ready to Celebrate
Diversity in 2017, 2017). The competition is run by the Eurovision Executive
Directorate, which forms a new team of partners each year from the host country.
Thanks to a sustainable business model, the organizers have powerful resources to
implement the competition, and can also influence the media agents of the
participating countries, creating working conditions for media workers during events,
concerts, etc. (organization of newsrooms, press events etc.). The initiators act in the
communication field as before-, now- and after-senders, constantly supporting the
media discourse with new information drives. For more than half a century of holding
the Eurovision Song Contest (first held in 1957), the organizers of the competition
have developed a methodology not only for the competition, but also for the
implementation of information, promotional, and ideological support of this event.

Public event message. The value proposal of the Eurovision Song Contest 2017
for the general public is presented in the slogan "Celebrate Diversity". The official
website of the contest featured an interview with Eurovision Executive Director Jon
Ola Sand, explaining that that year's slogan was important for the song contest values:
"unification of Europe and countries beyond its borders, whose citizens will come
together to honor us combines" (Sho tam z Evrobachennyam?, 2017). The CEO
emphasized: “What sets us apart makes us unique. Good music will also unite
everyone” (Ukraine is ready to Celebrate Diversity in 2017, 2017).

The before-period of this public event was longer compared to other periods of
its implementation. The announcement of Eurovision-2017 started immediately after
the previous competition in 2016, with the announcement of the winner. The official
announcement of the competition appeared in January 2017 with the presentation
of the main slogan (Ukrayina obrala slogan ta logotyp Evrobachennya-2017, 2017).
Broadcasting of performative interactions - concerts of the semi-finals and finals of
Eurovision-2017 - and its representations can be considered as now-period (during

the event). The after-period of media presentations of this public event (after its
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implementation) was quite short. It started after the concert of the first semi-final
and, in fact, ended with the announcement of the winner, except for special
publications after the competition and exclusive analytics in publications that could
afford it. Journalists do not stop being interested in the contest after the end of
Eurovision-2017, they just focus on the new winner and the venue of the new event.

Translators of public event messages. Both traditional media (radio, television,
press) and new ones (online channels, social networks, mobile messaging) were used
to disseminate the Eurovision-2017 value proposal. In particular, the official website
of the competition was created, which served as the primary source of information
(Sho tam z Evrobachennyam?, 2017). The events of the competition are traditionally
broadcast by the national broadcasters of the participating countries. In Ukraine, the
license to broadcast Eurovision-2017 was awarded to UA: Pershiy (now Suspilne).
Accreditation of the media was based on the principle of open registration, and in
accordance with the rules of the competition and agreements between accredited
media resources, communication between the organizers and journalists was
implemented. Accredited media were the first to receive information about the
competition and voluntarily acted as translators of public event announcements. In
addition, actors of performative interactions - participants, organizers and specially
involved professionals, who spread news about their participation in the event in their
personal media resources, including social networks, and became translators of the
public event message. Therefore, the organizers of this public event created
conditions for journalists to work as a special target group. Observations of
correlations in the communication field of the Eurovision-2017 public event show that
the senders tried to determine the interaction of agents in the public event field
through a systematic offer of info drives and control over translators' access to
information about the contest.

The recipients of the message of the public event of the Eurovision Song

Contest 2017 were individuals and media audiences of all participating countries (43
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countries took part in the competition that year) (Pisennyy konkurs «Evrobachennya
— 2017», 2017). Accredited media outlets primarily became before-recipients of
public event messages. By disseminating information about the event on their
resources, they helped to attract other before-recipients to its communication field.
The now-recipients of the message were the physical audiences directly present at
the concerts of the competition. Physical audiences (visitors to special events,
concerts, as well as fan zones where the broadcasts took place) accounted for a
smaller share of the total number of now-recipients of this public event. The most
part of now-recipients was up to media audiences, which accept physical audiences
as a part of the performance. The peculiarity of holding the Eurovision Song Contest
of the last decade is not only the selection of the winner by the jury members, but
also the involvement of media viewers in the voting as active participants in the
evaluation of the contestants. Thus, now-recipients of the Eurovision Song Contest
had the opportunity to take part in the selection of the winner. After-recipients of the
message can be considered all those who received a message about the event in the
media from journalists and witnesses of the event after its implementation.
Influences of public event messages. The event was perceived by the public as
important, interesting and useful for society due to the dissemination of the key
message "Celebrate Diversity" in a variety of formats and contexts (text messages,
visual images, performative interactions) through all possible channels according to
the target group. It could be interpreted as the beginning of the contest, few people
in Ukraine and internationally knew about most of the singers and their work. After
the competition, the participants were already perceived by the public as world stars.
The overall effect of Eurovision-2017 was determined by the initiators due to their
access to the media, high-quality coverage of each performative interaction, creating
comfortable conditions for public perception and systematic work of initiators to
create and disseminate information about events and actors. As a result, the

Eurovision Song Contest 2017 contributed not only to the change of the European
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media discourse about Ukraine, but also to the strengthening of the Ukrainian foreign
language discourse in the world.

The procedure for decoding the meaning of the message of the public event
Eurovision-2017. Having determined the structure of the communication field of the
event, we turn to a deeper consideration of the transformations of the meaning of
the message of the public event. In the MAXQDA Mixed Data Analysis Program, we
marked excerpts from media representations of this public event using the semantic
markers Context, Poem, Mathematics, and Love we selected from Alain Badiou's
concept of the four true procedures (see Section 3.2). This allowed us to determine
the balance of semantic levels in the publications of various media publications, for

which we used the data visualization tool "portrait of the document" (Fig. 5.1):

What facts of a public event are giving rise a new discourse in the media?

Wiwi bloa BRC Bloomberg Billboard Dallymall Guardian Tojeqr aph “Svoboda  Ukrinform
~ 2 ) D VULIUU UKrnniorm

Fig. 5.1 Procedure for decoding the meaning of the Eurovision 2017 public

event message: data visualization using the document portrait tool

In this diagram, fragments of media representations of a public event are
highlighted in color according to semantic markers that have the following meanings:

- with the Context marker marked in green on the diagram, we highlighted
fragments of media representations that were related to the political, social, cultural
and economic circumstances of the public event;

- Marker of the Poem, marked in purple and in this case named after the slogan
Celebrate Diversity, highlighted fragments of media representations related to the

discussion of the unique invention of this public event;
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- Matema's marker, marked in yellow and in this case named Tools, identified
fragments of media presentations that reflect the use of techniques for constructing
a public event message;

- a marker of Love, marked in pink and in this case called Emotions, identified
fragments of media presentations that testified to the reactions of recipients to the
proposed message of a public event.

The balance of colors in the chart above reflects the differences in approaches
to the coverage of Eurovision-2017, presented by different media outlets. Our study
presents materials from such foreign media as The Guardian, Billboard, BBC, Daily
Mail, Bloomberg, The Telegraph and Wi-Wi-Blog. These publications constantly pay
attention to cultural public events of international level, and this is not the first year
they have covered Eurovision. The materials of Radio Svoboda are included in the
review, which, in accordance with its mission, draws attention to human rights issues,
including respect for diversity of opinion, freedom of speech and the press. The
official national representative of Eurovision-2017 in Ukraine was the Ukrinform news
agency, which provided communication with journalists and representatives of
alternative media, organized the work of the newsroom and disseminated official
information about the contest in Ukrainian and English (see Annex C). The distribution
of colors in the "portraits of documents" shows that in BBC publications most parts of
media materials are marked with the code "context", because this resource BBC paid
more attention to the context in its political aspects. There are no fragments in The
Telegraph's publications labeled Context: journalists in cultural publications avoid
political connotations. The Guardian paid attention to the context, but covered more
aspects of the cultural and tourist attractiveness of the competition venue. Wi-Wi-
Blog has become a leader in the emotional presentation of information about the
Eurovision Song Contest. This distribution is quite predictable, as it reflects the
editorial policies. The comparative analysis did not include individual publications of

Ukrainian publications that were included in the study.
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Let's move on to the procedure of decoding the value of the public event
message. We marked fragments of the publications by their semantics. Below we will
provide a consistent analysis of the marked materials and outline the trends in the
coverage of this public event.

Context Marker (Politics). If we consider the Eurovision Song Contest exclusively
as an entertaining event, the fact becomes obvious: the main intrigue of the contest
is the expectation of news about the winner of the contest. Of course, the main plot
of the Eurovision Song Contest is the path of the contestants, representatives of
different countries, to victory. The official narrative of the competition is always built
around a series of concerts, the most popular of which is the final concert, which is
prepared all year round by participants, fans and world media and which is a public
performance that allows you to present your unique song to the general public. It is
worth noting that this plot does not exhaust the field of media reflection of the
international song contest.

Every year, the competition, despite the recurrence of its plot, has a loud
resonance in the media, which is facilitated by the constant change of venue, its new
participants, sensations, even scandals, which are also mandatory content elements
of this public event. In 2017, Ukraine hosted the Eurovision Song Contest for the
second time. Like the first time in 2005, in 2017 the song contest in Ukraine had an
additional political resonance, because both competitions took place after the
revolutionary events of the Maidans in, respectively, 2004 and 2014. The first news
item to cover the Eurovision Song Contest 2017 in the media even before the official
media campaign was the song "1944", with which the Ukrainian singer Jamala won
the Eurovision Song Contest 2016, when it was held in Sweden. The song is dedicated
to the memory of the events of 1944, when by the decision of the USSR leadership
the natives of Crimea, the Crimean Tatars, were deported from their homes. The song
evoked associations with events in Ukraine in 2014, when the Russian Federation

annexed Crimea and launched hostilities in eastern Ukraine, and residents of the
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occupied territories were forced to relocate. All these circumstances, no doubt, led

to a specific interest in the competition of spectators and journalists. Prior to this

event, European tabloids did not write about Ukrainian show business personalities

and products so much.

The map of semantic connections between media representations of the public

event message in the correlations of elements of its communication field according

to the Context marker on the example of the Eurovision-2017 contest is presented by

us in Figure 5.2.
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Puc. 5.2 Map of semantic connections between media representations of a

public event message in cross-correlations of elements of its communication field

according to the Context marker on the case of Eurovision-2017

European Internet media journalists did not miss the political topics, but

focused more on the content of the competition program, namely: performers, their
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songs, clothes, specifics of performances, stage design and more. European media
covered the competition as a) an international song contest that reflects European
political discourse and influences its further formation, b) a spectacle that provides
an opportunity to discuss the work of artists and trends in world popular music, c) a
source of information about traditions and diversity of talents, d) cognitive journey to
Ukraine. One of the illustrative publications that reveals the attitude of foreign media
to the contest is an article published on the website of the European Language Union
with an analysis of the Eurovision Song Contest 2017 from the permanent analyst of
the portal Roch Dunin-Wasowicz. He noted that for Ukraine the competition was a
test in the soft power of culture policy; in particular, it was a test of tolerance of
"other". In this test, according to the author, Ukraine was quite successful (Dunin-
Wasowicz R., 2017). This material was cited by other Western publications providing
information about the event.

Let's dwell in more detail on the demonstration media representations of the
facts of the Eurovision Song Contest in Ukraine. Common features of Eurovision
coverage in both national and Western media were coverage of the competition
mainly through political frames (Ukraine's integration into Europe, relations between
Ukraine and Russia) and ethnic frames (cultural traditions and customs of the host
country and participating countries). The media representations wherein the authors
referred to political narratives were quite similar. The use of frames of cultural
memory opened the media more freedom of interpretation, allowing it to appeal to
the history, customs, specifics of the host country and each of the participating
countries. Ukraine as a host country was presented in the materials of Ukrainian and
foreign media as an attractive tourist location with wonderful attractions, delicious
food, good people, where every citizen is ready to show their hospitality at the highest
level: meet, settle, feed, have fun together (Lebed'R., 2017); Leonova M., (2017). The

rhetoric of most positive messages was sublime and propagandistic.



136

Some Ukrainian media outlets feared that organizing entertainment at the
national level in a war-torn country was unethical and that Ukraine would not have
enough money to hold all the competitions. The question was: "Is it safe to hold an
international song contest in a country where there is a war?" (Hostyam
«Yevrobachennya» u riznyy sposib nahadayut' pro viynu na Donbasi, 2017), "Will a
singer from Russia come to the competition?" (Rossiya vidibrala na ukrayins'ke
«Yevrobachennya» spivachku-invalida, yaka porushuvala ukrayins'ki zakony, 2017)
etc. The ban on Russian singer Yulia Samoilova's participation in the contest was
connected with her violation of the rules of crossing the Ukrainian border due to her
visit to the Crimea. Readers commented on this fact as discriminatory against
Samoilova as a person with a disability, which is allegedly unacceptable in the context
of the general theme of the "Respect Diversity" contest. This fact was not widely
discussed in the European media, perhaps because it was the singer's performance
that did not seem convincing to journalists who focused on fans of the song contest.
Ukrainian journalists also addressed the frames of the social level, covering the
organizational issues of the competition, in particular: "How exactly to celebrate
diversity?" (Kuz'menko Ye., 2017), "Will new elements of city landscape appear in the
capital on the occasion of Eurovision?" (K Evrovydeniyu v Kieve poyavyatsya
sovremennye elementy blagoustroystva, 2017). As we can see, the Ukrainian online
media interpreted the public event of Eurovision-2017 as a) a unique opportunity to
receive guests from abroad, as a metaphorical victory of diversity, which in the minds
of post-Soviet people is associated with overcoming Soviet restrictions on having
choice; b) the antithesis of war and a reason to repel the aggressor country on the
cultural front, c) a specially organized spectacle that allows cultural entertainment. It
is noteworthy that few Ukrainian journalists turned to the analysis of the participants'
work, their significance or cultural contribution to the development of popular music,

which is not the case with European media.
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Let's consider further what connotations in the perception of the message of a
public event are related to the perception of the meaning of the slogan "Celebrate
diversity".

Marker Celebrate diversity (Poem). Bt this marker fragments of media
representations of Eurovision-2017 were marked, in which the authors, referring to
the value proposition of the key message of the competition, often quote the slogan
"Celebrate diversity". The value proposition of the song contest is the idea of
representing Europe as a space of coexistence, based on democratic principles of
respect for diversity, tolerance for "other". By "other" modern European
philosophical tradition means representatives of discriminated groups (migrants,
sexual and ethnic minorities, etc.). In the key message of this public event, the idea of
tolerance is conveyed through invitations to co-creation and joint leisure of all citizens
without discrimination against anyone on any grounds. The variety of media contexts
in which the contest was represented shows that the slogan of the "Celebrate
diversity" as an invention of the "impossible" had different perceptions in the
Ukrainian and European media, as shown on the map of semantic connections
between media reports. in the intercorrelations of the elements of its communication
field according to the marker Celebrate diversity (Fig. 5.3).

Let's focus on the most resonant media representations of the competition.
The presentation of three presenters of the Ukrainian Eurovision-2017 Timur
Miroshnychenko, Oleksandr Skichko and Volodymyr Ostapchuk became explosive for
the European media. The discussion of the presenters in the media began with a joke:
a comment by a journalist from The Telegraph appeared on Twitter, noting that the
"three white millennial men" do not fully reflect the idea of the slogan "Celebrate
diversity" (Eurovision's theme, «Celebrate Diversity», has been mocked by many
online because the presenters are three white men, 2017). The tweet garnered 200
comments in the early hours, picked up and discussed by journalists from other

media, including The Telegraph. Ukrainian journalists rather perceived the news of
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the selection of these leaders from a large number of contenders as a convincing
victory of each of the guys in a fair competition (Veduchi Evrobachennya-2017, 2017).
In the European tradition, the concept of "diversity" is one of the fundamentals in
journalist discourse. This usually concerns non-discrimination, protection of minority
rights and tolerance of socially vulnerable groups. The slogan "Celebrate diversity"
was viewed by the European media primarily in this light. The difference in
approaches to covering the topic of honoring diversity in domestic and foreign media
is significant: what was a source of pride for Ukrainian journalists was a joke for

European ones.

Fig. 5.3 Map of semantic connections between media representations of public
event announcements in cross-correlations of elements of its communication field
according to the marker Celebrate diversity on the example of Eurovision-2017

The scandal surrounding the sculpture of the Arch of Friendship of Peoples in
Kyiv had a great resonance in the Ukrainian media. For Eurovision-2017, CFC
Consulting won a tender to create an art installation, which provided for the design

of the arch using the colors of the rainbow. The organizers announced this on April
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25,2017 and began work on decorating the facility. As the rainbow is the international
official symbol of the LGBT movement, the right-wing radicals, activists of the Right
Sector and the All-Ukrainian Union Svoboda, immediately reacted to the organizers'
actions, saying the rainbow installation was a covert "propaganda of LGBT
communities." The work of the organizers was blocked on April 27. The installation
was never completed, and on May 17, 2017, the arch was cleaned of multicolored
design (Pravyy sektor zablokuvav rozfarbovuvannya «rosiyskogo yarma» do
Evrobachennya, 2017; U Kyyevi z Arky druzhby narodiv prybraly «veselku», 2017).
Although several publications have written about the incident, it has not been widely
reported in Eurovision's discourse, not least because it has not been supported by
official news sources. This was quite justified: the main focus of the competition was
the songwriting of the contestants as representatives of different countries. As we
can see, the representation of a public event in the media is a reflection of the
horizons of perception of the value proposition of the senders of the public event as
an invention "impossible" by professional recipients of information. In general, the
discovery of the discourse of the public event of the Eurovision Song Contest 2017 is
directly related to the presentation of its value proposition of celebrating diversity in
the format of performative interactions (presentations of presenters, special
promotions, performances, etc.). The importance of the key message in the
representations of both Ukrainian and foreign media was widely revealed: from
explaining the importance of celebrating the voice of discriminated communities as
an opportunity for creative expression in European media to using this topic as a way
to attract public agents in Ukrainian media.

Marker Tools (Mathema). To facilitate the perception of the value proposition
of the contest (the slogan "Celebrate Diversity"), it was "packaged" by the senders of
the key message of the public event in various formats - text, visual, voice and event.
introduces rebranding according to the country of origin. A necklace from Ukrainian

designers Banda Agency was chosen as the visual symbol of the competition. The
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necklace as a visual format of the message was to be perceived by the audience as a
symbolic object representing Ukraine in the European family as a territory of
tolerance and respect for cultural diversity. In the media and, in general, not in caused
negative evaluations, which may indicate the relevance of branding.

Fragments from the media representations of Eurovision-2017, highlighted by
us with the Instrument marker, concerned the discussion of key elements of the
program of events: planning events (what, where, when, how), meeting participants,
buying tickets, technical organization of concert screenings, etc. The map of semantic
connections between media representations of the message of a public event in
cross-correlations of elements of its communication field by the marker Tools (Fig.
5.4).

The specificity of such events as Eurovision is that the news about the contest
is born before the start of key activities - musical concerts. Thus, the facts of the
presentation of the team of organizers, hosts, participants, construction of a concert
venue, fan zones, presentation of the competition program became info drives during
the entire period of announcing Eurovision-2017, which helped create an atmosphere
of anticipation. Traditionally, during the competition, communication is mostly
through branding tools, the main of which are the slogan and visual design of the
space. In Ukrainian cities with a population of millions (Kyiv, Kharkiv, Lviv, Dnipro,
Odessa), fan zones were specially organized, where people could watch live
broadcasts with friends. All venues to which spectators were invited were branded
with the symbols of Eurovision-2017, including concert venues, fan zones, clubs,
exhibition spaces, etc. A large part of the Eurovision-2017 representations in the
Ukrainian media concerned explanations of the spaces in which performative
interactions will take place (opening ceremony, concerts, fan events in different cities
of Ukraine), where to watch broadcasts of the contest, use event hashtags, etc.
Dissemination of the program of events is one of the effective tools for informing

about the event and creating an atmosphere of anticipation. In informing about these
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details, the European and Ukrainian media acted in the same way, as they were in

equal conditions of access to the source of information, which were the organizers of

the competition.
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Fig. 5.4 Map of semantic connections between media representations of a
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marker Tools on the case of Eurovision-2017

The history of the Eurovision Song Contest is important for the development of

telecommunications technology in Europe. Every year, the event becomes a platform

for testing broadcasting innovations, realizing journalistic ambitions and giving

impetus to the further growth of the European media market. In the media

presentations of 2017, the activities of media agents as recipients of the message of

this event were relatively independent, but determined by its senders. A concert

venue with a large stage and a press center were built in the city of Eurovision-2017
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(International Exhibition Center in Kyiv) for three months. It was convenient for media
agents to receive exclusive information about the competition, so they closely
followed the events and, working in a comfortable environment created by the
organizers, showed loyalty to the organizers.

Given that the use of tools for "packaging" the event and creating the
atmosphere of its perception became possible due to the access of organizers to
government and media resources, in particular, to media technologies available to
the organizers, the question arises how organic is public involvement in the
communication field of this event. To interpret the reactions of the public, we turn to
the analysis of fragments highlighted by the marker Emotions.

Emotion marker (Love). Fragments of media representations of Eurovision-
2017, defined by the Emotion marker, can be grouped by themes: pride, pleasure,
patriotism, anger, consolation, sarcasm, which is shown on the map of semantic
connections between media representations of media events. 5.5).

