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Abstract. The ongoing transformations in the structure and essential content of the information space, driven by the
global penetration of information and communication technologies, underscore the importance of examining the
fundamental characteristics of media culture. The article aim was to determine the key characteristics and features of
media culture in the information space of small towns. The research methodology involved applying qualitative and
quantitative analysis of empirical results using the arithmetic mean and cluster analysis. To implement the study, the
following tasks were performed: developing a relevant questionnaire; surveying residents of small towns to identify
the features of their media culture; and processing the obtained results. Within the framework of the study, ten main
parameters that determine media culture were identified. The calculation of the arithmetic mean showed that the
most important role for residents of small towns is played by the presence of communicative knowledge, skills, and
abilities, the peculiarities of the influence of media content on the emotional sphere, as well as interest in consuming
media content. Also significant are the influence of media content on the intellectual sphere and the accessibility of
media content consumption. Less relevant are the thematic diversity of media content, audience reach, generation of
own content, creating feedback on consumed media content, and interaction with other consumers of media content.
The application of cluster analysis revealed that residents of small towns can be divided into three clusters, where
the first (62%) is characterised by an above-average level of media culture, and the two others (16% and 22%) — by
a below-average level. The difference between the representatives of the second and third clusters lies in the fact
that the representatives of the second cluster consciously limit the information flow of media content, while the
representatives of the third cluster lack sufficient opportunities to exist in the information space. Thus, approximately
two-thirds of the respondents crossed the mark of the average level of media culture, and approximately one-third
did not reach it. The practical value of the work lies in the possibility of using the obtained data for planning and
implementing socio-cultural activities to develop the information space of small towns
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# Introduction

The constant qualitative and quantitative changes in the
information space, driven by the development and glo-
balisation of information and communication technolo-
gies, necessitate a focus on the concept and essence of
media culture. This allows, firstly, to promptly track cur-
rent media trends and, secondly, to forecast prospective
directions of their development. An analysis of available
scientific sources reveals that, for the most part, the dis-
cussion centres around the information space and me-
dia culture as a whole, without regional specification.
Meanwhile, media culture in the information space of
small towns has specific features compared to large cit-
ies. Identifying these characteristics will allow for a bet-
ter understanding and outlining of the corresponding
essential attributes. In the context of this study, articles
dedicated to two fundamentally important concepts —
“media culture” and "information space” — are of par-
ticular relevance.

Research into media culture is characterised by its
diversity. For instance, Ye. Hrynyk (2023) examines the
issue of media culture in a pedagogical context. The au-
thor notes that during the transition of society to the
information age, it is necessary to prepare educators to
quickly process and perceive large volumes of informa-
tion, and to master modern technical and media tools,
methods, and technologies for working with information
resources. A modern educator must actively operate in
the information environment, utilise the latest achieve-
ments of information and communication technologies
in professional activities, and possess media literacy
skills. It is indicated that the formation of media cul-
ture in future educators involves acquiring pedagogical
knowledge about the process of teaching and educat-
ing a person through the application of media tools. The
phenomenon of media culture is realised through media
education activities.

I. Lomachinska & B. Lomachinskyi (2022) analyse
media culture in a socio-philosophical context. The
authors reveal the primary functions of media culture:
informational, communicative, ideological, norma-
tive-legal, motivational, integrative, culture-forming,
and myth-creating. They emphasise the fundamental
difference between media culture and traditional cul-
tures — its level of technical equipment, which allows
for the replication of media culture products to virtually
the entire human race, acting as a regulator of mass
consciousness. The specificity of media culture is de-
termined by its semiotic nature and the technical ca-
pabilities of its means of realisation — high information
capacity, ease and persuasiveness of perception, speed
of dissemination of information messages, mass appeal,
and accessibility. M. Lysyniuk & O. Holoborodko (2020)
examined media culture within a cultural studies context.
The authors investigated the dialectic of interaction and
mutual influence between media culture as a phenom-
enon of the information society and the processes of

informatisation at the beginning of the 21t century. The
article determines that the core of all media culture is
screen and audiovisual culture, which often compete
with each other. At the same time, media culture as a so-
ciocultural phenomenon can be interpreted in a broad (a
social environment that actively communicates through
symbolic exchange) and narrow (a mechanism of cultural
activity that is actively manifested in every cognitive act)
understanding. The functions of media culture are iden-
tified as informative, communicative, normative, relax-
ation, creative, integrative, and intermediary. The inter-
connection of media culture with culture in its traditional
understanding is demonstrated, as well as the connec-
tion and interdependence with other systems of reality.

T. Uvarova (2022) also examines media culture from a
cultural studies perspective. The author notes that under
the influence of scientific and technological innovations,
media culture is emerging as a multifunctional type of
culture in the modern era. Media trends are identified
as cultural trends that influence the state of culture and
produce qualitatively different forms of its functioning. It
is emphasised that new media, as a new type of commu-
nication formed by digital technologies, plays a special
role in cultural transformations. Social media, as a set
of internet services — search engines, messengers, blogs,
data exchange services, databases, news websites, and
social networks — are singled out and analysed.