An analysis of the media representations of Eurovision-2017 showed that the
recipients of the public event's report follow it (from the moment it was announced,
during its implementation and after its completion) and their reactions are organic.
Evaluative judgments were found in the journalistic materials about Eurovision-2017,
but they mostly concerned the analysis of the participants' creativity, the facts of the
festival reality, including small scandals that are traditional for show business. In
particular, such a scandal was the appearance on stage of a prankster who bared his
buttocks during Jamala's speech. According to the rhetoric, intonation of journalistic
representations of the event and the reactions of media audiences to it, we see that
the key message of the public event and the formats of its presentation were received
generally positively. Recipients of the public event expressed their opinions, gave
their own assessments, informed others about it, participated in activities,
interpreted the facts of the competition arbitrarily, without signs of any coercion by

government agents or media agents.
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Fig. 5.5 Map of semantic connections between media representations of a
public event message in intercorrelations of elements of its communication field

according to the Emotion marker on the example of Eurovision-2017

Emotional or evaluative judgments are more related to pride or criticism of
Ukraine's readiness to host the Eurovision Song Contest 2017 (Kuz'menko Ye., 2017;
Lebed'R., 2017; Leonova M., 2017; Sho tam z Evrobachennyam?, 2017). The public's
assessments of these public events are largely related to national, social, and
individual frames of perception of reality by individuals. In general, one can single out
the frame of "cheering for one's own" as the main one in the perception of this public
event. The evaluations were mostly related to the organization and holding of the
competition, but in the comments under separate publications on the issue of
tolerance of discriminated groups in society, we found aggressive statements of
readers about the attitude towards LGBT communities, Roma, etc. (K Evrovydeniyu v

Kieve poyavyatsya sovremennye elementy blagoustroystva, 2017). Unlike the
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Ukrainian media, the publications of foreign journalists showed their awareness of
world music trends and details of the competition. The authors set the tone,
ironically, sometimes even sarcastically criticizing the behavior of artists, their clothes
and songs, so the comments of fans in the publications related to these topics had
the same intonation (Eurovision song contest 2017 — as it happened, 2017). In the
European media, comments on Eurovision-2017 publications were mainly related to
the satisfaction or dissatisfaction of fans of the contest with the staged performance
- choosing the winner, whom readers identified as either "other" or "their own"
depending on the country or personal preferences of commentators. - musical,
political, sexual, etc. Common features in the coverage of the competition by
Ukrainian and foreign media were the appeal to political narratives and frames of
cultural memory. The difference was that European journalists had a more abstract-
philosophical, global, non-utilitarian and non-contextual approach to coverage, while
Ukrainian journalists had a more specific-applied, local, consumer and situational
approach. Such a difference in interpretations is due to history, because modern
Ukrainian journalism has economically developed as a tabloid and used as a tool of
propaganda with a view to relations with Russia. In addition, the Ukrainian media at
the time of Eurovision-2017 were more focused on domestic audiences, so they
covered the event as unique in a certain context. Journalists of European publications
have been covering Eurovision in different countries for more than a year, and had to
turn to universal concepts and knowledge to broadcast their observations to external
audiences and be understandable to global audiences.

Note that the public event of Eurovision-2017 is characterized by the presence
of all five phases of the discovery of new discourse in the media. In the phase of
presupposition, explication, and translation, discourse is determined by agents
through branding, support for the key narrative of Respect Diversity, and an
established format of performative interactions. The initiators pay a lot of attention

to supporting the discourse in the explanation phase, creating conditions for
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explaining the idea of the competition and the implementation of performative
interaction. Because of this, the public often rightly describes the competition as a
pseudo-event. Indeed, in the phase of presupposition and explication, the discourse
of this public event in the media can be described as monotonous, but its diversity in
the phases of translation, dissemination and evaluation balances this point. Such a
public event as the Eurovision Song Contest is cyclical, the discourse of which
develops throughout the year.

The integrative analysis shows that the Eurovision Song Contest 2017 was not
just a pseudo-event organized to intervene in the new information space, but a public
event that created conditions to draw the attention of individuals and media
audiences to the songs of the participants. The competition helped shape public
opinion in Ukraine about Respecting Diversity, becoming a media platform for
supporters of the idea of communicating without borders with the help of popular
music. As you can see, the public event of Eurovision-2017 has become a situational
alternative media that implements the strategic and tactical goals of national cultural
diplomacy and thus performs its functions:

1) information (creates conditions for the dissemination of knowledge about
popular artists from around the world and the host country);

2) conciliatory (promotes public consent and the establishment of
understanding in the context of the stated topic of acceptance of another through his
creative representation);

3) hereditary (substantiates the truth of living conditions through the
recognition of diversity, the values of establishing a connection between the
European past and present);

4) entertainment (reduces tension in society by offering entertainment in the
format of participation or observation of the song contest);

5) mobilization (integrates society by expressing support for "its" participant),

representation of solidarity on the idea of honoring diversity, which manifested itself



146

in the voluntary participation of the public in Eurovision-2017 and voting for the
winner.

In general, the analysis of media representations of the public event of
Eurovision-2017 shows that the way of information interaction between agents of the
public event field can be described as demonstrative and demonstrative with
elements of interactive and game. Since the involvement of the public in information
interaction was arbitrary, not coercive, we can describe the model of symbolic
investment of agents in the process of communication in the field of public event
Eurovision-2017 as consumer with elements of propaganda (before- and after-period)
and activist (now-period). Let's move on to the analysis of such public events, which

are initiated by agents of power.

5.2 BNA-analysis of representations of cultural public events in local Ukrainian
media

Culture is not just a tool for creating the country’s image at the international
level, but the basis of Ukraine’s “soft power” in the context of increasing its foreign
policy authority, as cultural researchers P. Gay-Nyzhnyk and L. Chupriy aptly point out
Gay-Nyzhnyk P. P., Chupriy L. V., (2013). In Ukraine, cultural life is largely the subject
of journalism of public events, but the coverage of cultural practices in the Ukrainian
media is paradoxical. Media researchers constantly emphasize that the topic of
culture is not silenced, but at the same time is not as popular in the media as the
topics of politics, crime and scandals with celebrities (Botanova K., 2015; Dorosh M.,
2013). World-famous artists and cultural figures work in Ukraine, high-quality cultural
projects are created, numerous cultural institutions - libraries, museums, galleries,
etc. - are active in public life. Of course, they offer ideas and initiate public events. But

for the most part, the implementation of such actions, which take place with the
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support and in the interests of individual donors, sponsors or patrons, occasionally
provokes a heated discussion in the media. At the local level, the initiators and
organizers of cultural public events are mostly authority agents - representatives of
government agencies, cultural institutions and business structures, which involve
local media to cover their activities as translators of power narratives.

Recently, there have been some shifts in attracting attention to culture through
activities to support cultural projects. Since 2015, public discussion has been initiated
and strategies for the development of culture and media by experts in the field of
journalism and cultural management have been developed (Kul'tura i media: vyyty z
zacharovanoho kola, 2015; Savchak I., Levkova O., Bilets'ka T., 2015). Since 2017, the
Ukrainian Cultural Foundation (UCF) has been holding an open competition to
implement cultural initiatives in Ukraine. Reports on implemented cultural projects
are posted on the foundation's website, stating that in 2018 293 cultural projects in
8 sectors of culture were supported, in 2019 - 432 projects (Zvit UKF 2018, 2019); Zvit
UKF 2019, 2020). The work of the foundation contributes to the support and
development of alternative cultural media masters in Ukraine. Projects created with
the support of the UKF attract the attention of the public and are covered in the
media. Thus, the systematic coverage of cultural events in Ukraine is mostly
determined by authorities.

We analyzed data from 50 public cultural events, which were held mainly in
Kharkiv (with a few exceptions: 4 events - in Kiev, 2 - in Odessa) in the period from
March to May 2017, 2018 and 2019. To collect data, we created a questionnaire BNA-
survey, according to which students had to choose for analysis one implemented in
Ukraine public event of cultural issues of local character, provide examples of its
media presentations before, during and after its implementation and answer 27
qguestions (see Annex C). Among the questions were those related to fixed data on
the public event (its name, place and time, organizers and goals), and those related

to variable data (information about the public event, information, interpretation of
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the message, use of media channels, reactions of recipients of the message, etc.). To
find out the motives of the respondents' choice of the event, we asked the students
the following questions: why did you choose this public event for analysis, were you
a visitor or organizer of the chosen event? These questions provided an opportunity
to understand the role played by the respondent in the implementation of the
selected public event, as well as to learn about the level of his access to information
about it. To limit the field of selection of media materials, students were given clear
definitions of the most common genres of before-, now- and after-messages of a
public event (respectively: announcement, report and post-release) in the media (see
Annex B).

To analyze the announcement (as a before-message of a public event), we
asked respondents to indicate whether it contains information about the date, place
and time of the event; appeal to target audiences; information about the purpose and
objectives of the event; new information on the subject of the event; information
drive; the reasons why the organizers chose this channel to place the announcement.

To analyze the report (as a now-message on the performative interaction of a
public event), we asked respondents to answer the following questions: on which
media resource is the report posted (TV channel's website, radio, news portal, blog,
social media page, private resource of organizers, etc.); if it is journalistic material,
does the author adhere to professional standards; whether the information stated in
the announcement corresponds to what the author of the report says; whether the
report shows signs of emotional presentation of the material in vocabulary, facial
expressions in the photo, in the representations of actions and reactions of
participants, etc .; whether there are signs of emotional assessment of events in the
text of the report; why the respondents chose this report for analysis and whether
they know materials from other sources that cover this event.

To analyze the post-release (as an after-message of a public event), we asked

respondents to comment on whether it correctly provided information (correct
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names of institutions, names of speakers, participants, organizers, etc.), compare the
facts of the event provided in the post-shoot with information provided in
announcements and reports.

Respondents were asked to draw conclusions using the following questions:
whether the goals of the organizers have been achieved; what are the pros and cons
of using those resources on which the information is posted; whether the chosen
cultural public event can be considered interesting, important or useful for the
society.

The obtained data on public events were sorted according to genre specifics.
Among them were 8 actions (VI Kharkiv Marathon, etc.), 8 festivals (Atlas Weekend
festival, etc.), 5 performances (theatrical performance "So called bunnies", etc.), 4
forums (ELLE Forum 2019 etc.), 5 workshops (Meetup marmalade: educational
project "Edible Chemistry", etc.), 3 holidays (student holiday Night of a freshman,
etc.), 6 presentations (promotional event Field Day "Vine Machines - 2017", etc. ), 5
concerts (Charity Vienna Ball in Kharkiv, etc.), 6 exhibitions (photo exhibition Hear my
voice, etc.). Respondents identified information drives for all 50 events, based on the
proposed facts provided by the initiators of the event in the announcements. Holidays
and concerts became the most difficult for the respondents in determining the
information drives. Analyzing public events on cultural topics, respondents mostly did
not interpret the importance of performative interaction of a public event, but
focused on the list of activities and emotional reactions of participants, without
understanding the information critically. It is noteworthy that the conclusions of the
respondents about the festive public events were mostly positive, one might even
say, fascinating.

As a result of the analysis, we determined that 50 public events provoked the
birth of 57 news drivers for journalistic publications. A record number of news events
for the media were actions (15 news stories were identified in 8 cases, i.e. facts of a

public event written about by the media), presentations took second place (6 cases
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provoked 10 news stories), 8 festivals provoked 9 news stories, 5 performances : 5)
and forums (4 : 4) gave birth to as many info drives as there were events, holidays (3
: 2), workshops (5 : 4), concerts (5 : 3) and exhibitions (6 : 5) gave birth to fewer info
drives than implemented events, as shown in the diagram (Fig. 5.6). All the
information drives reflected in the media representations are connected with
performative interaction: description of its actors, venue, filling with activities,
presence of visitors. Comparison of data from before-, now- and after-messages

showed that in most cases info drives were proposed by the organizers.
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Fig. 5.6 Diagram "Info Drives" (based on the results of our own research of
representations of cultural public events in local Ukrainian media)

Information on the name, time, place and purpose of the public event was
provided by all respondents. In 19 cases out of 50 respondents said that the public
events they chose were socially important, but their coverage in the media was
insufficient. In 44 of the 50 questionnaires, respondents provided answers to
guestions about the authors' compliance with journalistic standards. In the 20th

century
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In 44 cases, respondents said that the materials met the standards of balanced,
complete, reliable coverage of the event, although in some there was an emotional
presentation of the material (3 cases), which respondents identified as justified by
the situation. As violations of professional standards in journalistic materials,
respondents noted bias and imbalance in the presentation of people's views,
incomplete coverage of the event, inaccurate presentation of information and signs
of order ("jeans"). Respondents noted that in addition to repetitive information about
the date, place and time of the event, most of the materials about public events
contained evaluative judgments. As a general effect of the public event, the majority
of respondents identified the fact of its holding, and only four drew attention to the
change in the socio-cultural context to which the event led. As we anticipated, most
of the public events presented for analysis were organized by authority agents - city
and regional government departments, cultural institutions and business structures
that have access to the distribution of resources in society. Of the 50 activities
analyzed, in 34 cases respondents indicated that they were among the organizers of
a public event, which means that they had access to information about the activities
of senders of the public event and, accordingly, were biased in assessing its
importance to society.

Respondents said they had no problem finding announcements in the media,
but repeatedly pointed out that it was not always easy to find a link to a broadcast or
report from the scene, and post-releases were even harder to find. As now-messages,
respondents provided non-journalistic materials (examples of social media posts,
reviews from bloggers, reports of organizers and participants, etc.), which, according
to respondents, "can be considered reports from the scene and shootings" (see
Appendix C). Survey participants pointed out that the post-shootings are mostly
reprints of the organizers' announcements, and this confirms our hypothesis that
journalists perceive the organizers as the only reliable source of information about

the public event. One of the surprises was the observation of respondents about the
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inconsistency of the initiators of public events in the use of information distribution
channels: it was not always possible to find an announcement, report and post-
release of the event on the same media resource. Some respondents also stressed
that information about cultural events was not systematic. This may indicate both the
organic development of the discourse of individual cases of public events, and the
lack of information and communication policies of professional information
producers.

Respondents have repeatedly identified the problem of lack of attention of
traditional media to cultural public events. Meanwhile, respondents suggested that
the lack of information in traditional media did not affect the attendance of events
and the presence of reflections on social media about the public event after its
implementation.

The tendencies of the respondents to cover public events on cultural issues at
the local level identified by the respondents prompted us to analyze the data in more
detail. A comparative analysis of the content of media presentations confirmed that
most now- and after-messages in the media are reprints of announcements with
minor grammatical, lexical and syntactic changes. Further BNA-analysis of materials
presented by students and data of media presentations of public events, to which
respondents referred in their answers during the BNA-survey, revealed the specifics
of using translators of public events of cultural events: before-, now- and after-
messages) respondents found mostly on the resources of event organizers, and now-
messages (reports) were also presented on media resources independent of the
organizers. The collected material allowed to outline a map of coverage of Ukrainian
public events at the local level on cultural topics. The materials found by the
respondents were posted on the following types of media resources:

- Internet platforms of traditional media (national and regional);

- thematic online media, including sites of organizers and partners;

- personal blogs of organizers, participants, partners;
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- information commercial platforms;

- pages and groups in social networks of organizers, participants and partners
of the event.

During the procedure of decoding the data array, we found that the senders of
the public event used informational and emotional tools to construct such conditions
of perception of the value proposition that journalists cover the facts of performative
interaction in a way that is beneficial to event organizers. As can be seen from the
media representations of selected events, journalists publish comments about the
event from those persons - heads of departments, celebrities, stars, etc., who are
invited to participate in the performative interaction of the organizers. If we see in
publications about the event that the review of agricultural machinery investors is
covered as a celebration of Field Day, and the presentation of a new sort of beer - as
a festival, when it is not really not a holiday. Organizers appeal to cultural memory
frames in which recipients could perceive the message of this public event as
important and interesting. Journalists simply repeat this creative invention without
realizing its significance. In most of the cases considered by the respondents, the
organizers create special conditions for journalists' work and determine their
communication with those participants of performative interaction who can
comment on the event in the most favorable light for the organizers. If the organizers
of the events in press releases focus on the scale of people's participation, journalists
write about records. If the initiators of a public event brand branded spaces of
performative interaction, then the frame of photo and video reporters includes
elements of these spaces: logos, colors, people in branded clothing, etc. Thus, in the
case of public events on cultural issues, organized on the initiative of agents of power,
the media cover not so much the public event as the attitude of the organizers.

Coverage of events in the media is not one-time action. It is reflected in the

variety of media representations before, during and after performative interaction.
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One of the actions interested several respondents, so let's dwell on it in more
detail. In 2019, the VI Kharkiv International Marathon (hereinafter - the Marathon)
took place. The action was initiated by representatives of the Ukraine Sport Events &
Kharkiv Sport City project with the support of the Department of Family, Youth and
Sports of the Kharkiv City Council (U Kharkovi proyshov mizhnarodnyy marafon,
2019). The value proposition of this action was an appeal to Kharkiv residents and
guests of the city, professional athletes and amateurs to take part in a mass marathon
to express support for the idea of a healthy lifestyle. The performative interaction of
this public event had a simple scenario: the participants had to run a predetermined
route and finish in one of the public spaces of the city (on Freedom Square in the
center of Kharkiv). In press releases, the initiators of the Marathon offered the
following informational occasions for news reports in the media: setting a record
number of participants and presenting ferret as a sports mascot of the city (Massovyy
zabeg i prezentatsiya sportivnogo talismana: kak prohodit Khar'kovskiy marafon-
2019, 2019). The media reacted to the latest info drive in before-messages quite
actively, but without adding more detailed information. Meanwhile, the fact of
ferret's presentation as a sports symbol of Kharkiv caused a discussion on social
networks, but far from positive. Commentators questioned the ferret's choice as
such, as the beast is not the fastest in the world. Biologists have generally noted that
the image of the ferret proposed by the designers is more like a sloth, and criticized
the designers' skill. The fact of setting a record number of participants has become a
powerful info drive. Journalists gave their news headlines such as: "11 thousand
participants: the VI International Marathon is taking place in Kharkiv" (11 tysyach
uchastnikov: v Kharkove prohodit VI Mezhdunarodnyy marafon, 2019). This is not
surprising: in 2018, 4,000 participants took part in the same marathon, although the
journalistic material does not compare with last year (Boyko Yu., 2018). In the now-
reports you can find an interview with the head of the Department of Family, Youth

and Sports Oleksiy Chubarov, who, by the way, did not take part in the marathon race,
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but was one of the organizers of the event. The focus of the media was the
participants of the Marathon, but not ordinary runners, mostly athletes. In most
publications you can see emotional photos of the participants of the race, but it is
impossible to find in the media even a brief, not that detailed, explanation of why
running contributes to the promotion of a healthy lifestyle in the city. We did not find
any interviews with the winner of the race (a student of the Kharkiv Economic
University from Kenya), or with the youngest participant of the Marathon, or with any
of the ordinary participants: not professional athletes, but amateurs. The most
remarkable facts that were represented in the publications were - paradoxically -
emotions of participants and observers.

If we rely only on the media representation of the Marathon, we can interpret
the social significance of this action as another sporting event for the entertainment
of the public, proposed by the city representatives to maintain its authority. Based on
the information from the before-messages about the event, we can say that it was
proposed by the initiators to mobilize different people of the city in the desire to lead
a healthy lifestyle. Analysis of now- and after-messages about the Marathon in the
media shows that it was covered as an entertaining event, and one that is intended
to assert the image of power agents. Meanwhile, out of 50 respondents, 2
respondents who took part in the Marathon of their choice, singled out this event
among many as one that performs a conciliatory and hereditary function for society.
As we can see, the VI Kharkiv International Marathon opened a discourse in the media
(the media discussed the record, criticized the symbol of the Marathon - the ferret,
etc.), but he passed the phase of presupposition and explication, stopped at the phase
of translation. The media discourse of this public event developed somewhat
monotonously, except for the explanation phase, to which the organizers paid too
much attention. This led to inflated expectations of individuals and media audiences
about the event and contributed to the appearance of unwanted comments. For the

most part, the discourse of public events presented by respondents has a strong
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development in the presupposition phase and, bypassing the explication phase,
undergoes a translation phase, but does not develop in the dissemination phase. The
examination phase of most of the events we reviewed is artificial in nature and is a
repetition of the presupposition phase messages.

As we can see, the implementation of local cultural public events initiated by
agents of power takes place within the hybrid model of symbolicinvestment of agents
in the process of communication in the field of public events, most often with the
predominance of propaganda strategy with consumer strategy elements. The way of
information interaction in the communication field of these events is mostly
demonstrative: the senders try to control the journalistic discourse before, during and
after the public event, which makes it monotonous. Analysis of the materials collected
by us using the BNA-survey method on public cultural events in local Ukrainian media
allows us to determine the following features of journalism of public events
implemented the authorities as initiator of public event: 1) bias government and the
public), 2) occasionality (randomness, inconsistency and spontaneity of journalists
'choice of facts of performative interaction in coverage of public events), 3)
determinism (focus of journalists' attention on info drives imposed by initiators), 4)
expressiveness due to emotional influence. performative interaction), 5) ritual
(imitation of canons, standards and stereotypes by journalists when covering public
events in the media without taking into account their novelty and uniqueness).

In general, the conducted BNA-analysis of local public events on cultural issues,
organized at the initiative of government agents, raises the question: is it possible to
organize interaction between media representatives and initiators of public events so
that their coverage in modern Ukrainian media is carried out according to
professional standards industry (balanced, unbiased, fully and without distorting the
significance of the event)? In order to get an answer to this question, we set up an

experiment that included observation of the development of journalistic discourse of
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a public event organized at the initiative of public agents, which is why the next

section of this study is devoted.

5.3 Participant observation on annual public event InclusionON Fest in Kharkiv
from 2016 to 2019

We present the results of reviewing the materials of the media discourse of the
festival InclusiON Fest 2016-2019 (in total, we analyzed 10 working papers and 87
media presentations). The case of the InclusiONfest showed that changes in the socio-
cultural context can be effective not only at the initiative of agents of power or agents
of media, but also at the initiative of agents of the public (see Annex D). Consider the
structure of the communication field of the selected public event.

Senders of the message. The communication initiative of the InclusiON Fest
came from the activists of the Kharkiv Regional Foundation Public Alternative. The
senders created the concept of the festival, formulated its value proposition and key
message, as well as disseminated information about it in the media before, during
and after the public event. As additional co-creators and disseminators of the
message, the initiators involved the festival partners, namely: a) public organizations
working on the protection of the rights of human with disabilities, as well as initiatives
aimed at activities on inclusion and its implementation; b) departments of city
government; c) businesses, creative industries and IT; d) institutions of higher
education; e) non-formal education initiatives; e) individual representatives of target
groups. The initiators of the event informed partners about the program in advance,
published the necessary information on open resources for the public, acted as actors
in performative interactions, gave interviews, presented experts for comments.

The Message. The value proposition of the festival is the idea of representing
inclusion as a space of interaction between the public, state institutions and business
to solve the problems of barrier-free urban environment, promote inclusive initiatives

in Kharkiv and Ukraine as a whole. Each year, the key message of this public event
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was formulated by its senders in a slogan that revealed a certain aspect of the value
of the value proposition. In 2016, the slogan "Turn your attention to the human"
became a call to draw attention to the human in the implementation of inclusive
projects in the urban space. The slogan "Turn on culture" in 2017 outlined a new focus
on access to culture for people with disabilities. In 2018, the organizers proposed to
expand the understanding of the field of implementation of inclusive solutions:
"Tourism and Inclusion". Slogan of 2019 - "Leisure allowed?!" - appeared as a
provocative "non-question" to involve society in the discussion of the problem of
access to leisure for people with disabilities (InklyuziON Fest, 2017). The senders of
the message distributed it in various formats: a) in the form of printed and electronic
materials - posters, programs and thematic publications on social networks as before-
messages; b) in the form of performative interactions, broadcasts and reports from
the place of performative interactions as now-messages, c) in the form of shots on
public portals and comments on social networks as after-messages. The organizers
disseminated information not only through verbal, visual and audio messages, but
also through the creation of communication situations in which senders not so much
explained as introduced to different people, presented behavioral scenarios and
inclusive products in public spaces. Such performative interactions have proven to be
the most effective format for conveying the value of the value proposition of the
InclusiON Fest.

Translators. At the time of the first festival, the organizers had only the
Facebook page of the KRF Public Alternative, which they used to inform about the
program of events of the festival. In four years, the number of its subscribers
increased from 20 to 668 on this page. For more effective communication with media
audiences, there were additional thematic pages created in social networks,
communication took place in groups, email was used for direct communication. For
the festival in 2016, the Facebook page InclusionON Fest was created, which is

updated every year by organizers, and the Facebook group Community Inclusion,
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which was updated during the year by participants (ibid.; Soobshchestvo InclusiON,
2019). As of June 2020, the festival page already had 625 subscribers and a group of
367 participants. According to the partnership agreements, printed materials about
the festival were distributed in public spaces, institutions, and public transport. Each
festival was accompanied by a press conference with the participation of the media
and partners, as well as special press events with the presentation of certain inclusive
products. The organizers established communication with the media directly through
editors and journalists, using personal acquaintances, and also disseminated
information through the press services of the city and regional authorities. As before-
and now-translators of the festival program, the organizers used their resources and
the resources of partners, and after-translators mostly became the media and
external information resources for the organizers. Parks, theaters, museums, where
the festival's performative interactions were presented play the role of now-
translators. They became communication platforms for communication in an
inclusive format, where you could express your opinion and get new information on
important social topics.

Recipients of the message. The main target audiences of the project were: 1)
people with disabilities, 2) family audience, 3) public activists and organizations.
Representatives of the media and the authorities, university professors and students
were singled out as stakeholders. The activity of the public was manifested both in
the physical participation of visitors to the events and in the media. Recipients of the
message responded to the sender's message, becoming translators of the message,
and its senders were actively involved in the process of communicating with
recipients in performative interactions of various genres and formats. Journalists
showed interest in the topic and created publications, visitors of performative
interactions were involved in the interaction during the festival events. Participants

of performative interactions suggested their initiatives, discussed the experience
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gained, informed others about the events, reproduced messages on their resources,
and media witnesses provided assessments of events on social networks.
Quantitative effects. During the four years of the festival, its initiators managed
to draw media attention to the idea of inclusion, to actualize this topic in local and
national media, which manifested itself in expanding the communication field of the
event in general and its media field in particular. In 2016, 14 publications were
published in online media, including three reports on local TV channels and one on
national (1 + 1). In 2017, the inclusion of inclusion as a proposal for public resources
to implement solutions to increase access to culture for people with disabilities
through crowdfunding to create audio guides in museums helped local media
journalists become even more interested in the event, and a week of events more
than 20 publications, including one report in the national media (1 + 1), also
conducted three live broadcasts on local TV channels (Simon, ATN, Nakipilo). In 2018,
new inclusive products, such as audio guides, became a positive sensation of the
festival. Materials that the paintings can now be seen by blind people were published
not only by local media, but also by the national news agency Ukrinform (InklyuziON:
u Kharkovi predstavyly audiohidy, rozrakhovani na nezryachykh, 2018). That year, the
InclusionON Fest was covered in 3 reports in the national media (1 + 1, Channel 5,
Suspilne), 30 publications in the Internet media and 5 live broadcasts of local
broadcasters (Suspilne Kharkiv, Simon, ATN, Nakipilo). In 2019, media interest in the
InclusiON Fest increased, its performative interactions covered a total of more than
35 media, including 8 local and at least 7 - national, including Suspilne, 1 + 1, Channel
5, 112 and others. In two months of the information campaign, the number of
subscribers to the InclusionONFest page increased by 201 followers on Facebook. The
daily coverage of users of the festival's Facebook page increased from 1,708 people
(as of early September 2019) to 10,791 people (as of the end of October 2019) with
peak days at 18,747 people (see Annex C). The peak of interest in InclusiON Fest in
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the network came in the period after the end of the festival and summing up its
results.

Qualitative influences. Each year, the organizers revealed the concept of
inclusion in a new aspect, which contributed to the next wave of discussions on the
topic in the media. Tracking the diverse reactions of the recipients of the message,
we recognized the specific effects of the public event - totality, participativity,
publicity and performativity.

The totality effect, despite the limited access of organizers to media resources,
the organizers managed to achieve by presenting a value proposition in an effective
format in the public spaces of the city. The announcement of the festival program and
the implementation of performative interactions in public spaces - parks, museums,
subways and other places accessible to the general public - contributed to the
recognition of the festival by representatives of physical and media audiences.

The participativity effect was also determined by the agents of the public and
manifested itself in the inclusion in the communication field of the public event of
agents of power and the media as recipients of the message. One of the interesting
manifestations of this effect was the copying by other event organizers of certain
theses and the program of the InclusiON Fest. Public organizations of Kharkiv, Kyiv
and other cities of Ukraine actively tried to adopt the format of the festival. For
example, in 2018, with the support of the Department of Social Policy of the Kharkiv
City Council, the non-governmental organization Creavita, which cares about people
with disabilities, held an integration festival VzaemoDiya (Kharkiv"yan zaproshuyut'
na intehratsiynyy festyval' «VzayemoDiya», 2018), which, although repeating some
verbal theses in the promotional campaign of InclusiON Fest and coincided with the
effective repertoire of performative interaction agents, but did not have the same

media coverage as the InclusionON Fest.
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The participativity effect can also be attributed to the fact that the festival
resulted in the establishment of new links between institutions, civic activists and the
media.

The publicity effect was manifested in the fact that the media and NGOs after
the first festival began to turn to the organizers as experts on inclusion during the
year after the implementation of InclusiON Fest. The effect of publicity is the fact that
the team of KRF Public Alternative as organizers of the festival InclusiON Fext in 2018
from the Department of Culture and Tourism of Kharkiv Regional State Administration
was awarded a Certificate of Merit for active work on domestic tourism, tourism,
promoting new routes and creating a positive image Kharkiv region. The development
of the discourse of the festival has shown that the organization of public events is not
only a tool of communication, but also a way to build trust between agents of the
public, power and media. This helped to establish inter-institutional cooperation,
inspired state cultural institutions, local authorities and business structures to create
joint projects with NGOs, including those who are beneficiaries of the project.

Performativity effect. The organizers focused on preparing presentations
(thematic quests, testing of certain inclusive products, press conferences, panel
discussions, etc.) as performative interactions, where experts from people with
disabilities were presented and given the opportunity to test inclusive products or
check public space for accessibility. As predicted by the initiators of the festival,
journalists were interested in creating reports during performative interactions - flash
mobs, quests, exhibitions, presentations of inclusive products (InklyuziON: u Kharkovi
predstavyly audiohidy, rozrakhovani na nezryachykh, 2018; Lyuds'ky'j faktor: u
Kharkovi vidkry'lasya inklyuzy'vna vy'stavka, 2019; U ramkakh festyvalyu
«Inklyuzion» proyshov kvest dostupnosti, 2016). It should be noted that during the
coverage of these performative interactions in the media, the emotions were often

given as facts. However, the presentation of the message as a performative
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interaction allowed to convey most accurately the content of the value proposition
of the InclusionON Fest.

We performed the procedure of decoding the value of the message of the
public event of the InclusiONFest with the MAXQDA program. We identified
fragments of media representations of the public event message with the markers
Context (Politics), Inclusion as Accessibility (Poem), Tools (Matheo) and Emotions
(Love).

Context (Politics). Inclusion is part of Ukraine's policy in the framework of the
implementation of agreements with the European Union. The UN Convention on the
Rights of Persons with Disabilities, ratified by Ukraine in 2009, states the need to
disseminate information about inclusion of people belonging to vulnerable groups, as
well as the need to support and develop inclusive initiatives (Konventsiya pro prava
osib z invalidnistyu, 2019; Constitution of Ukraine, 1996; Convention on the rights of
persons with disabilities, 2007). The key objectives of inclusion policy in Ukraine are
to reform and modernize state and cultural institutions as a public resource that
should be accessible to all citizens. Meanwhile, the topic of inclusion, which was
aimed at presenting to the public the initiators of the festival in Kharkov as a value
proposition for the development of society, was not "promoted" in the mediain 2016,
as journalist Yulia Gush noted in the online publication Spravzhnia Varta (Gush Yu.,
2016). The words "inclusion" and "inclusiveness" were then widely perceived as
neologisms, so in covering this topic, journalists mostly relied on press releases of the
initiators. In the media presentations of the first festival we met the facts of reprints
of the press. In particular the quote of the president of KRF Public Alternative Maria
Yasenovska from the press release of the event "Because now Ukrainian cities,
including Kharkiv, do not allow them <people with disabilities - author> to fully
participate in public life" distributed in several media outlets unchanged and
published according to the authors of publications [163; 182; 250]. In the material

about the first festival from the thematic publication Invak.Info you can find mistakes,
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in particular in the title ("InclusivOn", not "InclusiOn"), in the name of one of the
experts (Repetyuk instead of Lepetyuk) (Kruhlyy stil «InklyuzyvON»: problemy ta
dosyahnennya u sferi inklyuzyvnosti, 2016). At the first festival in 2016, the round
table discussion in the Nakipilo press center caused a great resonance in the media.
Stakeholders were specially invited to the discussion: public agents (those who
protect the rights of people with disabilities), authority agents (representatives of the
social security departments of city and regional administrations) and media agents
(journalists of regional media, editors of news agencies and Internet platforms). This
meeting showed the existence of a communication gap between recipients and
providers of social services in the city and region and provoked a negative discussion
on the topic of inclusion. During the discussion, it was found that representatives of
organizations of people with disabilities were not invited to the meetings of the
commissions to discuss ways to improve these services, as a result of which the
implemented decisions did not meet public needs (Okhovych S., 2017). Another
informational driver was the quest, which was presented by the organizers in press
releases as an example of public monitoring of the city's accessibility, became a
positive info drive for the media at the 2016 festival. People with disabilities (in
wheelchairs) took part in the quest together with ordinary people. Among the tasks
were such demonstration actions as measuring the angle of the ramp, the height of
curbs and stairs, and this activity best illustrates the idea of the festival (U seredmisti
Kharkova prosto neba sotnya lyudey zaspivaly pisnyu, perekladenu zhestovoyu
movoyu, 2019). This fact was positively accepted by the media and the public. The
history of the InclusiON Fest shows that, initiated by public agents, it went from
negative discussion in the media of imperfect local government decisions in support
of inclusion to a positive sensation as an example of realizing the interaction of public,
media and government agents.

Inclusion as accessibility (Poem). In Ukrainian society, there are strong

prejudices about the possibility of communicating with "others" (this applies to
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discrimination not only of people with disabilities, but also foreigners, parents with
children, the elderly, LGBT people, etc.), so invitations to inclusive interaction
InclusiON festivals have become an "invention of the impossible". Before the launch
of the second festival in 2017, the organizers conducted a survey with the support of
the Sociologist monitoring service to find out whether people visit cultural
institutions; if so, which ones; which attracts or repulses visitors to these
establishments. A total of 536 respondents were interviewed. The sample was
unrepresentative. The study aimed to confirm the hypothesis of experts that
comfortable conditions for people to visit cultural institutions are important. The
results of the survey were presented by the organizers at the beginning of the festival,
and the local media wrote about it (Danylenko 1., Yasenovs'ka M., Babiy V., Zinenko
0., 2017). After analyzing the results, the organizers concluded that it is worth
offering museums inclusive solutions that would help visitors get more pleasure and
joy in consuming the culture. We decided to start with information and technological
strengthening: to raise funds for the Internet, to install powerful WiFi routers in
museums, to prepare audio guides, to strengthen information policies of museums.
As a result, at the 2017 and 2018 festivals, media were attracted by such info drivers:
the monitoring results, crowdfunding campaigns to raise funds for audio guides and
meetings with people with disabilities as experts and consumers of cultural services,
whose appearance in public spaces was questionable or impossible (the blind saw
paintings in the art museum, the deaf sang songs in the park, etc.).

Tools (Matheo). To create the conditions for discovering the discourse of
inclusion and supporting this topic in the media in Kharkiv, the organizers of the public
event carried out the following organizational actions: a) developed and updated
each year the communication strategy of the festival, b) choose time and available
public spaces of performative interactions, c) "packed" the key message in formats
that are understandable and accessible to target audiences; d) designed the

conditions of perception of the message and informational occasions to attract media
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attention. One of the strategic decisions that influenced the effectiveness of
conveying the content of the festival's value proposition to its recipients was that the
idea of inclusion was presented not so much as an ideology (concept) or useful and
important advice, but as a performative interaction - a behavioral scenario a certain
inclusive product (audio guide, mobile application, book, play, sign language lesson,
etc.). A flash mob of sign language singing at the 2019 festival was an illustrative
example of message "packaging". Let's analyze this performative interaction as a
message according to the news factors of Johan Galtung and Marie Rouge (Galtung
J., Ruge M., 2016) (for details, see intersection 2.3). First, the fact of a flash mob is
always perceived as an incredible event (frequency factor); secondly, the participants
in the flash mob were people who speak sign language (surprise factor); thirdly, the
action took place in public space (visibility factor); fourth, the basis of the flash mob
was a clear action - learning sign language (factor of unambiguous message); fifth, the
initiator and moderator of the flash mob was a deaf person - Alexander Murashko, a
student of Kharkiv National Pedagogical University named after G. S. Skovoroda
(personalization factor); sixth, the organizer invited participants not just to observe
someone's action, but to learn sign language themselves (a factor of variation, or
flexibility, in creating a news picture); seventh, it was suggested to sing in sign
language a song by the popular Kharkiv singer Oleksandr Kvarta, who also agreed to
take part in a flash mob (a factor of connection with elite persons); eighth, the flash
mob was joined by specially invited experts from Poland - Aga Ositek, director of the
advertising agency Deaf Respect and a representative of the same agency Oscar
Vyshnevsky, who is deaf and speaks sign language (communication with elite
countries in a particular context); ninth, the organizers reminded in the press release
that it was on the days of the festival that the World Day of the Deaf was celebrated,
September 27 (a factor of continuity, or the ability to write the event into history). As
we can see, of the 12 factors of real news according to J. Galtung and M. Rouge, there

are at least nine in the performative interaction of the InclusiON Fest.
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The organizers' calculations were justified, and stories about the flash mob
were broadcast on 15 TV channels, including 7 national ones. Compared to previous
years, even more unique journalistic materials on inclusion appeared in the coverage
of the InclusiON Fest 2019, in particular from the Ukrinform agency (Pochuty ne
mozhna pobachyty: u Kharkovi provely flashmob do Mizhnarodnoho dnya
nechuyuchykh», 2017). Thus, thanks to this performative interaction, the initiators
not only presented the idea of the festival, but also created conditions for creative
interpretation of the public event by journalists who took the initiative to search for
information, cover the event in a balanced and complete way. communication with
experts, learned about their views on the evaluation of inclusive solutions. However,
some of the material had an emotional impact: one of the publications of the news
portal Obozrevatel had a typical subtitle for the Internet sensation: "touching video"
(U Kharkovi studenty zaspivaly movoyu zhestiv. Zvorushlyve video, 2019), and TSN
covered the event, noting more participants than in reality (100 instead of 67) (U
seredmisti Kharkova prosto neba sotnya lyudey zaspivaly pisnyu, perekladenu
zhestovoyu movoyu, 2019).

Emotions (Love). An important role in the media coverage of the festival was
played by the organizers' creation of an atmosphere of free communication between
journalists and performers, experts and festival organizers on the inclusive product
presented at the festival, and this contributed to the diversity of journalistic creativity.
Already during the third festival we observed not only quantitative but also qualitative
change of media discourse: journalists not only repeated the information provided by
the festival organizers, but also interpreted it, shared personal experience of testing
audio guides in museums, learned about other users' opinions on inclusive products.
In 2019, the organizers conducted not only media monitoring, but also a final survey
of representatives of target groups who participated in some performative
interactions, including educational and training for museum workers (Dozvillya

dozvolene: festyval' «Inklyuzion» u Kharkovi, 2019). According to it, after the festival,
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participants became more aware of the need to implement inclusion, but noted that
they lack knowledge and tools. As a result, the organizers decided to develop the
InclusiON Fest as an alternative media platform and a source of education about
inclusion in society.

Observations of the development of journalistic discourse of the InclusiON
festival over four years show that: first, the discourse of this public event in the phases
of presupposition, explication and translation is determined by the initiators, and it
was united by public discussion of new words, concepts and new information;
secondly, the disclosure of the topic of inclusion in the explication phase each year in
a new aspect helps to attract into the communication field of this public event not
only informed recipients, but also new ones, including agents of power (authorities),
media and the public; third, the diversity of performative interactions in the
translation phase helps to increase the visibility of specific target groups; fourth, in
the dissemination and examination phase, not only the initiators but also the
recipients of the public event message take part in the discussion, and later they share
their experience of participating to others.

Therefore, created on the initiative of public agents, the InclusionONFest
realized itself as a source of information on inclusion, intensified cross-sectoral
cooperation in the agents triangle "power-media-public", encouraged activists to
develop new projects and initiatives to implement inclusive solutions. As you can see,
the InclusionON Fest is an informational public event, as it helps to meet the public
need for information (and from year to year the event increases the amount of
information). This event also performs other media functions: conciliatory (satisfying
the need for public consent through the formation of a culture of communication
without aggression against the "other"); hereditary (satisfying the need for
recognition of public agents through the discovery of new leaders who shape public
opinion about discriminated groups in society); entertaining (satisfying the public

need to reduce aggression in society by offering a situation of informal cultural
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communication); mobilization (due to the need for integration in society, which is met
through the joint implementation of inclusive initiatives). This case is not closed, it
continues to develop, the team has already implemented the festival InclusionON in
2020 and 2021, but the analysis of this material goes beyond the time limits of the
study.

The organizers of the festival chose an activist model of symbolic investment in
the process of communication, which was implemented with elements of the
consumer model using interactive game formats to attract audiences. The method of
information interaction of agents within this strategy at different levels of the
communication field of the public event was arbitrary. The case of Inclusion
convincingly shows that a responsible conscious attitude to the organization of the
process of interaction between the initiators of a public event and journalists gives a
useful result for society. Meanwhile, it is alarming that the development of the

discourse of a public event can be almost completely controlled by the initiators.

Conclusions to chapter 5

This section examines case studies of public events in modern Ukraine. Using
an integrative methodology in the context of communicative and discursive
approaches using the case study method, content analysis, participant observation,
BNA analysis, public event message decoding procedures, and MAXQDA mixed data
analysis, we analyzed three data sets with material about public events. It is shown
that the coverage of public events goes beyond the traditional media, spreading to
Internet platforms and other types of media resources. The case of Eurovision-2017
shows that communication interaction in the field of public events is determined by
its initiators, and the correlations of power, media and the public agents in the
communication field of public events affect the development of the discourse of the
event in the media. The materials of the analysis of representations of local cultural

events in Ukraine identify the following features of journalism of public events:
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partiality, occasionality, determinism, expressiveness and ritualism. It is noted that
public events initiated by media agents are characterized by entertaining or tabloid
media discourse; journalism of public events initiated by government agents turns
into propaganda, agitation, or PR of individuals or institutions. The example of the
InclusiON Fest case shows that public events initiated by public agents contribute to
the formation of a new ecosystem of communication in society and the development

of socially responsible journalism.
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CONCLUSIONS

The study achieved the main goal - to conceptualize public events as a
phenomenon of modern media space based on the analysis of media discourse of
public events in Ukraine.

In the dissertation we demonstrated the feasibility of theoretical strategies of
research and the effectiveness of the chosen integrative methodology in the context
of communicative and discursive approaches.

The main results of the study can be presented in the following conclusions.

To outline the conceptual and categorical apparatus of media research on
public events discourse in media we proposed the definition of the concept of public
event based on the analysis of the meaning of the term "event" in interdisciplinary
theoretical discourse, etymology and semantic spectrum of this concept in ancient
and European languages, the specifics of its use and synonyms in the Ukrainian
language, related research concepts: "public" and "public space". The differences in
the meaning of the terms "public event" and "pseudo-event"”, "holiday", "special
event" and "event" are fixed. The public event defined as a message which creates its
own communication field, performs the function of "stitching" social reality and
media reality, discovering a new discourse in the media. Public event is shown as a
unique deterministic chaotic action based on organized performative interactions in
public space, that involves public participation and gives impetus to a significant
change in the usual social context by restructuring the relationship between elements
in its field of influence.

The methodology for studying the discourse of public events in media is
designed on the basis of Harold Lasswell's classical model of mass communication. In
the structure of the communication field of a public event it is identified the following
communication layers: 1) “who” - the layer of senders of message, who are initiators,

forwarders, broadcasters, ideologists of public events; 2) “says what” - the layer of
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meaning of the messages, which is accumulate meaning of value proposition of the

III

public event; 3) “in which channel” - the layer of transmitters - forms, tools and
techniques using for effective spreading of information that allows it to disseminate
and involve participants to the communication field of event; 4) “to whom” - the layer
of recipients of the public event message as representatives of its target audiences;
5) “with what effect” - the layer of influences of the public event - quantitative
(number of publications in the media and the volume of physical and media audiences
involved) and qualitative (effects of totality, performance, participation and
publicity), manifested in the public interest through social networks, new public
initiatives, etc.

To identify the mechanism for discovering the discourse of a public event in the
media we analyzed public events discourse using the author's method of BNA-
analysis, fixing and comparing the transformation of public event message in media
discourse on three stages. The first is the before-messages stage with
announcements, which give the key information about the public event from its
initiators to generate interest, initial public awareness of the value proposition public
events and providing access to information sources. The second is now-messages
stage with streams, online reports, broadcasts from the scene etc., which gives the
information during its implementation of the event. The third is the after-messages
stage with news, comments, reports, post-releases, and analytical materials about
public events after their implementation. This method allows to observe the
development of a public events media discourse taking into account its temporal
specifics, determine the effects of a public event and track the transformation of the
meaning of its message due to not only mainstream media but also alternative media.
It is noted that the role of a key message of a public event plays performative
interaction. Being constructed it opens space for the initiators of a public event to
spread both true information and misinformation, fakes and other manipulative

constructs. It creates an ambivalent situation for journalists where, on the one hand,
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they must adhere to professional standards and, on the other hand, face the need to
push the boundaries of understanding of social conventions and norms of journalistic
activity. Richard Schechner's theory of performance, which is considered in the
context of the concept of communicative action of Jirgen Habermas is proved.
Performative interactions (modern events, theatrical performances, holidays and
rituals), described by Schechner as local cultural practices that have the meaning of
symbolic communication of the community with the "higher mind" as a "medium",
interpreted as communicative actions that reflect the relations in society, redistribute
distances, show social hierarchies as suitable or unsuitable for interaction and
provoke the discovering of the discourse of public events in the media. Thus, the
media is in the position of "medium", and "vertical" monologue communication (the
intention of which is the personal psychological experience of the viewer) is
considered as "horizontal" dialogic communication (where public discussion of public
events becomes important). Thus, the five-phase mechanism of discovering the
discourse of a public event in the media is revealed: 1) presupposition of the idea of
a public event through spreading of its value proposition to the general public, 2)
explication of a public event proposals of the event through the presentation of
performative interaction in public space, 4) dissemination of the value proposal of the
public event by non-professional producers of information face-to-face and c-m-c, 5)
examination of social significance of the public event presented in its media
representations by professional producers.

To conduct an observation of approaches to the typology of public events, the
communication approach to the study of the phenomenon of public events used.
Based on McQuail's classification of the main functions of the media, five types of
public events were described: 1) informational, 2) conciliatory, 3) hereditary, 4)
entertainment, 5) mobilization. The proposed typology reveals public events as those
that meet the various communication needs of society: information - in the

dissemination, explanation, interpretation and commentary of socially important
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information; conciliatory - in promoting public consent, establishing understanding,
maintaining established social norms; hereditary - in strengthening the connection
between past and present in the social consciousness, preservation of collective
memory, historical traditions and values of the dominant culture; entertainment - in
reducing social tension by providing participants with opportunities for recreation,
entertainment and entertainment; mobilization - in promoting the integration of
society through the involvement of citizens in the common cause.

To describe the procedure for decoding the meaning of the public event
message we applied Alain Badiou's theory of truth procedures. Ontological criteria
we interpreted as semantic markers, namely: 1) context marker (Politics), indicating
the type of correlations of agents of the public event norms and legal conditions; 2) a
marker of an idea (Poem) as a value proposition of a public event, which redefines
established social norms through the creative representation of the invention of the
"impossible" in the format of performative interaction; 3) marker tools (Mathema),
the use of which determine the effectiveness of the media influence of a public event;
4) a marker of perception (Love) as the reactions and behavior of recipients of the
message, which are indicators of the interaction of agents in the social field of a public
event. To understand the correlations between professional and non-professional
producers of information in the communication field of public events Pierre
Bourdieu's theory of the social field is extrapolated. In the social field of public events
there are three types of agents highlighted: power, media and public, whose
correlations are outlined in four models of symbolic investment of agents in
communication. The propaganda model provides changes in media discourse through
ideology as an instrument of authoritarian communities and prevents the existence
of independent journalism as the realization of the human right to freedom of speech.
The consumer model propels the communication of agents through a product or
knowledge for the personal benefit of the owners and mostly developing commercial,

in particular, tabloid media. The activist model stirs the communication processes
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through the information as news brake of public event, and it opens up opportunities
for diversification of media agents, development of alternative media and
independent socially responsible journalism (however, the prevalence of this model
in societies with low trust in institutions causes the leveling of the importance of
professional media). The hybrid model, which is the most realistic and promising
whereas its construction depends on the habituses of the agents. Due to its social
capital or access to resources, they apply propaganda, consumer, activist or hybrid
strategies at different layers in the communication field of the public event. It is
proved that: 1) public events initiated by agents of media are characterized by
entertaining or tabloid media discourse; 2) journalism of public events initiated by
government agents turns into propaganda, canvassing or PR of individuals or
institutions; 3) public events initiated by public agents contribute to the formation of
a new ecosystem of communication in society and the development of social
responsibility journalism. However, due to the strengthening of populist tendencies,
they may lead to the devaluation of institutional media. It is shown that journalism of
public events in modern Ukraine requires the integration of several strategies of
cross-sectoral communication interaction in the "power-media-public" triangle.

To trace the genesis and evolution of Ukrainian journalism of public events we
used a case study method in historical perspective. The political and sociocultural
preconditions for the emergence of public events journalism in the last decade of the
USSR's existence were viewed as the basement for development of journalism of
public events in modern Ukraine. The coverage of public events in media motivated
by implementation in 1985 of the course of "perestroika" and "glasnost", catastrophe
of the Chernobyl nuclear power plant in 1986, the abolition in 1990 of Article 6 of the
USSR Constitution on the leading role of the Communist Party, etc. contributed to the
changes of media agenda, the emergence of independent Ukrainian media, and
further implementation of the human rights policy and democracy in Ukraine. In the

study four periods of history of Ukrainian journalism public events since Ukraine's
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independencein 1991 till 2021 is outlined: 1) the search for new media formats (1991-
1999), associated with the politicization of culture, reducing the distance between
public and media through public journalism experiments; 2) emancipation of the
Ukrainian media (2000-2005) - separation of the Ukrainian media from the Russian
media mainstream both economically and creatively; 3) competition of media
platforms (2006-2012) - confrontation of two types of journalism, - following the
trends of the tabloid mainstream, and the "social responsibility journalism", which,
according to the postcolonial tradition, uses non-journalistic formats in Ukraine, and
forming the alternative culture mainstream; 4) the reboot of relations between
society and the media (2013-2021) - a radical restructuring of the type of interaction
between the public and the media, due to the development of Internet technologies
and the availability of mobile communications.

The significance of the obtained results contribute to the development in social
communication and media science, in general, and laying the foundations of
journalism of public events as a separate branch of journalism. The results of the
study are implemented in the process of training higher education students in
"Journalism" at V. N. Karazin Kharkiv National University and Kharkiv State Academy
of Culture and can be used in the development of courses in educational and
professional programs in social communication and media science, journalism, mass
communication, media communications, audiovisual media, advertising, public
relations, event management, etc. Materials and conclusions of the work can be
useful for forming a responsible attitude to the process of information producing,
dissemination and interpretation for journalists, bloggers and other media content
producers and are promising for the development of journalism of public event as a
separate field of studies, as well as applicable solution of problems, including media
analysis, media education, preventing manipulation and negative influences on

public opinion.
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Specific features of journalism of public events are highlighted in discourse of
public events in Ukrainian media. The involvement as a dependence of media
representations of public events on personal interests of power, media or public
agents in a communication field of public events. The occasionality as randomness
and spontaneity of journalists' choice of facts of performative interaction when
covering public events imposed by the initiators. The expressiveness as an emotional
tension of media content due to the influence of performative interaction on
journalists. The ritualism as an imitation of canons, standards and stereotypes by
journalists when covering public events in the media without taking into account their
novelty and uniqueness. This conclusion is based on results of analysis of three
different data sets using the integrative methodology within the communicative and
discursive approaches that included BNA-analysis methods and procedures for
decoding the meaning of a public event message.

In general, the phenomenon of public events in the modern Ukrainian media
space is conceptualized as a message that changes the media discourse, which can be
both an organic means of exchanging information in society and constructed as a tool
for manipulating communication agents. After the birth of a public event, its
communication field expands in time and space, attracting new agents of
communication. Producers of information gather around the event, which
contributes to the further dissemination of its message. A public event is a source of
information both about the value proposition of its initiators and about the
perception of it by target audiences. The ambiguity of a public event gives its initiators
a great degree of freedom of expression, the opportunity not only to convey
information to recipients in the most effective way, but also to hide the true goals of
the event from journalists and thus help open manipulative discourse in the media.
The initiators of a public event use suggestive means of expression to convey its
message and rely on its emotional perception, so the analysis of each case of a public

event requires journalists and researchers to understand the specifics of performative
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interaction and drama of relations between agents of the communication field. Such
an analysis is as fruitful as it is possible to determine whether the basis of the effects
of a public event is catharsis or mimesis. Over time, mainstream media have become
increasingly biased and dependent on professional agents, and media technology has
become more accessible to non-professional information producers. Thus, in the
streets and squares of cities, modern Ukrainian society creates public event
journalism, increasing media activism in society.

In future investigations into the discourse of public events, the problematic
issues raised in this study remain relevant, but new ones will undoubtedly emerge,
especially in the field of social communication and media research. Our integrative
methodology allows us to determine the specifics of not only the dissemination of
information about a public event, but also the behavior of the public in its
communication field, to fix the emergence of new agents of influence, to detect
manipulation in media representations. Further investigations in the field of public
events can develop not only in the direction of investigating the effects of media

influence on reality, but also observation of the effects of public events in the media.



179

REFERENCES

1. Adler A, Seligman M. E. P., (2016). Using wellbeing for public policy: Theory,
measurement, and recommendations // International Journal of Wellbeing, No. 6 (1). P. 1-35.

2. Ancient Greek Lexicon (LSJ) Liddell-Scott-Jones, (2021). €optr|. Perseus Project,
2005-2021. URL :
http://www.perseus.tufts.edu/%E1%BC%91%CE%BF%CF%81%CF%84%CE%AE.

3. Ancient Greek Lexicon (LSJ) Liddell-Scott-Jones, (2021). ouvrtuyia. Liddell-Scott-
Jones. Ancient Greek Lexicon (LSJ). Perseus Project, 2005-2021. URL
http://www.perseus.tufts.edu/%CF%83%CF%85%CE%BD%CF%84%CF%85%CF%87%CE%AF
%CE%BL1.

4, Ancient Greek Lexicon (LSJ) Liddell-Scott-Jones, (2021). TéAog. Liddell-Scott-Jones.
Ancient Greek Lexicon (LSJ). Perseus Project, 2005-2021. URL
:http://www.perseus.tufts.edu/%CF%84%CE%AD%CE%BB%CE%BF%CF%82.

5. Aristotle, (2007). Poetyka. Psevdo-Longin. Pro vysoke. Antychni poetyky. Ed. M.
Borets'kyy and V. Zvarych. Kyyiv, Gramota, 168. [AHTU4YHi noeTukn. Apictotens. [NoeTuka. MNceBao-
JloHriH. IMpo Bucoke]

6. Assman A., (2012). Prostory spohadu. Formy transformatsiyi kul'turnoyi pam"yati.
Kyyiv, Nika-Tsentr, 440 p. [AccmaH A. lpoctopu cnoragy. ®opmu TpaHcdopMadii KynbTypHOT
nam’siTi]

7. Badiou A., (2003). Manyfest fiylosofii. Sankt-Peterburg, Machina, 184 p. [bagbio A.
MaHudpecT dunococum]

8. Badiou A., (2019). Etyka. Kyyiv, Komubuk, 216 p. [bagbto A. ETnka]

9. Bakhtyn M. M., (1990). Tvorchestvo Fransua Rable y narodnaya Kkul'tura
srednevekov'ya. Moskva, Khudozhestvennaya lyteratura, 545 p. [BaxtuH M. M. TBop4ecTBO
®paHcya Pabne n HapoaHas KynbTypa cpegHeBeKoBbS]

10. Barthes R., (1977). Image, Music, Text. Fontana Press, 220 p.

11. Bell D., (1960). The End of Ideology: On the Exhaustion of Political Ideas in the Fifties.
Glencoe, Ill. Free Press, 416 p.

12. Berger P., (1995). Sotsyal'noe konstruyrovanye real'nosty. Traktat po sotsyolohyy
znanyya. Moskva, Medyum, 323 p. [Beprep 1. CoumanbHoe KOHCTPyMpOBaHME pearibHOCTU.
TpaktaTt no counonorMm 3HaHus]

13. Boorstin D. J., (1992). The Image : A Guide to Pseudo-Events in America. New York
: Vintage, 336 p.

14. Botanova K., (2015). Kul'tura v mediyakh: vyklyky perekhidnoho period, ch. 1: Shkola
zhurnalistyky  Ukrayins'’kogo katolyts'’kogo universytetu, 14.11. [Video file]. URL
https://www.youtube.com/watch?v=2RPjteVhRHM (access: 7.04.2021). [BoTtaHoBa K. KynbTypa B
MeAIAX: BUKNUKN NepexigHoro nepioayl].

15. Bourdieu P., (2002). Pole politiki, pole sotsyal'nykh nauk, pole zhurnalistiki, O
televidenii y zhurnalistike, per. s fr. T. Anysymovoy, Yu. Markovoy. Moskva, Fond nauchnyh
yssledovanyy «Prahmatyka kul'tury», Ynstytut eksperymental'noy sotsyolohyy, 160 p. [Bypase T1.
Mone nonuTukKn, None coumanbHbiX Hayk, none >xypHanuctuku // bypaese . O TenesngeHun u
XypHanucTuke]

16. Bourdieu P., (2007). Sotsyologiya sotsialnogo prostranstva / per. s fr., otv. red. N. A.
Shmatko. Sankt-Peterburg. Instytut eksperimentalno sotsyolohyy; Aleteyya,. 288 p. [Bypabe T1.
Coumonorusa coumanbHOro NpocTpaHcTaa]

17.  Butler J., (2015). Bodies in Alliance and the Politics of the Street : Notes Toward a
Performative Theory of Assembly. Cambridge : Harvard University Press, 230 p.

18. Casati R. A., (2020). Events. The Stanford Encyclopedia of Philosophy. Summer,
2020. Ed. by Edward N. Zalta. URL : https://plato.stanford.edu/archives/sum2020/entries/events/.
(access: 7.04.2021).

19. Chechetin A., (1981). Osnovy dramaturgii teatralizovannykh predstavienyy. Istoriya i
teoriya. Moskva : Prosveshcheniye, 1981. 192 p. [YeuyetnH A. OcHoBbl gpamaTyprum
TeaTpann3oBaHHbIX NpeacTaBneHuin]

20. Cherntsova E. V., (2019). Dyskursyvnoe varyrovanye kognitivnoy semantiki slova:

opyt yntehral'noho issledovaniya (na materiale hlahol'nykh predikatov “kazat'sya”, “pokazat'sya”,



180

deverbatyva “kazhymost”, parentezy “kazhetsya”). Kharkov : KhNU imeni V. N. Karazina, 428 p.
[MepHuoBa E. B. [uckypcvBHOe BapbupoOBaHWE KOFHUTUBHOW CEeMaHTWMKU CcrnoBa: onbIT
MHTErpanbLHOro uccrnefoBaHusa (Ha mMaTepuane rnarofbHbIX NpeaukaToB KasaTbCs, NnokasaTbCs,
aesepbaTnBa KXXMMOCTb, MAPEHTE3bI KaXKeTCs)]

21. Chomsky N., (2006). Media control: the spectacular achievements of propaganda //
City of New York, No. 82. URL :
http://library.uniteddiversity.coop/Media_and_Free_Culture/Media_Control-
The_Spectacular_Achievements_of Propaganda-Noam_Chomsky.pdf (access: 7.04.2021).

22.  Chomsky N., (2014). Kak ustrojen mir. Moskva : ACT, 2014. 447 s. [Xomckuin H. Kak
YCTpPOEeH Mup]

23.  Constitution of Ukraine, (1996). Vidomosti Verkhovnoyi Rady Ukrayiny. N 30. St. 141.
[KoHcTuTyLia YkpaiHu]

24.  Convention on the rights of persons with disabilities, (2007). United Nation, 2007. URL
. https:/itreaties.un.org/doc/Publication/CTC/Ch_IV_15.pdf (access: 7.04.2019).

25. Danylenko I., Yasenovs'ka M., Babiy V., Zinenko O., (2017). Muzeyi Kharkova i
Kharkivs'koyi oblasti. Zvit Sociologist za rezul'tatamy sotsiolohichnoho doslidzhennya, Kharkiv, KRF
«Hromads'ka Al'ternatyva, URL: https://publicalternative.com.ua/wp-
content/files/zvit_muzei_Inclusion!.pdf (access: 7.04.2021). [QanuneHko |., AceHoBcbka M., babin
B., 3iHeHko O. Mysei XapkoBa i XapkiBcbkoi obnacti. 3BiT Sociologist 3a pesynbTaTtamm
coLionoriYyHoro gocnigxkeHHs]

26. Davis N., (2011). Novyny plaskoyi zemli. Kyyiv, Tempora, 548 p. [dewsic H. HoBuHK
nnackoi 3emni]

27.  Debord Guy, (1999).0Obshchestvo spektaklya. Moskva, Logos, 224 p. [Qe6op 'm 3.
O6LecTBO cnekTakrsi]

28. Deleuze J., (2016). Maya 68-ho ne bylo. Moscow, Ad Marginem Press, 96 p. [dene3s
K. Mas 68-ro He 6bINn0]

29. Dorosh M., (2013). Kul'turna zhurnalistyka: yak vbuduvatysya u format, Detektor
Media, 16.12. URL:
https://ms.detector.media/print/1411980811/kulturna_zhurnalistika_yak_vbuduvatisya_u_format/
(access: 7.04.2021). [Oopow M. KynbTypHa XXypHanictuka: sik Boyaysatucs y doopmart]

30. Dutsyk D., Taraday D., (2017). Novynna gramotnost', Onlayn-kurs, Detektor Media,
Videoteka, 05.11. URL: https://video.detector.media/special-projects/novynna-gramotnist-i22
(access: 7.04.2021). [Qyuwnk O., Tapagan [l. HoBMHHA rpaMOTHICTb]

31. Dyczok M., (2009). Do the Media Matter? Focus on Ukraine. Media, Democracy and
Freedom : The Post-Communist Experience. Bern : Peter Lang, 2009. P. 17—-42.

32. Dyczok M., (2014). Ukraine’s Media in the Context of Global Cultural Convergence //
Demokratizatsiya. 2014. Vol. 22. No 2. URL :
http://demokratizatsiya.pub/archives/22_2 FUW?271337N0VJ1G4.pdf. (access: 7.04.2021).

33. Dyczok M., (2016). Ukraine’s Euromaidan: Broadcasting through Information Wars
with “Hromadske Radio”. History eBook Collection. URL : https://ir.lib.uwo.ca/historybooks/1
(access: 7.04.2021).

34.  English-Ukrainian Dictionary, (2019). Advanced version. Lingea s. r. 0. URL :
https://www.dict.com/ukrainian-english/event (access: 7.04.2021).

35.  Filippova O., (2016). Reconceptualisations of borders in post-Soviet Ukraine: between
EU regulations, the Soviet legacy and internal political strife. In: The EU’s Eastern Neighbourhood:
Migration, borders and regional stability. London and New York : Routledge, Vol. 107. P. 65-78.

36.  Fillmore Ch., (2009). Freymy i semantyka ponymania // Novoe v zarubezhnoy
lynhvistyke. Vol. XXIll. Moskva : Progress, 1988. p. 22-254. [®dunnmop Y. ®penmbl U cemMaHTuka
NOHMMaHUs]

37.  Galtung J., Ruge M., (2016). The Structure of Foreign News: The Presentation of
Congo, Cuba and Cyprus in four Foreign Newspapers // Journal of International Peace Research.
Vol. 1. P. 17-32.

38. Gay-Nyzhnyk P. P., Chupriy L. V., (2013). Kul'tura yak osnova «m’yakoyi syly»
derzhavy Ukrayina v konteksti pidvyshchennya yiyi zovnishn'opolitychnoho avtorytetu. Vol. 79, N 12,
Kyyiv, Gileya, p. 266—269. [an-HwxHuk T1. 1., Yynpin J1. B. KynbTypa sk OCHOBa «M’SIKOI CUNU»
aepxkasu YKpaiHa B KOHTEKCTI NiABULLEHHS Ti 30BHILLHBONOMITUYHOIO aBTOPUTETY]



181

39. Gehl J., (2018). Mista dlya lyudey. Kyyiv, Osnovy, 280 p. [I'en M. Micta ans nioaeit /
nep. 3 anrn. O. Jllo6apcekoi. Knis : OcHoswn, 2018. 280 c.]

40. Genkin D. M., (1975). Massovye prazdniki, Moscow, Prosveshchenye, 140 p. [[eHkuH
. M. MaccoBble npasgHuKku]

41. Giddens E., (1999). Sotsyolohyya. Moscow, Editorial URSS, 703 p. [[ngaeHc, 3.
Coumonorusi]

42.  Gillmor D., (2004). We the Media. Grassroots Journalism by the People, for the
People. Sebastopol, CA : O'Reilly Media, Inc. 336 p.

43.  Gillmore D., (2017). Mediactive. Zaporizhzhya, Interlink Academy for International
Dialog and Journalism, Institute for Society and Communication, 213 p.

44. Gritsay E., Nikolko M., (2009). Ukraina: natsional'naya identichnost' v zerkale
Drugogo. Vilnius, EHU, 220 p. [Fpuuan E., Hukonko M. YkpauHa: HaunmoHanbHast MOEHTUYHOCTb B
3epkane Adpyroro]

45.  Grytsak Y., (2019). Narys istoriyi Ukrayiny. Formuvannya modernoyi natsiyi XIX—XX
stolittya, Kyyiv, Yakaboo Publishing, 656 p. [['puuak A. Hapwuc ictopii YkpaiHu. dopmyBaHHs
MoZepHOT Hauii ]

46. Habermas J., (1996). Komunikatyvna diya i dyskurs, per. z nim. L. Sytnychenko.
Pershodzherela komunikatyvnoyi filosofiyi. Kyyiv, Lybid, p. 84-91. [Fa6epmac KO. KomyHikaTnBHa
Ais i anckypc]

47. Habermas J., (2000). Strukturni peretvorennya u sferi vidkrytosti: doslidzhennya
katehoriyi hromadyans'ke suspil'stvo. L'viv, Litopys, 318 p. [[abepmac 0. CTpykTypHi nepeTBOPEHHSI
y cdbepi BiAKPUTOCTI: AOCNIIKEHHSA KaTeropil rpomagsHcbke CycninbCTBO]

48. Habermas J., (2006). Political Communication in Media Society: Does Democracy Still
Enjoy an Epistemic Dimension? The Impact of Normative Theory on Empirical Research.
Communication Theory. 2006. Vol. 16. Issue 4. Oxford University Press, 411-426.

49. Halbwachs M., (2003). Kollektyvnaya i istoricheskaya pamyat'. Neprykosnovennyy
zapas, N 2-3 (40-41). URL : http://magazines.russ.ru/nz/2005/2/ha2.html (access: 7.04.2021).
[Xanb6Bakc M. KonnektMBHas n nuctopmyeckas namstb]

50. Halbwachs M., (2007). Sotsialne ramki pamyati. Moskva : Novoe izdatelstvo, 348 p.
[XanbbBakc M. CoumnanbHble pamkm namaTu]

51. Hayday O. et al., (2018). Polityka i pam’yat'. Dnipro Zaporizhzhya — Odesa —
Kharkiv. Vid 1990-kh do s'ogodni. Nauk. red. H. Kas'yanov. Lviv, FOP Shumylovych, 240 p.
[Monituka i namM’ate. Hinpo 3anopixoka — Opeca — Xapkis. Big 1990-x oo cboroaHi].

52. Heidegger M., (2009). Bytie i vremya. Moscow : Ad Marginem, 452 p. [Xangerrep M.
BbbiTHe 1 Bpems]

53.  Helbig A., (2006). The Cyberpolitics of Music in Ukraine 2004's Orange Revolution //
Current Musiology. No. 82. P. 81-101.

54. Hetmanets' M. F., Mykhaylyn, I. L., (2009). Suchasnyy slovnyk literatury i
zhurnalistyky. Kharkiv, Prapor, 382 p. [FeTmaHeup M. ®., MuxannuH I. J1. CyyacHUn CNOBHUK
nitepaTtypm i >XypHanicTuku]

55. Het'manets' M., (2009). Suchasnyy slovnyk literatury i zhurnalistyky. 2009. URL:
http://mediadriver.online/dictionary/ (data zvernennya: 7.04.2021). [[eTbmaHeub M. Cy4dacHum
CNOBHUK NiTepaTypu i XKypHanicTuku]

56. Holzbaur U., Jettinger E., Knaus B., Moser R., Zeller M., (2005).
Eventmanagement. Berlin Heidelberg, Springer-Verlag, X, 358 p.

57.  Houdek M., Phillips K. R., (2017). Public Memory // Oxford research encyclopedia,
communication. 2017. 25.01. Oxford University Press USA, 2016. URL
https://oxfordre.com/communication/view/10.1093/acrefore/9780190228613.001.0001/acrefore-
9780190228613-e-181 (access: 7.04.2021).

58. Ivanov V., (2009). Ukrayins'kyy medialandshaft — 2017: analitychnyy zvit. Kyyiv :
Predstavnytstvo Fondu Konrada Adenauera v Ukrayini, Akademiya ukrayins'koyi presy, 2017. 44 p.
[YkpaiHcbkun megianangwadT — 2017: aHaniTu4HWA 3BIT].

59. Ivanova l., Yaresko K., Starkova H., Zinenko O., Cherniaieva I., (2021). Information
wars in the post-Soviet media: infodemic and means of its neutralizing // Revista San Gregorio.
Ecuador, Vol. 44. P. 229-240.



182

60. Jorgensen M. V., Fillips L. J. (2008). Diskurs-analiz. Teoriya i metod. (2nd ed).
Kharkov : Humanitarnyy tsentr, 352 p. [MlopreHcen M. B., ®unnunc J1. Ix. Avckypc-aHanua. Teopus
n metoz]

61. Konventsiya pro prava osib z invalidnistyu, (2019). Verkhovna Rada. 2016. URL:
https://zakon.rada.gov.ua/laws/show/995 g71. (access: 07 hrudnya 2019). [KoHBeHUis npo npaea
ocib 3 iHBanigHicTIo]

62. Kul'tura i media: vyyty z zacharovanoho kola (2015). LB.ua. 25.06. URL:
https://ukr.lb.ua/culture/2015/06/25/309324 kultura_i_media_viyti_z.html (access: 7.04.2021).
[KynbTypa i Meaia: BUNTK 3 3a4apoBaHoro Konaj

63. Kulyk V., (2010). Dyskurs ukrayins’kykh mediy: identychnosti, ideolohiyi, viadni
stosunky. Kyyiv, Krytyka, 655 p. [Kynuk B. dnckypc ykpaiHCbKMX Megiin: igeHTUYHOCTI, igeonorii,
BNagHi CTOCYHKU]

64. Kvit S., (2018). Masovi komunikatsiyi. Kyyiv, Vydavnychyy Dim «Kyyevo-
Mohylyans'ka akademiyay, 352 p. [KeiT C. MacoBi koMmyHikauii]

65. Lapteva O. A., (2001). Zhyvaya russkaya rech' s teleekrana. Razgovornyy plast
televizionnoy rechi v normativnom aspekte. Moskva, Edytoryal URSS, 232 p. [Jlantesa O. A. KuBas
pycckasi peyb C TeneakpaHa. Pa3roBopHbIN NnacT TeNeBn3noHHOM pedn B HOpMaTUBHOM acrekTe]

66. Lasswell H. D., (1948). The structure and function of communication in society // The
Communication of ldeas. NewYork : Harper and Brothers. P. 215-224.

67. Lefebvre A., (2015). Proizvodstvo prostranstva. Moskva, Strelka Press, 432 p.
[NedoeBp A. lNpon3BoacTBo NpoCTpaHCTBA]

68. Lotman Yu. M., (2010). Semiosphere. Sankt-Petersburg, Yskusstvo-SPB, 704
p. [NlotmaH 0. M. Cemunoccepa]

69. Machulyn L. Y., (2001). Negosudarstvennyye SMI Khar'kova 1990-2000 godov:
stranitsy istoriy v lytsakh i vospominaniyakh sovremennikov. Khar'kov, RA, 119 p. [MauynuH J1. U.
HerocynapctBeHHble CMW Xapbkosa 1990-2000 rogoB : cTpaHuubl UCTOpPUMM B NniMuax MU
BOCMOMMHaHUAX COBPEMEHHMKOB]

70. MAXQDA, (2018). Qualitative & Mixed Methods Data Analysis Software. URL :
https://www.maxgda.com (access: 7.04.2021).

71. McLuhan M., McLuhan E., (1988). Laws of Media: The New Science. Toronto :
University of Toronto Press, 255 p.

72.  McQuail D., (2010). Teoriya masovoyi komunikatsiyi. L'viv, Litopys, 583 p. [Mak-Ksewnn
[. Teopia macoBoOi KOMyHiKaLii]

73. Miller R., (2019). Fizyka chasu. Vse vidbuvayet'sya zaraz. Kyyiv, Nash Format, 344
p. [Mionnep P. ®isnka vacy. Bce BigbyBaeTbcs 3apas]

74.  Mostovyy V. P. & Rizun V. V., (2014). Zhurnalists'ka etyka. Kyyiv, TOV «ZN UA», 224
p. PKypHanicTcbka eTuka]j

75.  Mykhaylyn I. L., (2003). Istoriya ukrayins'koyi zhurnalistyky XIX stolittya. Kyyiv, Tsentr
navchal'noyi literatury, 720 p. [MuxanuH |. J1. IcTopis ykpaiHCbKkol xypHanictukm XIX ctonitt4]

76.  Mykhaylyn.l. L., (2013). Zhurnalistyka: slovnyk-dovidnyk. Kyyiv, Akademvydav, 320 p.
(Seriya «Nota Bene»). [XKypHanicTuka: CnoBHUK-0O0BIAHWK]

77. Nadobko T., (2015). Ponyattya «hromads'ke mistse» v nautsi administratyvnoho
prava. Naukovyy visnyk Mizhnarodnoho humanitarnoho universytetu. Seriya «Yurysprudentsiya». N
17 (1), p. 160-163. [Hago6ko T. MNMoHATTA «rpoMaAcbke Micue» B HayLi aaMiHiCTpaTMBHOIo nNpaea]

78. Nora P., (2014). Teperishnye, natsiya, pam’yat'. Kyyiv, KLIO, 272 p. [Hopa I1.
TenepiwHe, Hauisg, nam’'aTb]

79. Orteha-i-Gasset J. (1994). Bunt mas. Vybrani tvory. Kyyiv, Osnovy, p. 15-139.
[OpTera-i-laccet X. ByHT mac]

80. Ovidijus J. PEST & PESTEL Analysis, (2013). Strategic Management Insight.
February, 13. URL : https://strategicmanagementinsight.com/tools/pest-pestel-analysis.html
(access: 7.04.2021).

81. Oxford Learner's Dictionaries, (2020). Event. Oxford : Oxford University Press. URL :
https://www.oxfordlearnersdictionaries.com/definition/english/event?q=event (access: 7.04.2021).

82. Perekladayemo slovo «event», (2021). Slovotvir. URL:
https://slovotvir.org.ua/words/ivent (access: 7.04.2021). [[epeknagaemo CrioBo «iBEHT»]



183

83. Pocheptsov G., (2017). Vid pokemoniv do hibrydnykh viyn: novi komunikatyvni
tekhnolohiyi KhKhl stolittya. Kyyiv, Vydavnychyy dim «Kyyevo-Mohylyans'ka akademiya», 260 s.
[Moyenuos I'. Big nokeMoHiB 0 riGpuaHUX BilH : HOBI KOMYHiIKaTUBHI TexHonorii XXI cToniTT4]

84. Pocheptsov G., (2020). Prazdnyk kak blokyrovanye kul'turnoy travmy. AUP. 5.05.
[Blog post]. URL: https://www.aup.com.ua/prazdnik-kak-blokirovanie-kulturno/ (access: 7.04.2021).
[Moyenuos I'. NMpa3gHuk Kak 6NoKMpoBaHUE KynbTYPHON TpaBMbl]

85. Podnos V., Hryshchenko M., (2017). Merezha vzayemodiyi mis'kykh initsiatyv ta
orhanizatsiy 5 mist Ukrayiny: rezul'taty doslidzhennya. Cedos. 24.06. Kyyiv. URL:
https://www.cedos.org.ua/uk/articles/merezha-vzaiemodii-miskykh-initsiatyv-ta-orhanizatsii-5-mist-
ukrainy-rezultaty-doslidzhennia (access: 7.04.2021) [MNogHoc B., NpuweHko M. Mepexa B3aemogii
MiCbKMX iHiLiaTUB Ta opraHisaui 5 MicT YKpaiHu: pe3ynbTaTi 4OCTiAKEHHS]

86. Popovych M. V., (1998). Narys istorii kul'tury Ukrayiny. Kyyiv, ArtEk, Mizhnar. fond
«Vidrodzhennya», 727 p. (Seriya «Transformatsiya humanitarnoyi osvity v Ukrayini»). [[Tonosuy M.
B. Hapwuc icTopii kynbTypu YkpaiHu]

87. Postanova Kabinetu ministriv Ukrayiny «Pro zapobihannya poshyrennyu na terytoriyi
Ukrayiny hostroyi respiratornoyi khvoroby COVID-19, sprychynenoyi koronavirusom SARS-CoV-2»,
(2020). Kabinet ministriv Ukrayiny. N 211. 11.03. [[MocTaHoBa KabiHeTy MmiHicTpiB YkpaiHu «[1po
3anobiraHHsa NOLWMPEHHID Ha TepuTopil YKpaiHm roctpoi pecnipatopHoi xBopobu COVID-19,
cnpuymHeHoi kopoHasipycom SARS-CoV-2»]

88. Potebnya A. A., (1989). Mysl' i yazyk. Slovo i myf. Moskva, Pravda, p. 159-168.
[MoTebHsa A. A. Mbicrnib 1 A3bik. CrioBo n Myudo]

89. Potyatynyk B., (2004). Media: klyuchi do rozuminnya. Lviv, PAIS, 256 p. [[ToTATUHKK
Bb. Megia : knto4i 4O PO3yMiHHSA]

90. Prymak T., (2013). PR dlya menedzheriv i marketolohiv. Kyyiv, Tsentr uchbovoyi
literatury, 202 p. [IMpumak T. PR gns meHemxepis i MapkeTornoris]

91. Publitsystyka, (2007). Masova komunikatsiya. Media-entsyklopediya Ed. F. Ivanov.
Kyyiv, Akademiya ukrayins'koyi presy. Tsentr vil'noyi presy, 780 p. [[Ty6niuncTukal

92. Riabczuk M., (2013). Colonialism In Another Way. On The Applicability Of
Postcolonial Methodology for the Study of Postcommunist Europe. Poréwnania. Vol. XIII. P. 47-59.

93. Rishennya Konstytutsiynoho Sudu Ukrayiny u spravi za konstytutsiynym podannyam
Ministerstva vnutrishnikh sprav Ukrayiny shchodo ofitsiynoho tlumachennya polozhennya chastyny
pershoyi statti 39 Konstytutsiyi Ukrayiny pro zavchasne spovishchennya orhaniv vykonavchoyi viady
chy orhaniv mistsevoho samovryaduvannya pro provedennya zboriv, mitynhiv, pokhodiv i
demonstratsiy (sprava shchodo zavchasnoho spovishchennya pro myrni  zibrannya),
(2001). Konstytutsiynyy Sud Ukrayiny. Sprava # 1-30/2001 # 4-rp/2001. Kyyiv, 2001, 19.04. URL :
https://zakon.rada.gov.ua/laws/show/v004p710-01#n54. (data zvernennya: 7.04.2021). [PiweHHs
KoHcTutyuinHoro Cyay YkpaiHu y cnpasi 3a KOHCTUTYLIMHUM nogaHHsaMm MiHicTepcTBa BHYTPILLHIX
cnpaB YKpaiHu woao odilinHoro TnyMayeHHs NonoXeHHA YyactuHu nepuol ctatti 39 KoHcTutyuit
YKpaiHW Npo 3aByaCHe CHOBILLEHHS OpraHiB BWKOHABYOI BMagu YW OpraHiB  MicLEeBOro
camMoBpsOyBaHHA MNpPO npoBefeHHs 360piB, MITMHIIB, NOXOAiB i AeMOHCTpauii (cnpaBa LWoQo
3aBYACHOrO CMOBILLEHHSA NPO MUPHI 3i6paHHS)]

94. RizunV., (2008). Teoriya masovoyi komunikatsiyi. Kyyiv : Prosvita, 2008. 260 s. [Pi3yH
B. Teopis macoBoi kOMyHikaL,ii]

95. Ruhrmann G., (2016). The Media as Agents and Objects of Social Change in
Immigration Societies. Media and Minorities: Question on Representation from an International
Perspective. Gottingen : Vandenhoeck & Ruprecht GmbH & Co. P. 9-12.

96. Ryabchuk M., (2010). The Ukrainian «Friday» and the Russian «Robinson»: The
Uneasy Advent of Postcoloniality. Canadian—American Slavic Studies. P. 7-24.

97.  Rybchynskyy O., (2017). Rynkovi ploshchi istorychnykh mist Ukrayiny. L'viv,
Vydavnytstvo Staroho leva, 776 p. [PubumHceknin O. PrHKOBI NAOLLi iCTOPUYHUX MICT YKpaiHu]

98. Saussure F. de, (2013). Course in General Linguistics. Bloomsberry, 279 p.

99. Savchak I., Levkova O., Bilets'’ka T., (2015). Kontseptsiya novoyi natsional'noyi
kul'turnoyi polityky Ukrayiny. Kulturni kod skhidnoho partnerstva. Lviv : Tsentr kulturnogo
menedzhmentu, 2015. URL: http://www.kultura.org.ua/wp-ontent/uploads/FINALConcept_Road-
Map_UA_Culture-Coding-EaP.pdf. (access: 7.04.2021). [CaBuyak |., JleBkoBa O., bineupka T.
KoHuenuis HOBOT HaLioHarnbHOT KynbTypHOT NOMITUKN YKpaiHK]



184

100. Schechner R., (2003). Performance Theory. Essays on performance theory. London
and New York : Routledge Classic. 432 p.

101. Selygman M., (2006). Novaya pozytyvnaya psykholohyya: Nauchnyy vzglyad na
schast'e y smysl zhizni. Moskva, Sofia, 2006. 368 s. [CenurmaH M. HoBas no3antneHasi NCMXoNorus:
HayyHbIn B3rngg Ha cHacTbe M CMbICST XKN3HH]

102. Siebert F. S., Peterson T., Schramm U., (1963). Four Theories of the Press: The
Authoritarian, Libertarian, Social Responsibility, and Soviet Communist Concepts of What the Press
Should Be and Do. University of Illinois Press, 168 p.

103. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1970). Vystava. Ed. Bilodid I. K. AN URSR,
In-t movoznavstva. T. 1. Kyyiv, Naukova dumka, p. 498. [Bucrtasa]

104. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1971). Diystvo. Ed. Bilodid I. K. AN URSR,
In-t movoznavstva. T. 2. Kyyiv, Naukova dumka, p. 303. [dincteo]

105. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1971). Hromadskyi. Slovnyk ukrayins'koyi
mowvy: v 11 t. AN URSR, Instytut movoznavstva. Ed. |. K. Bilodid, T. 2. p. 174. [[pomagcbkni ]

106. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1972). Zahid. Ed. Bilodid I. K. AN URSR,
In-t movoznavstva. T. 3. Kyyiv, Naukova dumka, p. 380. [3axia]

107. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1975). Podiya. Ed. Bilodid I. K., AN URSR.
In-t movoznavstva.T. 6. Kyyiv, Naukova dumka, p. 749. [[Mogis]

108. Slovnyk ukrayins’koyi movy v 11 t. (SUM), (1977). Publichnyy. Ed. Bilodid I. K. AN
URSR. Institut movoznavstva T. 8. Kyyiv, Naukova dumka, 383 p. [[Ty6niuHui]

109. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1977). Publika. Ed. Bilodid I. K. AN URSR.
Institut movoznavstva. T. 8. Kyiv : Naukova dumka, S. 382 [[MTy6nika]

110. Slovnyk ukrayins'koyi movy v 11 t. (SUM), (1978). Svyato. Slovnyk ukrayins'koyi movy
v 11 t. AN URSR, Instytut movoznavstva. Ed. |. K. Bilodid. T. 9. p. 104. [CBaTO]

111. Slovotvir, (2021). Ivent. URL: https://slovotvir.org.ua/words/ivent (data zvernennya:
12.04.2021). [IBeHT]

112. Snopek K., (2018). Ploshcha spektaklu : lektsiya. Kharkiv School of Architecture.
21.03. [Lecture notes] URL : https://www.youtube.com/watch?v=Ce-vxIQ3Ic4 (access: 7.04.2021).
[CHonek K. NMnowa cnekTaknio : nekuis]

113. Somerstein R., (2013). We Can't Remember What We Haven't Seen: Media, War, and
the Future of Collective Memory. Afterimage January/February. Vol. 40. No. 4. University of
California Press. P. 10-14.

114. Sorokin P., (1996). Sotsyokulturnaya dynamika i evolucionism. Amerikanskaya
sotsiologicheskaya mysl. Per. s angl. L. Hur'evoy. Moskva, Mezhdunarodnyj universytet Biznesa i
Upravleniya, p. 372-392. [CopokuH I1. CoumnoKynbTypHas gMHaMmnka 1 3BONIOLMOHN3M]

115. Sorokin P., (2006). Sotsialnaya y kulturnaya dynamika. Moskva, Astrel, 1176
p. [CopokuH IN. CoumnansHas u KynbTypHas guHamuka]

116. Starodubtseva L. V., (2011). Total Recall vs. Delete: Panoptykon tsyfrovoy Hyper-
Pamyaty. Mezhdunarodnyi zhurnal issledovaniy kul'tury. Sankt-Peterburg : Eydos, . URL:
http://www.intelros.ru/readroom/mezhdunarodnyy-zhurnal-issledovaniy-kultury/m1-2012/18993-
total-recall-vs-delete-panoptikon-cifrovoy-giper-pamyati.html  (data zvernennya: 7.04.2021).
[Ctapogy6buesa J1. B. Total Recall vs. Delete: NaHonTukoH umdposon M'inep-Mamsaru]

117. Svoboda i pokora u «dovhomu 1989 rotsi», (2019). Suspilstva Skhidnoyi ta Pivdenno-
Skhidnoyi Evropy u 1989/91 rokakh. Ideolohiya i polityka. 2019. 3 (14). 203 p. [CBob6oaa i nokopa y
«gosromy 1989 poui». Cycninbctea CxigHoi Ta lNMiBaeHHo-CxigHoi €sponn 'y 1989/91 pokax]

118. SztompkaP., (2005). Sotsiologiya. Analyz sovremennoho obshchestva / per. s polska.
S. M. Chervonnoy. Moskva, Logos, 664 p. [lUTomnka [1. Coumnonorusa. AHanu3 coBpeMeHHOro
obwectsa / nep. ¢ nonbck. C. M. YepsoHHon. Mocksa : Jloroc, 2005. 664 c.]

119. SztompkaP., (2007). Vyazalnaya sotsyolohyya. Fotografiya kak metod issledovaniya.
Per. s polska. N. V. Morozovoy, avt. vstup. st. N. E. Pokrovskyy. Moskva, Lohos, 168 p. [LLUTomnka
M. BuzyanbHas coumonorung. dotorpadus Kak MeToq uccrefoBaHus]

120. Teoriya i praktyka radyans'koyi zhurnalistyky (Osnovy maysternosti. Problemy
zhanriv), (1989). Ed. V. Y. Zdorovega. Lviv : L'vivskyy Universytet. [Teopis i npakTuka pagsiHCbKoi
XypHanictukm (OcHoBu manctepHocTi. Mpobnemu xaHpis)]

121. Tyshchenko 1., (2015). Shcho take mis'’kyy publichnyy prostir? Mistosite.Org.Ua.
18.02. URL : https://mistosite.org.ua/articles/shcho-take-miskyi-publichnyi-prostir
(access: 7.04.2021). [TuweHko |. Lo Take micbkunii nyGniyHMn NpocTip?]



185

122. Volodovs'ka V., (2019). Mediyna reforma: dosyahnennya Revolyutsiyi Hidnosti ta
vyklyky dlya novoyi vlady. 09.10. Detektor Media. URL :
https://detector.media/infospace/article/171399/2019-10-09-mediyna-reforma-dosyagnennya-
revolyutsii-gidnosti-ta-vyklyky-dlya-novoi-vlady/ (access: 7.04.2021). [Bonogoscbka B. MeginHa
pedopma: gocarHeHHs1 Pesontouii NgHOCTI Ta BUKNUKK st HOBOT BNagu]

123. Voloshenyuk O., (2012). Diyal'nist hromads'kykh ob"yednan' i mizhnarodnykh
orhanizatsiy u sferi media. Ukrayinskyy media-landshaft 2012. KAS Policy Papers. Vol. 21. Fond
Konrada Adenauera, p. 48-50. [BonoweHtok O. LignbHiCTb rpoMagcbkmx 06’egHaHb i MiXKHapOgHNX
opraHisauin y cpepi megial

124. Vyatrovych V., (2014). Istoriya z grifom «Sekretno»: Ostannya chekist-s'ka
p’yatyrichka. Rik 1989. Kharkiv, Klub simeynogo dozvillya, 512 p. [B’'atposud B. IcTopisa 3 rpucom
«CekpeTHO»: OCTaHHSA YeKicTcbka m’aTupivka. Pik 1989]

125. Weber M. (1994). I1zbrannoe. Obraz obshchestva. Ed. S. Ya. Levyt. Moskva, Yuryst,
704 . [Bebep M. N3bpaHHoe. O6pas obLiecTeal

126. Whitehead A., (2009). Priklyucheniya idey. Per. s angl. L. B. Tumanovoy ; prymech.
S. S. Neretynoy. Moskva : YFRAN, 383 p. [YanTtxeg A. MNMpuknioveHns naen]

127. Wittenstein L., (2012). Tractatus Logico Philosophicus. Start Publishing LLC, 90 p.

128. Yurchak A., (2005). Everything was forever, until it was no more: the last soviet
generation. London : Princeton University Press, 352 p.

129. Zajcev V. P., (2006). Rezhy sura estrady ta masovyh vydovysh. Kyiv, Dakor, 252 p.
[Pexucypa ectpaan Ta MacoBMX BUOOBMULL].

130. Zakon Ukrayins'koyi radyans'koyi sotsialistychnoyi respubliky «Pro movy v
Ukrayins'kiy RSR», (1989). Vidomosti Verkhovnoyi Rady URSR. Dodatok do N 45, st. 631. [3akoH
YkpaiHCbKOT pagsHCbKOI couianictnyHoi pecnybnikm «po moBu B YkpaiHcekin PCP»] Zajcev V. P.

131. Zakon Ukrayiny «Pro drukovani zasoby masovoyi informatsiyi (presu) v Ukrayini»,
(1993). Vidomosti Verkhovnoyi Rady Ukrayiny. N 1, St. 1. [3akoH Ykpainu «[1po apykoBaHi 3acobu
MacoBoi iHpopmaLii (npecy) B YkpaiHi»]

132. Zakon Ukrayiny «Pro hastrol'ni zakhody v Ukrayini», (2004). Vidomosti Verkhovnoyi
Rady Ukrayiny, N 7, St. 56. [3akoH YkpaiHu «[po ractponbHi 3axoam B YKpaiHi»]

133. Zakon Ukrayiny «Pro informatsiyni ahenstva», (1995). Vidomosti Verkhovnoyi Rady
Ukrayiny, N 13, St. 83. [3akoH YkpaiHu «[1po iHdopmauiiHi areHTcTBay]

134. Zakon Ukrayiny «Pro informatsiyu», (1992). Vidomosti Verkhovnoyi Rady, N 48. St.
650. [3akoH YkpaiHu «[I1po iHdopmaLito»]

135. Zakon Ukrayiny «Pro kinematohrafiyu», (1998). Vidomosti Verkhovnoyi Rady
Ukrayiny, N 22, St. 114. [3akoH YkpaiHu «[1po kiHemaTorpadito»]

136. Zakon Ukrayiny «Pro poryadok vysvitlennya diyal'nosti orhaniv derzhavnoyi viady ta
orhaniv mistsevoho samovryaduvannya v Ukrayini zasobamy masovoyi informatsiyi», (1997).
Vidomosti Verkhovnoyi Rady Ukrayiny (VVR). N 49, St. 299. [3akoH YkpaiHn «[lpo nopsgok
BUCBITNEHHS JiSANbHOCTI OpraHiB AepXaBHOI BNagu Ta OpraHiB MiCLLEBOro camMoBpsiAyBaHHS B
YkpaiHi 3acobamm macoBoi iHhopmaLii»]

137. Zakon Ukrayiny «Pro reklamu», (1996). Vidomosti Verkhovnoyi Rady Ukrayiny. N 39,
St. 181. [3akoH YkpaiHu «[po peknamy»]

138. Zakon Ukrayiny «Pro Suspil'ne telebachennya i radiomoviennya Ukrayiny», (2014).
Vidomosti Verkhovnoyi Rady. N 27, St. 904. [3akoH YkpaiHu «[po CycninbHe TenebadeHHs i
pagioMoBNeHHs YKpaiHn»]

139. Zakon Ukrayiny «Pro vnesennya zmin do deyakykh zakoniv Ukrayiny shchodo
zabezpechennya rivnykh prav i mozhlyvostey zhinok i cholovikiv pid chas prokhodzhennya
viys'kovoyi sluzhby u Zbroynykh Sylakh Ukrayiny ta inshykh viys'kovykh formuvannyakh», (2018).
Vidomosti Verkhovnoyi Rady, N 44. St. 353. [3akoH YkpaiHu «[1po BHECEHHS 3MiH 40 OEAKMX 3aKOHIB
YkpaiHu woao 3abesneyeHHs piBHUX NpaB i MOXAMBOCTEW XIHOK | YOMOBIKIB Nig Yac NPOXO4KEHHS
BIICbKOBOI CNy>6m y 36porHnx Cunax YkpaiHu Ta iHWKX BiIMCbKOBUX (DOPMYBaHHSIX»]

140. Zakon Ukrayiny «Pro vnesennya zmin do Zakonu Ukrayiny “Pro reklamu”», (2004).
Vidomosti Verkhovnoyi Rady Ukrayiny, N 8, St. 62. [3akoH YkpaiHu «[po BHeCeHHs 3MiH 00 3aKkoHy
YkpaiHu “Tpo peknamy”»]

141. Zakon Ukrayiny «Pro zabezpechennya funktsionuvannya ukrayins'koyi movy yak
derzhavnoyi», (2019). Vidomosti Verkhovnoyi Rady, 2019, N 21, St. 81. [3akoH Ykpainn «[1po
3abe3neyeHHss OYHKLIOHYBaHHS YKPAiHCbKOT MOBU SK AePXXaBHOI»]



186

142. Zakon Ukrayiny «Pro zakhody shchodo poperedzhennya ta zmenshennya
vzhyvannya tyutyunovykh vyrobiv i yikh shkidlyvoho vplyvu na zdorov'ya naselennya», (2005).
Vidomosti Verkhovnoyi Rady Ukrayiny, N 52, St. 565. [3akoH YkpaiHu «[lpo 3axogu wono
nonepe;KeHHs Ta 3MEHLLUEHHSI BXXMBAHHS TIOTIOHOBMX BUPOBIB i X LWKIAIMBOro BNANMBY Ha 300POB’S
HaceneHHs»]

143. Zaytsev V. P., (2003). Rezhysura estrady ta masovykh vydovyshch, Kyyiv. Dakor,
2003, 304 p. [Banues B. . Pexucypa ectpagm Ta MacoBuX BUAOBULL]

144. Zhytaryuk M. H., (2008). Sotsiokul'turna model' zhurnalistyky: tradytsiyi i novatorstvo.
L'viv, Prostir-M, 416 p. [PKutapiok M. . CouiokynbTypHa MOAENb XypHanicTUKW: Tpaguuii i
HOBaTOPCTBO]

145. Zhytaryuk M. H., (2015). Teoriyi ta modeli masovoyi informatsiyi (Masova
komunikatsiya), L'viv : LNU imeni lvana Franka, 220 p. PKutaptok M. I'. Teopii Ta mogeni macoBoil
iHdpopmauii (Macosa komMyHikauisi)]

146. Zinenko O. D, (2019). Rol' publichnykh podiy kul'turnoyi tematyky v zmini
zhurnalist-s'koho dyskursu, Tradytsiyna kul'tura v umovakh hlobalizatsiyi: synerhiya tradytsiyi ta
innovatsiyi, Naukovo-praktychna konferentsiya, Kharkiv, 21-22 chervnya 2019. Kharkiv, p. 59-66.
[BiHeHko O. [1. Ponb nybnivyHMX nogin KynbTypHOI TEMATMKK B 3MiHi XXYPHaniCTCbKOro ANCKypcy]

147. Zinenko O. D., (2017). Ivent yak chynnyk sotsialnogo dyskursu v media (na prykladi
festyvalyu «Inklyuzion» 2016 ta 2017 rr.), Novi nerivnosti — novi konflikty: shlyakhy podolannya: tezy
[l Kongresu Sotsiolohichnoyi asotsiatsiyi Ukrainy. 12—13 zhovtnya 2017. Kharkiv, KhNU imeni V. N.
Karazina, p. 377-378. [3iHeHko O. [1. IBEHT sk YUNHHUK coLianbHOro ANCKypcy B Media (Ha npuknagi
dectnanto «IHkno3zioH» 2016 Ta 2017 pp.)]

148. Zinenko O. D., (2017). Media potentsial publichnoyi podiyi yak ob‘yekt
zhurnalist-s'koyi refleksiyi. Visnyk Kharkivs'koho natsional'noho universytetu imeni V. N. Karazina.
Seriya «Sotsial'ni komunikatsiyi». Vol. 10, p. 65-70. [3iHeHko O. [J. MegianoTteHuian nybniyHoi nogit
AK 06’€KT XKypHanicTcbkoi pednekcii]

149. Zinenko O. D., (2018). Efekt «publichnoyi podiyi»: reprezentatsiya vzayemodiyi
sotsial'noho ta medial'noho. Visnyk L'vivs'koho natsional'noho universytetu, Seriya «Zhurnalistyka,
Vol. 44, p. 260-269. [3iHeHko O. [. Edekt «nybnivyHOi nopgii»: penpeseHTauia B3aemopgii
couianbHoOro Ta megianbHoro]

150. Zinenko O. D., (2018). Publichni podiyi yak instrument mediaosvity. Natsional'na
rozmova: rozvytok mediahramotnosti v Ukrayini, Shosta mizhnarodna naukovo-metodychna
konferentsiya z mediaosvity ta mediahramotnosti. Kyyiv, 20-21 kvitnya 2018. Kyyiv, Tsentr vil'noyi
presy, Akademiya ukrayins'koyi presy, p. 16—26. [3iHeHko O. [. lNy6nivHi nogii Sk iHCTpyMEHT
Meaiaocsitu.

151. Zinenko O., (2018). Reversing the value of public space as a place of a public event
realization. Spheres of Culture. Ed. by Ihor Nabytovych. Lublin. Vol. 17. P. 489-496.

152. Zinenko O., (2018). Rol' zhurnalistiv u formuvanni dyskursu publichnykh podiy //
Visnyk Kharkivs'koho natsional'noho universytetu imeni V. N. Karazina. Seriya «Sotsial'ni
komunikatsiyi». Vol. 12. p. 62—67. [3iHeHko O. Ponb xypHanicTiB y popMyBaHHi AUCKypcy ny6nivHnX
noain|

153. Zinenko O., (2019). Decoding Cultural Frames: How Ukrainian Mass Media Report
about Cultural Public Events. Intercultural Communication. Wyzsza Szkola Gospodarki
Euroregionalnej im. Alcide de Gasperi w Jozefowie, 2019. No. 1 (6), 215-227.

154. Zinenko O., (2019). Modeling Media Research with MAXQDA 2018: Eurovision Song
Contest Case Study // MAXQDABIog. 2019. October, 21. URL : https://www.maxgda.com/modeling-
media-research. (access: 7.04.2021).

155. Zinenko O., (2019). Reprezentatsiya publichnykh vidnosyn media, vlady ta sotsiumu
v televiziynykh rozvazhal'nykh prohramakh (retrospektyvnyy ohlyad 1989-2019 rr.). Visnyk
Kharkivs'koho natsional'noho universytetu imeni V. N. Karazina. Seriya «Sotsial'ni komunikatsiyi».
Vol. 16. URL: https://periodicals.karazin.ua/sc/article/view/15127 (access: 7.04.2021). [3iHeHko O.
PenpeseHTauisa nybniyHnx BigHOCMH Megia, BNagu Ta COUiyMy B TENEBIi3iNHUX PO3BaXanbHUX
nporpamax (petpocnektusHuin ornsg 1989-2019 pp.)]

156. Zinenko O., (2019). Reprezentatsiyi publichnykh podiy v ukrayins'kiy presi 1989 roku,
Visnyk Kharkivs'koho natsional'noho universytetu imeni V. N. Karazina, Seriya «Sotsial'ni
komunikatsiyi». Vol. 15. URL: https://periodicals.karazin.ua/sc/article/view/15126 (access:
7.04.2021). [3iHeHko O. PenpeseHTauii nybniyHmMx noaiv B ykpaiHcbkin npeci 1989 pokyl].



187

157. Zinenko O., (2019). Strukturnyy analiz dyskursu publichnoyi podiyi v ukrayins'kykh
mas-media. Visnyk Kharkivs'’koho natsional'noho universytetu imeni V. N. Karazina. Seriya
«Sotsial'ni komunikatsiyi». 2019. Vol. 14. Kharkiv, p. 27-35. [3iHeHko O. CTpyKTypHUIN aHani3
Anckypcy nyoniyHoi nogii B ykpaiHCbKMX Mac-megial

158. Zinenko O., (2020). Publichna podiya yak prostir symvolichnoyi borot'by ahentiv viady,
sotsiumu ta media u konteksti teoriyi sotsial'noho polya Pier'a Bourdieu, Sotsiolohiya u
(post)suchasnosti, XVIII Mizhnarodnoyi naukovoyi konferentsiyi studentiv, aspirantiv, doktorantiv i
molodykh vchenykh, Kharkiv, 12—13 bereznya 2020. Kharkiv, KhNU imeni V. N. Karazina, p. 79-81.
[BiHeHko O. My6niyHa nogia Ak npocTip cumBonivHOT 6opoTLOM areHTiB Brnagn, couiymy Ta megia y
KOHTEKCTI Teopii couianbHoro nons Mepa bypabe]

159. Zinenko O., (2020). Spetsyfika vzayemodiyi zhurnalistiv ta hromads'kosti pry
vysvitlenni publichnykh podiy sotsial'noyi tematyky. Visnyk L'vivs'koho universytetu. Seriya
«Zhurnalistyka». Vol. 48. Lviv. p. 67-75. [3iHeHko O. Cneuucpika B3aemopfii XypHanicTis Ta
rPOMaACbKOCTI NPW BUCBITNEHHI Ny6nivYHMX NoAin couianbHOT TeMaTuKn|

160. Zinenko O., (2021). Publichni podiyi u konteksti funktsional'noyi teoriyi Denisa Mc-
Quail’a. Visnyk L'vivs'koho universytetu. Seriya «Zhurnalistyka». Vol. 49. Lviv, p. 20-28. [3iHeHko O.
My6nivHi nogji y KOHTEKCTi pyHKUioHanbHoI Teopii [deHHica Mak-Keenna]

161. Zvit UKF 2018, (2019). Ukrayins'kyy kul'turnyy fond. URL:
https://ucf.in.ua/storage/docs/21012019/%D0%97%D0%B2%D1%96%D1%82%20%D0%A3%D0
%9A%D0%A4%202018.pdf (access: 7.04.2021). [3iT YK® 2018. YkpaiHCbKkuiA KynbTypHUA OOHA]

162. Zvit UKF 2019, (2020). Ukrainskyi kul'turnyy fond. URL:
https://ucf.in.ua/storage/docs/14022020/%D0%97%D0%B2%D1%96%D1%82%20%D0%A3%D0
%9A%D0%A4%202019.pdf (access: 7.04.2021). [3BiT YK® 2019. YKkpaiHCbKMIA KyNbTYypHWUA (poHA]

RESEARCH SOURCES

163. 11 tysyach uchastnikov: v Kharkove prohodit VI Mezhdunarodnyy marafon, (2019).
VGORODE Kharkov. 14.04. URL : https://kh.vgorode.ua/news/sport/394288-kakye-ulytsy-
perekryty-v-kharkove-prokhodyt-Vi-mezhdunarodnyi-marafon (data zvernennya: 7.04.2021). [11
ThICAY Y4aCTHUKOB: B XapbkoBe npoxoauT VI MexayHapoaHbii mapadoH]

164. 8 bereznya v Ukraini: zhinky z kastrulyamy, choloviky — na asfal'ti, (2019). BBC News
Ukrayina. 8.03. [foto] URL: https://www.bbc.com/ukrainian/news-43334770 [8 Gepe3Hsa B YkpaiHi:
XKiHKW 3 KacTpynsiMn, 4YOnoBiku — Ha acanbTi |

165. Andrukhovych Yu., (2019). Pohanyala. Zbruch. 2019. 24.05. URL
https://zbruc.eu/node/89527?fbclid=IwAR2S8_YEpjaTAScBBYyUrIHLOT5HC7c9PLKz7IOrMXQM |
5gwDdLJhfRjsP8 (access: 7.04.2021) [AHgpyxoBuy HO. lNMoransanal

166. Balashova O., (2017). Tyberyy Syl'vashy: «Barochnyy mif, mif sotsrealizma i raboty
molodykh khudozhnikov ob’edynyla narratyvnaya funktsyya kartyny». Koridor. 08.05. URL :
http://www.korydor.in.ua/ua/voices/tiberiy-silvashi-sednev.html [Banawosa O. Tubepui CunbeaLum:
«Bbapo4Hbin Mudy, Mnc coupeannama n paboTbl MOMOALIX XYAOXKHUKOB 06beanHUNIa HappaTMBHas
OYHKUMS KapTUHBI»]

167. Boyko Yu., (2018). Chetyre tysyachy khar'kovchan probezhaly marafon
«Osvobozhdenye». Obbektyv. [foto] URL : https://www.objectiv.tv/objectively/2018/08/19/chetyre-
tysyachi-harkovchan-probezhali-marafon-osvobozhdenie-fotoreportazh/  (access:  7.04.2021).
[Bowiko HO. YeTbipe Thicaun xapbkoByaH npobexann mapadoH «OcsoboxaeHme» (poTopenopTax)]

168. Bugay V., (2008). Kondratyuk zakryvaye sviy «Shans». Kyyivs'ki vidomosti. 22.01.
URL : https://tvgid.ua/news/20080122/14372/ (data zvernennya: 7.04.2021). [Byran B. KoHgparTiok
3akpuBae cBin «LaHcy]

169. Celebrate diversity Eurovision 2017, (2017). Banda agency. URL
https://banda.agency/eurovision/ (access: 7.04.2021).

170. Cheremskyy K., (2015). SUM v Kharkovi. Spohady pro pochatok // SUM. 2015. 14.03.
URL : http://cym.org.ua/2015.03/spogady-pro-pochatok/. (access: 7.04.2021). [HYepemcbkuin K.
CYM B Xapkosi. Cnoragun npo no4aTok]

171. Cherems'kyy K., (2015). Yak u Kharkovi kintsya 1980-kh vidrodzhuvalosya
ukrayins’ke hromadske zhyttya // SUM. 28.04. URL : http://cym.org.ua/2015.02/sum-bulo-
vidrodzheno-v-harkovi/ (access: 7.04.2021). [Yepemcbkun K. Ak y Xapkosi KiHus 1980-x
BiApOAXKyBanocs yKkpaiHCbKe rpoOMagchKe XUTTH]



188

172. Chopovs'kyy D., (2011). Zhurnalists'ki standarty: normatyvna dovidka // IMI. 01.06.
URL : https://imi.org.ua/monitorings/jurnalistski-standarti-normativna-dovidka/ (access: 7.04.2021).
[Honoscbkuit O. XKypHanicTcbki cTaHaapTu: HopMaTuUBHa A0BiakKa]

173. Denisa-Liepniece S., (2017). Case Study: KVN. StratCom laughs: in search of an
analytical framework / Editor: Linda Curika, Dr. phil. Maksym Kyiak. NATO Strategic
Communications Centre of Excellence. P. 96-122. URL : https://www.stratcomcoe.org/stratcom-
laughs-search-analytical-framework (access: 7.04.2021).

174. Dozvillya dozvolene: festyval' «Inklyuzion» u Kharkovi, (2019). Friedrich Ebert
Foundation. 2019. 8.10. URL
http://fes.kiev.ua/n/cms/25/?L=0&tx_news_pi1%5Bnews%5D=549&tx_news pll%SBcontroIIer%S
D=News&tx_news_pil%5Baction%5D=detail&cHash=540ae90bbh9fe3ae9a90f29ef4ee05d66
(access: 7.04.2021). [Qossinnga gossoneHe ectusans «IHKM0O3iI0H» Yy XapKoBi]

175. Dunin-Wasowicz R., (2017). The Eurovision in Ukraine was an exercise in soft power
/I LSE blog. 24.05. [Blog post] URL : https://blogs.Ise.ac.uk/europpblog/2017/05/24/the-eurovision-
in-ukraine-was-an-exercise-in-soft-power/ (access: 7.04.2021).

176. Dva pohlyady na odne svyato, (1989). Lenins'ka zmina. Kharkiv Regional Komsomol
Committee. 26 veresnya. [[1Ba nornsgm Ha ogHe CBATO]

177. Dyakiv (Gornovy’j) O., (2019). Pro svobodu presy’ v SSSR. Z arxiviv «Ukrayinskoyi
Vydavnychoyi Spilky» v Londoni // Ukrayins'ky'j informacijny’j prostir. # 4. Foreign Mass Media and
Book Publishing, Kyivskyj nacionalnyj universytet kultury® i mystecztv. 2019. p.159-181.
http://ukrinfospace.knukim.edu.ua/article/view/187513 (access: 7.04.2021). [Oskie (FTopHoBun) O.
Mpo ceoboay npecn B CCCP. 3 apxiBiB «YKpaiHcbkoi BugasHuyoi Cninkm» B JIOHAOHI]

178. Eurovision Song Contest 2005, (2022)
https://en.wikipedia.org/wiki/Eurovision_Song_Contest_2005. (access: 7.04.2022).

179. Eurovision song contest 2017 — as it happened, (2017). The Guardian. 14.05. URL :
https://www.theguardian.com/tv-and-radio/2017/mar/22/ukraine-bans-russia-eurovision-entrant-
over-crimea-tour (access: 7.04.2021).

180. Eurovision Song Contest. Kyiv 2017, (2017). Eurovision. URL
https://eurovision.tv/event/kyiv-2017. (access: 7.04.2021).

181. Eurovision's theme, «Celebrate Diversity», has been mocked by many online because
the presenters are three white men, (2017). The Telegraph. 2017. 3.05. URL
https://www.telegraph.co.uk/news/2017/05/13/eurovisions-celebrate-diversity-theme-mocked-
presented-three/ (access: 7.04.2021).

182. Forum vydavtsiv u Lvovi, (2017). Wikipedia. URL
https://uk.wikipedia.org/wiki/Book_Forum_Lviv (access: 7.04.2021). [®opym BuaaBuUiB Yy JIbBOBI]

183. Forum vydavtsiv u Lvovi, (2020). URL : https://bookforum.ua/p/about (access:
7.04.2021). [®opym BMaaBLiB y J1bBOBI]

184. Gogolfest, (2016). Wikipedia. URL
https://uk.wikipedia.org/wiki/%D0%93%D0%BE%D0%B3%D0%BE%D0%BB%D1%8CFest
(access: 7.04.2021). [ForonbdecT]

185. Gogolfest, (2021). URL : https://gogolfest.org/ (access: 7.04.2021).

186. Grishchenko A., Shevchenko M., (2015). Veloden'-2015: khar'kovchane ustanovm
rekord. Status Quo. 24.05. URL
https://www.sg.com.ua/rus/news/obschestvo/24.05.2015/veloden_2015 harkovchane_ustanovili_r
ekord_foto/ (access: 7.04.2021). [[puweHko A., LleByeHko M. BenogeHb-2015: xapbkoB4yaHe
yCTaHOBUNU pekopA]

187. Gush Yu., (2016). Kruhlyy stil «InklyuziON»: problemy ta dosyahnennya u sferi
inklyuzyvnosti. Spravzhnya Varta. 2016. 13.09. URL : http://varta.kharkov.ua/news/city/1116690
(access: 7.04.2021). [T'yw K. Kpyrnun ctin «IHknto3iON»: npobnemn Ta AOCArHEHHs y cdepi
iIHKIMIO3NBHOCTI]

188. Hargreaves F., (2017). Portugal wins Eurovision for the first time as Britain’s former X
Factor contestant Lucie Jones wows crowds and earns the UK its best result since 2011. Mail Online.
13.05. URL : http://www.dailymail.co.uk/news/article-4502738/Bring-gorilla-Eurovision-final-brings-
glittery-fun.html. (access: 7.04.2021).

189. Hostyam «Yevrobachennya» u riznyy sposib nahadayut' pro viynu na Donbasi,
(2017). Ukrinform. 25.04. URL : https://www.ukrinform.ua/rubric-eurovision/2217186-gostam-



189

evrobacenna-u-riznij-sposib-nagadaut-pro-vijnu-v-ukraini.ntml  (access: 7.04.2021). [[ocTam
«EBpobayveHHsa» y pi3HMI cnocib HaragatoTb Npo BinHYy Ha [loH6aci]

190. Inclusion.Fest.Kharkiv, (2020). : Facebook. URL
https://www.facebook.com/Inclusion.Fest.Kharkiv/ (access: 17.04.2020).

191. InklyuziON Fest, (2017). Kharkiv Regional Foundation «Public alternative».

192. InklyuziON: shest” dnej dostupnoj kultury, (2017). Nakypelo. 11.09. URL
:https://nakipelo.ua/festival-inklyuzion-shest-dnej-dostupnoj-kultury/. [MHknto3anON: wecTtb AHen
OOCTYMNHOM KyNbTypbl]

193. InklyuziON: u Kharkovi predstavyly audiohidy, rozrakhovani na nezryachykh, (2018).
Ukrinform. 14.09. URL : https://www.ukrinform.ua/rubric-regions/2538429-inkluzion-u-harkovi-
predstavili-audiogidi-rozrahovani-na-nezracih.html. (access: 7.04.2021). [IHknto3iOH: y Xapkosi
npegcrasunu aygiorign, pospaxoBaHi Ha He3psunX]

194. InklyuzyON: prava lyudey s ynvalydnost'yu y kvest na dostupnost' horoda, (2016).
Nakypelo. 12.09. URL : https://nakipelo.ua/inklyuzion-prava-lyudej-s-invalidnostyu-i-kvest-na-
dostupnost-goroda/ (data zvernennya: 7.04.2021). [MHknto3nON: npaBa nogen ¢ MHBaNUMAHOCTbIO
N KBECT Ha AOCTYNHOCTb ropoaal

195. K Evrovydeniyu v Kieve poyavyatsya sovremennye elementy blagoustroystva, (2017).
Sostav.ua. 04.05. URL : http://sostav.ua/publication/k-evrovideniyu-v-kieve-poyavyatsya-
sovremennye-elementy-blagoustrojstva-74745.html (access: 7.04.2021). [K EBpoBuaeHuto B Kuese
NOSIBATCS COBPEMEHHbIE 3fIEMEHTbI GriaroycTponcTaeaj

196. Kahanov Yu., (2017). «Ostankinskiy shprits» i ukrayinskiy hlyadach: radyanske
telebachennya u 1950-1980-kh rokakh, (2017). Ukrayina moderna. [KaraHoB ). «OcTaHKIiHCbKUI
LINpULY i yKpaiHCbKUA rnsaad: pagaHcbke tenebayerHs y 1950-1980-x pokax]

197. Kahuy P., (2019). 1989 rik: Ukraina ruynuye SRSR. Ustanovchyy z"yizd Rukhu u 20
fotohrafiyakh // Radio Svoboda. 8.09.URL : https://www.radiosvoboda.org/a/30151996.html
(access:7.04.2021). [Karyn T1. 1989 pik: YkpaiHa pynHye CPCP. YcrtaHosuun 3'i3g Pyxy y 20

doTorpadisix]
198. Kharkiv otrymav sportyvnyy talisman mista. | tse tkhir, (2019). Telegraf. 13.03. URL :
https://telegraf.design/news/harkiv-otrymav-sportyvnyj-talisman-mista-i-tse-thir/ (access:

7.04.2021). [XapkiB oTpymas CNopTUBHWIA TanicMaH Mmicta. | ue Txip]

199. Kharkiv'yan zaproshuyut' na intehratsiynyy festyval' «VzayemoDiya», (2018).
Kharkivs'ka Mis'ka Rada. 13.09. URL : https://www.city.kharkov.ua/uk/news/kharkivyan-
zaproshuyut-na-integratsiyniy-festival-vzaemodiya-39777.html (access: 7.04.2021). [XapkiB'aH
3anpoLuyloTb Ha iHTerpauiiHui doectnBanb «B3aemoian]

200. Kharkov Tourist, (2021). URL : http://xt.ht/xtnews/--storiya--arkovskogo--elodnya-ot-
ego-organizatorov-15412 (access: 7.04.2021). [XapkiB TypucT]

201. Khrushchak M., (2019). Teleistoriya: yak pochynalosya ukrayins'ke TV. Telekrytyka.
28.03. URL : https://telekritika.ua/uk/specials/telestorija-jak-pochinalosja-ukrainske-tv-2/ (access:
7.04.2021). [Xpywak M. Teneictopiga: sk nounHanocs ykpaiHcbke TV]

202. Kipiani V., (2018). Les' Tanyuk: "Komunisty u serpni 1991-go sami sobi vyrizaly
apendytsyt. Istorychna pravda. 24.08. URL :
https://www.istpravda.com.ua/articles/2018/08/24/152827/. (access: 7.04.2021) [KiniaHi B. Jlecb
TaHtok: "KomyHicTn y cepnHi 1991-ro cami cobi Bupisanu aneHgnuuT IctopmnyHa npaega. 2018. 24.08.

]

203. Kis' O., (2018). Ukradene svyato: istorychni transformatsiyi smyslu 8 bereznya.
ZN,UA. Vyp. 9. 6-15.03. URL : https://dt.ua/socium/ukradene-svyato-istorichni-transformaciyi-
smislu-8-bereznya-_.html. (access: 7.04.2021). [Kice O. YKkpageHe cBATO: iCTOpUYHI TpaHcdopmaLii
cmucny 8 6epesHs]

204. Kokotyukha A., (2017). Chomu my sumuyemo za telebachennyam 1990-kh: «Tabu»,
«Terytoriya A», «SV-shou». Espreso. 16.11. URL :
https://espreso.tv/article/2017/07/25/ukrayinske_telebachennya_90_kh (access: 7.04.2021).
[KokoTioxa A. Homy mn cymyemo 3a TenebaveHHam 1990-x: «Taby», «Teputopia A», «CB-wwoy»]

205. Komu doviryayesh maybutnye?, (1989). Lenins'ka zmina. Kharkiv Regional
Komsomol Committee. 28.03. [Komy goBipsiews manbyTHe?]

206. Korotych V., (2011). Ukhodyashchaya natura, ili Dvadtsat' let spustya. Chast' XVI.
Vybory I Bulvar Hordona. 15 (311). 14.04. URL



190

http://bulvar.com.ua/gazeta/archive/s15 64617/6806.html (access: 7.04.2021). [KopoTuu B.
Yxogsauwaa Hatypa, unu [1saguate net cnycts]

207. Koshkyna S. Bad'yor D., (2017). Vlad Troyits'kyy: «Reformuvaty kladovyshche
nemaye sensu». LB.ua. 2017. 2.10. URL :
https://ukr.lb.ua/culture/2017/10/02/377945_vlad_troitskiy reformuvati.html (access: 7.04.2021).
[KowknHa C. Bagberop . Bnaa Tpoiuskuii: «PedopmyBaT KNnagosuLle HEMae CEHCY»]

208. Koval' O., (2018). Forumolohiya: Ya — Bookforum. Al'manakh tvoriv uchasnykiv.
Bookforum. L'viv: HO "Forum vydavtsiv", 2018, s. 9-62. [KoBanb O. ®opymonoris: A — Bookforum.
AnbmaHax TBOpiB y4acHukiB. Bookforum]

209. Koval'chuk M., (1989). Ploshcha Dzerzhinskogo. 21.00. Lenins'’ka zmina. 1989.
[KoBanbuyk M. MNMnowa Od3epxuHckkoro. 21.00]

210. Kraina mriy, (2020). URL : https://www.krainamriy.com/ (access: 17.04.2020).

211. Kruhlyy stil «InklyuzyvON»: problemy ta dosyahnennya u sferi inklyuzyvnosti, (2016).
Invak.Info. 14.09. URL : https://invak.info/bezbarernost/7542-kruglij-stil-inklyuzivon-problemi-ta-
dosyagnennya-u-sferi-inklyuzivnosti.ntml (access: 7.04.2021). [Kpyrnun cTin  «lHkmo31BON»:
npobnemmn Ta 4OCArHeHHs y cdpepi iHKM3MBHOCTI]

212. Kurokhta L., (1989). «Tsentral'nu ploshchu mista — narodovil». Lenins'’ka zmina.
Kharkiv Regional Komsomol Committee. 3.08. [KypoxTa J1. «LleHTpanbHy nnowy Micta — HapogoBi!»
/l NeHiHcbka 3miHa. 1989. 3.08.]

213. Kuz'menko Ye., (2017). 10 mozhlyvykh sposobiv «Shanuvaty riznomanittya» v
ochikuvanni  «Evrobachennya» u Kyyevi // Ukrayins'ka pravda. 31.01. URL
http://www.pravda.com.ua/search/?search=%BA%E2%FO0%EE%E1%EQ0%F7%ES5%EDY%EDY%FF
(access: 7.04.2021). [KyabmeHko €. 10 MoxnmBmx cnocobis «LLlaHyBaTy pisHOMaHITTA» B O4YiKyBaHHi
«EBpobayeHHs» y Knesi]

214. KVN 60; KVN 80, (2012). Teleperedachi SSSR. URL : https://tv-
80.ru/molodezhnye/kvn/ (access: 7.04.2021). [KBH 60; KBH 80. Tenenepeaayn CCCP.]

215. Lebed' R., (2017). Evrobachennya-2017: shcho vidbuvayet'sya? BBC Ukrayina.
30.01. URL : https://www.bbc.com/ukrainian/news-38796482 (access: 7.04.2021). [Jlebegb P.
€BpobaveHHn-2017: wo BindyBaeTbCcA?]

216. Lenins'ka zmina, (1989). Kharkiv Regional Komsomol Committee, 3.01-28.12.

217. Leonova M., (2017). Prodyuser Dzhamaly pro oholeni sidnytsi na Evrobachenni:
Moderatory efiru nakazaly okhoroni vidiyty vid stseny // Hromads'ke. 22.05. URL
https://hromadske.ua/posts/prodiuser-dzhamaly-pro-oholeni-sidnytsi-na-yevrobachenni-
moderatory-efiru-nakazaly-okhoroni-vidiity-vid-stseny (access: 7.04.2021). [JlleoHoBa M. Npogtocep
[xamanu npo oroneHi cigHuui Ha €BpobaveHHi: MogepaTopu edipy Haka3anu OXOpOHi BidinTy Big
cueHu // T'pomagcbke]

218. Lesnevs'kaV., (2017). Vakhtang Kipiani: Samvydav yak sproba protystoyaty tsenzuri.
Ms.Detector.Media. 7.04. URL : https://ms.detector.media/maister-klas/post/9933/2011-04-07-
vakhtang-kipiani-samvidav-yak-sproba-protistoyati-tsenzuri/  (data  zvernennya: 7.04.2021).
[NecHeBcbka B. BaxtaHr KiniaHi: CamBuaas sik cnpoba NpoTUCTOSATU LIEH3YPI]

219. Lyshtva O., (2018). Stavlennya ukrayintsiv do derzhavnykh svyat, lyutyy 2018 r. Pres-
reliz // KMIS. 2018. 6.04. URL : http://kiis.com.ua/?lang=ukr&cat=reports&id=758&page=1 (access:
7.04.2021). [JlnwTea O. CtaBneHHs ykpaiHuiB 4o aepxaBHux ceaT, ntotuin 2018 p. MNpec-penis]

220. Lyuds’ky’j faktor: u Kharkovi vidkry'lasya inklyuzy'vna vy stavka, (2019). Mediaport.
24.09. URL : https://www.mediaport.ua/lyudskiy-faktor-u-harkovi-vidkrilasya-inklyuzivna-vistavka
(access: 7.04.2021). [Jtoacbkun chakTop: y XapKoBi Bigkpuniacs iHKNi03nBHa BUCTaBKa]

221. Mamchenkova O., (2018). Festyval'na istoriya: yak prohrymila i chomu stykhla
«Chervona ruta». Ukrayins'ka pravda. 18.05. URL :
https://life.pravda.com.ua/culture/2017/05/18/224232/ (access: 7.04.2021) [MamyeHkoBa O.
decTuBanbHa icTopida: sk nporpuMina i Yomy ctmxna «4epBoHa pyTtar]

222. Marusyk T., (2012). Mova zovnishn'oyi reklamy // Radio Svoboda. 2012. 29.04. URL

https://www.radiosvoboda.org/a/24562826.html  (access: 7.04.2021). [Mapycuk T. Mosa
30BHILLHBLOT peknamu]

223. Massovyy zabeg i prezentatsiya sportivnogo talismana: kak prohodit Khar'kovskiy
marafon-2019, (2019). 057-UA. 14.04. URL : https://www.057.ua/news/2364640/massovyj-zabeg-i-
prezentacia-sportivhogo-talismana-kak-prohodit-harkovskij-marafon-2019-foto (access: 7.04.2021).



191

[MaccoBbin 3aber 1 npeseHTaLmsi CMOPTMBHOMO TanMcMaHa: Kak npoxoguT XapbKoBCKUin Mapad)oH-
2019]

224. Maydans, (2012). Wikipedia. [MainpaHc] URL
https://uk.wikipedia.org/wiki/%D0%9C%D0%B0%D0%B9%D0%B4%D0%B0%D0%BD%D1%81
(access: 7.04.2021).

225. Mishchenko M., (2011). Maydans hulyaye: chy vystachyt' hroshey na amneziyu
tsiloho narodu? // UNIAN. 05.04. URL : https://www.unian.ua/politics/479617-maydans-gulyae-chi-
vistachit-groshey-na-amneziyu-tsilogo-narodu.html (access: 7.04.2021). [MiweHko M. MawngaHc
rynsie: Ym BUCTauYMTb FpoLLEr Ha aMHesito Linoro Hapoay?]

226. Muzyka yak protest! U tsey den' v 1989 rotsi rozpochavsya pershyy muzychnyy
festyval' «Chervona ruta!» u Chernivtsyakh, (2019). Radio Svoboda. 2019. 15.10. URL :
https://www.facebook.com/RadioSvoboda.Org/posts/10156962772101843 (access: 7.04.2021).
[Mysauka sk npotecT! Y uen geHb B 1989 poui po3noyascs nepLumnm My3nyHumnm pectmeans «HepBoHa
pytal» y UepHisusx]

227. My vzhe zvykly do toho, shcho slovo «relihiyax..., (1989). Lenins'ka zmina. Kharkiv
Regional Komsomol Committee. 27.07. [Mu BXe 3BUKNX 4O TOrO, WO CNOBO «penirisi»...]

228. Nabuv chynnosti zakon pro rivni prava zhinok i cholovikiv v armiyi, (2018). Ministerstvo
oborony Ukrainy. 30.10. URL : https://www.mil.gov.ua/diyalnist/genderni-pitannya-u-sferi-
bezpeki/nabuv-chinnosti-zakon-pro-rivni-prava-zhinok-i-cholovikiv-v-armii.html
(access: 7.04.2021). [HabyB 4YMHHOCTI 3aKOH NMPO PiBHi NpaBa XiHOK i YONOoBIKiB B apMii]

229. Nahlyadova rada zatverdyla misiyu suspil'noho movlennya v Ukrayini, (2017).
Detektor media. 2017. 31.01 URL :
https://stv.detector.media/kontent/movlennya/naglyadova_rada_zatverdila_misiyu_suspilnogo_mo
vlennya_v_ukraini/ (access: 7.04.2021). [HarnsgoBa paga 3aTBepguna  MiCilo  CycninbHOro
MOBJEHHS B YKpaiHi]

230. Napevno, uvahu kharkiv'"yan pryvernula..., (1989). Lenins'’ka zmina. Kharkiv Regional
Komsomol Committee. 1.08. [HaneBHo, yBary xapkiB’sstH npuBepHyna...]

231. Nasmotrelys": Sovmestnoe shestvye ul'tras Kharkova y Dnepra. Vpervye!, (2017).
Nakypelo. 2014. 27.04. URL : https://www.youtube.com/watch?v=418ZVcLOnOg. (access:
7.04.2021). [HacmoTpenuck: CoBMecCTHOe LecTBue ynbTpac XapbkoBa v [AHenpa. Bnepsbie!]

232. Okhovych S., (2017). Dostupnist' maye buty dlya lyudey, a ne «dlya galochky» —
festyval' Inklyuzion u Kharkovi. Prostir.ua. 13.09. URL : https://www.prostir.ua/?news=dostupnist-
maje-buty-dlya-lyudej-a-ne-dlya-halochky-festyval-inklyuzion-u-harkovi (access: 7.04.2021).
[OxoBuny C. JocTynHicTb Mae ByTn And nogen, a He «ans ranodkm» — gectuBanb IHKMO3IoH y
XapkoBi]

233. Orlov O., Rybalka Yu., (2017). Chervona Ruta v Kharkove! Skandal 1997 goda //
Arkhiv Vadyma Bespalova. «Delo vkusa-KoZax», Simon, 7 kanal, Favoryt, Khar'kov, 1997. [Youtube
Channel] URL : https://www.youtube.com/watch?v=JG-_md1nslQ (access: 7.04.2021). [Opnos O.,
Poibanka 0. YepBoHa PyTta B XapbkoBe! Ckangan 1997 roga]

234. Pankevych B., (2016). L'vivs'’kyy pershotraven' 1989-go. Zbruch.1.05. URL :
https://zbruc.eu/node/79276 (access: 7.04.2021). [MaHkeBud b. JIbBiBCbKMI NepioTpaBeHb 1989-
ro]

235. Pavlovskaya E., (2016). Kharkov vernulsya v pozytyvnoe proshloe // GorodKh. 10.06.
[MaBnoBckas E. XapbkoB BEpHYIICA B NO3UTUBHOE MPOLLIOE]

236. Petrenko G., (2016). NATO poperedzhaye: oberezhno, KVN! Detektor Media. 30.03.
URL : https://detector.media/infospace/article/124636/2017-03-30-nato-popere-dzhae-oberezhno-
kvn/ (access: 7.04.2021). [NeTtpeHko I'. HATO nonepeaxae: obepexHo, KBH!]

237. Pioners’ka presa riznymy movamy SRSR, (2016). Istorychna pravda. 2012. 25.02.
URL : https://www.istpravda.com.ua/artefacts/2012/02/25/74482/ (access: 7.04.2021). [[NlioHepcbka
npeca pisHumn mosamu CPCP]

238. Pisennyy konkurs «Evrobachennya - 2017», (2017). // Wikipedia. URL
https://uk.wikipedia.org/wiki/%D0%9F%D1%96%D1%81%D0%B5%D0%BD%D0%BD%D0%B8%
D0%B9_%D0%BA%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D1%81_ %D0%84%D0%B2
%D1%80%D0%BE%D0%B1%D0%B0%D1%87%D0%B5%D0%BD%D0%BD%D1%8F_2017
(access: 7.04.2021). [[MiceHHWI KOHKYpC «EBpobayeHHs — 2017» // Bikinegis. ]

239. Pochuty ne mozhna pobachyty: u Kharkovi provely flashmob do Mizhnarodnoho dnya
nechuyuchykhs, (2017). Ukrinform. 25.09. URL : https://www.ukrinform.ua/rubric-regions/2787421-



192

pocuti-ne-mozna-pobaciti-u-harkovi-proveli-flesmob-do-miznarodnogo-dna-gluhih.html
(access: 7.04.2021). [Moyytv He MOxHa nobauntn: y Xapkosi nposenu dnewmob Ao
Mi>kHapOAHOro AHA HeYYUnX»]

240. Pravyy sektor zablokovan rozfarbovuvannya «rosiyskogo yarma» do Evrobachennya
(2017). Texty.org.ua. 28.04. URL
http://texty.org.ua/pg/news/textynewseditor/read/76189/Pravyj_sektor_zablokuvav_ rozfarbovuvann
a_rosijskogo_jarma_do (access: 7.04.2021). [[paBun cektop 3abnokyesaB po3dhapOOBYyBaHHSA
«pOocincbkoro sipmay o €spobayeHHs]

241. Prezentatsyya otsyfrovanoyi kolektsiyi neformal'noyi presy 80-90-kh rokiv, (2018).
Ukraine Crisis Media Center. 26.07. URL : https://www.youtube.com/watch?v=8MqcMayjqC4.
(access: 7.04.2021). [Mpe3eHTaUis oundpoBaHoi konekuii HedpopmanbHoi npecn 80—90-x pokis]

242. Pryvitannya z 8 bereznya: kokhaniy, mami, babusi, podruzi, sestri, kolezi, vchytelyu,
(2018). Telekanal STB. 8.03. URL : https://www.stb.ua/ua/2018/03/08/pozdravleniya-s-8-marta-
lyubimoj-mame-babushke-podruge-sestre-kollege-uchitelyu/ (access: 7.04.2021). [[MpuBiTaHHs 3 8
OepesHsa: KoxaHin, mami, 6abyci, nogpysi, cecTpi, Konesi, BUNTENHO]

243. Putin h...o! Fanaty Metallista y Shakhtera posle matcha, (2014). Igor Golovetskiy.
2014. 30.03. [Youtube channel] URL : https://www.youtube.com/watch?v=LloyKD8Eb-g (access:
7.04.2021). [MyTiH x...0! ®aHaTel MeTannucta u LaxTepa nocne matyal

244, Rech' tovaryshcha M. S. Gorbacheva, (1986). XXVII s’ezd Kommunystycheskoy
partyy Sovetskogo Soyuza. 25.02—-06.03. Stenohrafycheskyy otchet v 3 t. T. 2. Moskva : Polytyzdat,
1986. 320 p. [Peub ToBapuwa M. C. NlopbayveBa]

245. Robinson P., (2021). Weaponizing comedy. Irrussianality. 16.03. URL
https://irrussianality.wordpress.com/2017/03/16/weaponizing-comedy/ (access: 7.04.2021).

246. Rok proty stalinizmu, (1989). Lenins'’ka zmina. Kharkiv Regional Komsomol
Committee. 18.02. [Pok npoTu cTaniHiamy]

247. Roker, (1989). Lenins'’ka zmina. Kharkiv Regional Komsomol Committee. 16.09.
[Pokep]

248. Rossiya vidibrala na ukrayins'ke «Yevrobachennya» spivachku-invalida, yaka
porushuvala ukrayins'ki zakony, (2017). Texty.org.ua. 2017. 3.03. [Pocia Bigibpana Ha ykpaiHCbke
«EBpobaveHHs» cniBadky-iHBaniga, ska nopyLuysana yKpaiHCbKi 3aKOHM]

249. Seligman M., (2004). Martin Seligman o pozytyvnoy psykholohyy. TEDx, 2004. URL :
https://www.ted.com/talks/martin_seligman_the _new_era_of positive_psychology?language=ru.
(access: 7.04.2021). [CenurmaH M. MapTuH CenurmaH o NO3UTUBHOW NCUXONOrnn]

250. Sho tam z Evrobachennyam?, (2017). UA:Pershyy. URL '
https://tv.suspilne.media/programs/whataboutesc (access: 7.04.2021). [LLlo Tam 3 €Bpo6aquHs:|M'7]

251. Sokolova A., (2016). V Kharkove startoval proekt o dostupnosti goroda dlya lyudey s
invalydnost'yu. 13.09. URL : http://www.mediaport.ua/v-harkove-startoval-proekt-o-dostupnosti-
goroda-dlya-lyudey-s-invalidnostyu (access: 7.04.2021). [CokonoBa A. B XapbkoBe cTtapToBan
NPOEKT O AOCTYMHOCTU ropoda Ans nogen ¢ nisanuaHocTeto // Mediaport. 2016.]

252. Solonyna Ye., (2019). Ukhvaleno novyy zakon pro movu. Perelik osnovnykh
polozhen'. Radio Svoboda. 2019. 25.04. URL : https://www.radiosvoboda.org/a/29903678.html
(access: 7.04.2021). [ConoHnHa €. YxBaneHO HOBUW 3akoH nNpo MoBy. [lepernik OCHOBHMX
NOSNOXEHb)]

253. Soobshchestvo InclusiON, (2019). [Facebook group] URL:
https://www.facebook.com/groups/1260845343990325/ (access:  7.04.2021). [CoobwecTBO
InclusiON]

254. Strelnyk O., (2019). Yak (ne) varto provodyty zakhody do dnya 8-ho bereznya u
shkolakh. Povaha. 6.03. URL : http://povaha.org.ua/yak-ne-varto-provodyty-zahody-do-dnya-8-ho-
bereznya-u-shkolah/ (access: 7.04.2021). [CtpenbHuk O. Ak (He) BapToO NPOBOANTM 3ax0amM 4O OHS
8-ro 6epesHd y wkonax]

255. Stryzhova O., (2019). Ot KVN do «Lygy smekha»: 10 yumorystycheskykh komand
Donbassa. Radio Svoboda. 2017. 08.11. URL: https://www.radiosvoboda.org/a/28842893.html
(access: 7.04.2021). [CtpmxoBa O. Ot KBH o «Jlurm cmexa»: 10 IOMOPUCTUYECKUX KOMaHL
HoHbaccal

256. Subotin V., (1989). Kharkivs'kyy rok «za» chy «proty» stalinizmu? Lenins'ka zmina.
Kharkiv Regional Komsomol Committee. 7.03. [Cy6oTiH B. XapKiBCbkMA POK «3a» YU «NpOTU»
cTaniHiamy?]



193

257. Svyato 8 bereznya dlya ukrayintsiv roztyahnet'sya na chotyry dni, (2017).
Ukrinform. 27.02. URL : https://www.ukrinform.ua/rubric-society/2411746-svato-8-berezna-dla-
ukrainciv-roztagnetsa-na-cotiri-dni.html (access: 17.04.2020). [CBaTo 8 Gepes3Ha Ans ykpaiHuUiB
PO3TArHETLCHA Ha YOTUPK AHi]

258. Sydorenko Yu., (2004). Post-Evrobachennya-2017. Ukrayins'ka pravda. 2017. 2.06.
URL : http://life.pravda.com.ua/columns/2017/06/2/224507/ (access: 7.04.2021). [CugopeHko 1O.
MocT-EBpobayeHHA-2017]

259. Teksty.org.ua — tse povil'ni media. Chomu? Chytayte manifest, (1989). Teksty.org.ua.
06 zhovtnya. 2011. URL:
https://texty.org.ua/articles/32825/Tekstyorgua__ce_povilni_media_Chomu_Chytajte-32825/
(access: 7.04.2021). [TekcTn.org.ua — Le MoBifbHi megia. Yomy? Yntante maHicdecT]

260. Telesmotrenye «Maydans» prodolzhaet stabilno rasti, (2011). MedyaByznes. 2011.
18.04. URL: http://www.mediabusiness.com.ua/content/view/23618/lang,ru/ (access: 7.04.2021).
[TenecmoTtpeHne «MangaHcy» npogosmkaeT ctabunbHo pactu // Megnabuanec. 2011. 18.04. URL:
http://www.mediabusiness.com.ua/content/view/23618/lang,ru/ (access: 7.04.2021).]

261. Tereshchuk G., (2021). Serhiy Proskurnya i Lviv. Spohady druziv // Radio Svoboda.
2021. 02.02. URL: https://www.radiosvoboda.org/a/pomer-serhiy-proskurnya-rezhyser-
ukraina/31082592.html (access: 7.04.2021). [Tepewyk . Ceprii [NpockypHs i JlbBiB. Cnoragu
Apys3iB]

262. Tsi znimky zrobleni v riznyy chas..., (1989). Leninska zmina. Kharkiv Regional
Komsomol Committee. 24.08. [Li 3HiMK1 3pobnieHi B pi3Huin vac...]

263. Tunik Yu., (2018). Vladyslav Troyits'’kyy: Meni kazaly, shcho ya ne znayu not, a z
teatru  khochu  zrobyty budynok rozpusty /[ Vysokyy Zamok. 30.04. URL:
https://glavcom.ua/country/culture/vladislav-trojickiy-meni-kazali-shcho-ya-ne-znayu-not-a-z-teatru-
hochu-zrobiti-budinok-rozpusti-493621.html (access: 7.04.2021). [TyHik KO. Bnagucnas Tpoiubkuii:
MeHi ka3anu, Lo s He 3Hal0 HOT, a 3 TeaTpy Xo4y 3pobuTK BYANHOK PO3MyCTH]

264. U Kharkovi proyshov mizhnarodnyy marafon, (2019). Kharkivs'ka mis'ka rada.
[renewed] 14.04. URL: https://www.city.kharkov.ua/uk/news/u-kharkovi-proyshov-mizhnarodniy-
marafon-onovieno-41435.html (access: 7.04.2021). [Y XapkoBi NnponLIoB MiXKHapogHuin mapadoH
(oHOBNEHO)]

265. U Kharkovi studenty zaspivaly movoyu zhestiv. Zvorushlyve video, (2019).
Obozrevatel'. 26.10. URL : https://shkola.obozrevatel.com/ukr/news/u-harkovi-studenti-zaspivali-
movoyu-zhestiv-zvorushlive-video.htm (access: 7.04.2021). [Y XapkoBi CTygeHTU 3acnisanv MOBOKO
XecTiB. 3BOpyLunMBe Bigeo]

266. U Kharkovi vidbudet'sya festyval' dostupnosti «InklyuziON», (2016). Spravzhnya
varta. 7.09. URL : http://varta.kharkov.ua/news/city/1116431 (access: 7.04.2021). [Y Xapkosi
BinOynetbca dhectmBanb JOCTYNHOCTI «IHKNHO3IONY]

267. U Kyyevi z Arky druzhby narodiv prybraly «veselku», (2017). UNIAN. 17.05. URL :
https://www.unian.ua/kyiv/1927819-u-kievi-z-arki-drujbi-narodiv-pribrali-veselku.html (access:
7.04.2021). [Y Kuesi 3 Apku apyk0bu Hapogis npnbpanu «Becenky»]

268. U ramkakh festyvalyu «Inklyuzion» proyshov kvest dostupnosti, (2016). Hromads'ke
Kharkiv. 15.09 URL : https://www.youtube.com/watch?v=ukw2INJxp1Q (access: 7.04.2021). [Y
pamkax decTmBanto «IHKM3iOH» NPONLLIOB KBECT AOCTYMNHOCTI]

269. U seredmisti Kharkova prosto neba sotnya lyudey zaspivaly pisnyu, perekladenu
zhestovoyu movoyu, (2019). TSN. 2019. 26.09. URL : https://tsn.ua/video/video-novini/u-seredmisti-
harkova-prosto-neba-sotni-lyudey-zaspivali-pisnyu-perekladenu-zhestovoyu-movoyu.html
(access: 19.09.2020). [Y cepegmicti XapkoBa npocto Heba COTHs nogen 3acniBanu MicHIo,
nepeknageHy >XeCToBO MOBOIO]

270. Ukraine is ready to Celebrate Diversity in 2017, (2017). // Eurovision. 2017. 30.01 URL
. https://eurovision.tv/story/ukraine-is-ready-to-celebrate-diversity-in-2017 (access: 7.04.2021).

271. Ukrayina obrala slogan ta logotyp Evrobachennya-2017, (2017). Ukrinform. 30.01.
URL: https://www.ukrinform.ua/rubric-eurovision/2166160-ukraina-obrala-slogan-ta-logotip-
evrobacenna2017.html (access: 7.04.2021). [YkpaiHa obpana crnoraH Ta norotun €spobadyeHHs-
2017]

272. Ukrayins'ka pravda, (2000). URL : https://www.pravda.com.ua/ (access: 7.04.2021).
[YkpaiHcbka npasaa)



194

273. Ukrayins'kyy tsentr suspil'nykh danykh, (2019). Statystychnyy analiz sudovykh rishen'
shchodo zaborony myrnykh zibran' 2006—-2018. URL : https://socialdata.org.ua/4506-2/ (access:
17.04.2020). [CTaTUCTUYHUIN aHani3 CyAoBUX pileHb Woa0 3ab0poHn MUpHMX 3ibpaHb 2006—2018]

274. Uryadovyy portal, (2015). Hromadske mistse: de neobkhidno nosyty masku. 13.04.
URL : https://www.kmu.gov.ua/news/gromadske-misce-de-neobhidno-nositi-masku  (access:
7.04.2021). [Fpomagcbke micue: Ae HeobXiAHO HOCUTU Macky]

275. 'V Khar'kove sostoitsya festyval' dostupnosty «InklyuzyON»., (2016). 057. 7.09. URL

https://www.057.ua/news/1358839/v-harkove-sostoitsa-festival-dostupnosti-inkluzi-on
(access 7.04.2021). [B XapbkoBe coctoutcsa dectmBasnb 4OCTYNHOCTU «HKM03MON»]

276. Veduchi Evrobachennya-2017, (2017). UA-pershyy. UA-nepwwuin. 27.02. URL :
https://tv.suspilne.media/news/channel/87944 (access: 7.04.2021). [Beay4i €BpobaveHHn-2017]

277. Vertep-fest, (2021). Vertep-fest. URL : https://vertepfest.com/history-2/. URL :
https://vertepfest.com/history-2/ (data zvernennya: 7.04.2021). [BepTten-decT]

278. Vid ploshchi Svobody do stadionu marshem proyshly ubolival'nyky, (2012). Telekanal
Simon. 18.10. URL : https://www.youtube.com/watch?v=2flm_uTIWqc (access: 7.04.2021). [Bia
nnowi Ceoboan oo ctagioHy MapLiem NporLwnun yoonisanbHWKK]

279. Vsya vlada radam, (1989). Leninska zmina. Kharkiv Regional Komsomol Committee.
29.04. [Bca Bnaga pagam]

280. Vybory 89, (1989). Leninska zmina. Kharkiv Regional Komsomol Committee. 25.03.
[Bubopwu 89]

281. Yak stvoryty publichnu podiyu, (2017). Hromads'kyy prostir. 20.12. URL
https://www.prostir.ua/?kb=yak-stvoryty-poadiyu-porady-vid-kariny-manzhaj. (access: 7.04.2021).
[Ax cTBopuTK NyBnivHy nogito]

282. Yakovenko K., (2010). Zakadrovyy smikh kul'tury. Ukrayins'ki myttsi — pro
vzayemodiyu kul'tury ta telebachennya. Den'. 30.07. URL :
https://day.kyiv.ua/uk/article/media/zakadroviy-smih-kulturi (access: 7.04.2021). [AxoBeHko K.
3akagpoBuii CMiX KyTnbTypu. YKpaiHCbKi MUTLI — NPO B3aEMOAII0 KynbTypu Ta TenebaveHHs]

283. Zarady Euro-2012 z tsentral'noyi ploshchi Kharkova prybraly Lenina, (2018). TSN.
17.10. [video]. URL : https://tsn.ua/ukrayina/radi-evro-2012-s-centralnoy (access: 7.04.2021).
[Bapagu €Bp0o-2012 3 ueHTpanbHOI NnoLi XapkoBa npmbpanu JleHina)

284. Zhinochi marshi, (2018). TSN. 8.03. URL
https://www.youtube.com/watch?v=IMPESSEez-o (access: 7.04.2021). PKiHoui mapLui |

285. Zisvyatom 8 bereznya: shcho pobazhaty druzhyni, mami, sestri i babusi, (2018). 24tv
8.03. URL :
https://24tv.ua/lifestyle/privitannya_z_8 bereznya_mami_babusi_druzhini_ukrayinskoyu_movoyu
z_8 bereznya n934923 (access: 7.04.2021). [3i cBaTom 8 BepesHs: Wwo nobaxaTn OPYXKUHI, Mami,
cecTpi i 6abyci]

286. Zvonyts'kyy E., (1989). Shok moda. Leninska zmina. 1.04. [3BoHunubkun E. Lok
mMoAaal]



195

ANNEXES
ANNEX A
Tables showing the theoretical
results of the author's study of public events
Table A.1.1
Four ontological features of a public event as socially significant
multimodal convergent message.

(according to the results of the author's research)

Ne 3/n Feature Description
1 Changing socio- Public event initiates joint action of
cultural context communication agents in order to

redistribute positions, distances and roles in
society, transforms socio-cultural relations

2 Structuring time The public event outlines the situation with
its starting and final conditions, divides the
perception of reality into what happened
before, during and after the event

3 Performativity, or A public event as a public performance
the ability to be a combines the subject and performative
public performance | interaction, creates its own field of
communication, "stitches" the spaces of
social reality and media reality

4 Discovery of a new A public event becomes a source for media
discourse in the interpretations, creates new concepts,
media nominates new leaders, opens new topics,

generates new media texts and serves as an
alternative media
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Models of symbolic investment agents

Table A.3.1

in discovering the discourse of public events in media

(according to the results of the author's research)

Model

Value

Interaction

Initiators

Intentions of

initiators

Propaganda

Idea or

Ideology

Demonstrative

Agents of

Power

To impose or
support an agenda
to recognize the
gravity of
initiators in

society

Consumer

Product

Interactive

Agents of
Media

To promote the
product for the
personal benefit

of the initiator (s)

Activist

Human

Arbitrary

Agents of
Public

To disseminate
important
information for
society to
actualize social

problems

Hybrid

of public event

Depends on the initiative of communication agents in the field
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Table A.3.2

The procedure for decoding the value of a public event message

by semantic markers

according to Alain Badiou's theory of four true procedures

(according to the results of the author's research)

Semantic Decoding questions Tools and
markers methods of
analysis
Politics What political, economic, socio-cultural, PEST model
(Context) technological, environmental and legislative
factors determine the correlations of agents
in the social field of a public event?
Poem (Idea) | What is the significance of the value Structurally-
proposition of a public event? semantic analysis
What means of expression do the initiators
use to represent this meaning?
What space do the initiators choose to
perform performative interaction?
Matheo What message packing tools do senders and PERMA model,
(Tools) translators use? frame analysis
How are the conditions for the perception of a
public event message constructed?
What frames of perception are the reactions
of recipients related to (individual, family,
social, professional, national, etc.)?
Love How can we characterize the ways of Content analysis,

(Reactions)

interaction of agents of the communication
field of a public event before, during and after
its implementation (demonstrative-
demonstrative, interactive-game, arbitary or
mixed)?

semiotic analysis,
mixed DATA
analysis
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ANNEX B

BNA Survey for Comparative Analysis of Media Representations of Public Events *

DATE

Name

The participant of the survey should choose a public event on cultural issues
and analyze the data of its media representations in accordance with the three
temporal dimensions of the development of its media discourse:

1) before its implementation (before-message) - announcing a public event on
media resources (press releases, invitations, information letters, etc.);

2) during its implementation (now-message) - media representation of a public
event directly "in real time" of its implementation (direct inclusions from the place of
performative interaction, broadcast of the event, reports, streams in traditional
media, social networks, etc.);

3) after its implementation (after-message) - retrospective interpretations of
the public event (post-shootings, reports, analytical articles, etc.).

Note that at all three stages of development of public event discourse: before,
during and after its implementation - can be considered such types of media
representations of public events as interviews, blog posts, thematic sites, TV shows,

panel discussions, networking meetings and etc.

* The provided questionnaire is the result of clarification and generalization of the original
guestionnaire, according to which the author conducted a study of 50 Ukrainian local public events
on cultural issues in 2017-2019 (Kyiv, Kharkiv, Odessa), presented in the publication: Zinenko O. D.,
(2018). Publichni podiyi yak instrument mediaosvity, Natsional'na rozmova: rozvytok
mediahramotnosti v Ukrayini, Shosta mizhnarodna naukovo-metodychna konferentsiya z
mediaosvity ta mediahramotnosti. Kyyiv, 20-21 kvitnya 2018. Kyyiv, Tsentr vil'noyi presy,
Akademiya ukrayins'koyi presy, p. 16—26. [3iHeHKo O. . [y6niuHi noaii sk iHCTpyMeHT megiaocsiTu].
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Preparatory stage

1 Provide source information about the public event:

- Name

- Date, time and place

- Initiators (organizers)

- Number of visitors

- The purpose of the initiators

2 Answer the questions:

- Why did you choose this public event on cultural issues for analysis?

- Were you a witness or organizer of this public event on cultural issues? If so,
indicate your role in organizing the event.

- Did you know anything about the topic of this event before?

Stage one: analysis of the before-message
1 Provide the text of the before-message of the public event with a link to the
resource on which it is located.
2 Answer the questions:
- Is there information in the announcement about the date, place and time of the
event; appeal to target audiences; information about the purpose and tasks of the
initiators of the event; new information for you on the subject of the event? (add
examples if necessary)
- What is the informational reason in the before-message?
- Why do you think the organizers chose this resource to place an announcement

about this public event on cultural issues?
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Stage two: analysis of the now-message

1 Provide the text of the now-message of the public event with a link to the
resource on which it is located.

2 Determine the type of media resource on which the now-message of a
public event on cultural issues is posted (website of a TV or radio channel, news
portal, blog, page on social networks, private resource of organizers, etc.).

3 Answer the questions:

- Does the author adhere to the publication of journalistic standards
(efficiency, reliability, impartiality, separation of facts from comments, accuracy,
completeness of information)?

- Does what the author of the report says correspond to the information
about the public event stated in the before-message?

- Why did you choose this publication for analysis and are there materials
from other sources that would cover this event? If available, provide at least two

links.

Stage three: after-message analysis

1 Provide the text of the post-announcement of the public event with a link to
the resource on which it is located.

2 Evaluate the correctness of the author's presentation of information about
the event (accuracy of data - dates, addresses, names of institutions, names and
surnames of speakers, participants, organizers, etc.).

3 Indicate whether there were interpretations of the significance of the public

event in the after-messages? If so, which ones.
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Final stage: conclusions

1 Compare the texts of the before-, now- and after-messages of the public
event.

2 Please draw conclusions about the dissemination of information before,
during and after the event and answer the following questions:

- Have the goals of the initiators been achieved?

- What are the pros and cons of using those resources that contain
information about a public event on cultural issues?

- Are there signs of emotional presentation of the material (vocabulary, facial
expressions, actions, etc.) in the before-, now- and after-messages about the public
event? If there are examples of emotional assessment of events in the text of the
publication, give examples.

- Who are the stakeholders in the implementation of the public event?

- What is the significance of the reactions of the participants of the event?

- What are the effects of the event on different target audiences, what are the
interpretations of the message, etc.?

- Why can your chosen cultural event be considered a public event?
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ANNEX C
Database of author's research on discourse of public events in the modern

Ukrainian media space (2016-2021)

1. Data set with Materials of the BNA-questionnaires of 50 Ukrainian local
public events on cultural issues in 2017-2019 (Kyiv, Kharkiv, Odessa), collected by the
author using the BNA-survey. URL:
https://drive.google.com/drive/folders/1lhkbc7tk8ZmuOpoyeDNksl-ki2SsVNBF? Usp
= sharing.

2. Data set with material for analysis of media representations of the
Eurovision-2017 case, collected by the author in open sources. URL:
https://drive.google.com/drive/folders/1atXue5tr5kFZzIDalLVILTwwqg3CMwqoN?us
p=sharing.

3. Data set with materials for analysis of the InclusionON festival, collected for
participant observation during 2016-20109. URL:
https://drive.google.com/drive/folders/11ghKdI73Xzo5cgVxolBWSANNCGLSzsl.

4. Photocopies of journalistic materials about the public events of 1989 in the
city of Kharkiv, published in the newspaper Leninskaya Zmina. URL:
https://drive.google.com/drive/folders/1ngFqQfRkhOW;ji3225Y984wtIVvhWfGKF?us

p=sharing.