Research into the information space is also diverse.
V.M. Danich & S.M. Shevchenko (2023) analyse the in-
formation space in the context of defining its essential
features and components. The authors note that the
concept of the information space is multifaceted and
multidimensional. Identifying the components and pa-
rameters of the information space, the mutual arrange-
ment of existing information spaces, and their place in
the global information space will contribute to the solu-
tion of many practical problems — from business tasks
to conducting political information campaigns. For the
average user, the described mechanism for creating a
personal information space and the factors that influ-
ence the formation and adjustment of the information
space are important (Imanbayeva, 2020).

Ya.l. Chmyr (2020) characterises the information
space within the context of information security. The
author substantiates the interconnection between a
state’s information security and its corresponding level
of information culture, which determines the country's
place and role in the global information space, allows
for the timely detection and neutralisation of threats and
risks of negative influence from harmful content within
the national and global information space, ensures the
satisfaction of the information needs of individuals and
society, realises the national interests of the state in the
global information space, and enables effective protec-
tion of the national information space and the state’s
information sovereignty.
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I.R. Bodnar (2021) examines the information space
as a prerequisite for Ukraine's integration into the in-
formation society within a broader European context.
Meanwhile, the national information space is under-
going a new phase of development, where some sec-
tors (such as print media and archives) are experiencing
declining trends, while others (the Internet and mobile
communications) are demonstrating high growth rates.
The author emphasises the need to create a compre-
hensive and effective state protectionist policy, which
should be based on the development of relevant indus-
tries and ensure their sustainable growth.

O. Frolova & V. Chekmarova (2022) adopted a similar
approach in their analysis of the information space. The
authors conducted a SWOT analysis of the current state
of the Ukrainian information space. The study includes
a list of potential directions for improving the organisa-
tional and legal parameters of the Ukrainian information
space to accelerate the process of integration and ad-
aptation. The authors propose potential directions for
improving the legislative regulation of specific aspects
of the information space’s functioning.

O. Lopuha (2022) characterises the information
space in a philosophical context. The author concludes
that, on the whole, the information space has a signifi-
cant impact on individuals, especially young people who
are in the process of forming their identities. The soci-
ocultural changes occurring in society demonstrate that
humanity is on the verge of a transition to a qualitatively
new stage of modern development, where the impera-
tives in the sociocultural sphere are the intrinsic value of
the individual, tolerance, pluralism, and so on.

Thus, a review of scientific publications reveals that,
at the theoretical and methodological level, the concepts
and characteristics of media culture and the information
space have been elucidated. However, no research ded-
icated to the issues of media culture in the information
space of small towns has been found. This gap enables a
shift from theoretical modelling and generalisation to the
examination and analysis of the specific semantic content
of media culture in the information space of a small town.
The aforementioned allows for the formulation of the aim
ofthearticle: to identify the key characteristics and features
of media culture in the information space of small towns.

# Materials and Methods

The conduct of the research entails the completion of the
following tasks: 1) the development of a suitable ques-
tionnaire; 2) surveying residents in small towns to ascer-
tain the characteristics of their media culture; and 3) pro-
cessing the obtained results. All statistical calculations
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N

(arithmetic mean, cluster analysis) were carried out using
Statistica 10.0 software.

Based on the identified parameters of media culture,
a questionnaire was developed for residents of small
towns. Respondents were asked to indicate their own
level for each of these parameters:

1) Information needs (level of interest in consuming
media content);

2) Information opportunities (level of accessibility to
consuming media content);

3) Thematic coverage (level of thematic diversity of
media content);

4) Cognitive effectiveness (level of influence of me-
dia content on the intellectual sphere);

5) Emotional effectiveness (level of influence of me-
dia content on the emotional sphere);

6) Feedback (level of generating a response to con-
sumed media content);

7) Authorial productivity (level of generating one's
own media content);

8) Audience reach (level of audience coverage);

9) Communicative competence (level of commu-
nicative knowledge, skills, and abilities);

10) Connection establishment (level of effectiveness
of interaction with other consumers of media content).

In total, 100 respondents participated in the empirical
study, 50 of whom answered the questions using Google
Forms, and 50 in an oral format. 56 respondents were
women, and 44 were men. 34 respondents were aged 18-
30,41 were aged 31-45, and 25 were aged 46-60. All study
participants were informed of the research conditions.
They provided consent for the processing of personal
data and the information they provided under conditions
of confidentiality. The study was conducted following the
Declaration of Helsinki (1964). For ease of presentation
and statistical analysis, 1indicates alow level of expression,
2 indicates a medium level, and 3 indicates a high level.

# Results and Discussion

The analysis of the theoretical and methodological
framework of the research facilitated the formulation
of a definition of media culture within the information-
al space of small towns. This is understood as a system
of informational and communicative values and com-
petencies possessed by individuals in the consumption
and creation of media products, which is realised within
the chronotope of a small town. The conducted survey
provided empirical data to elucidate the key characteris-
tics and features of the respondents’ media culture. The
results of the survey involving 30 out of 100 respondents
are presented in tabular form (Table 1).

Table 1. Results of a survey of small-town residents to identify key characteristics and features of media culture

No Parameters
: IN 10 TC CE EE FB AP AR CcC CE
1 3 3 2 2 3 2 2 2 3 2
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Continued Table 1.

Parameters

No. IN 10 TC CE EE FB AP AR CcC CE
2 2 1 2 2 1 1 1 1 2 1
3 1 2 1 1 2 2 1 2 1 1
4 3 2 2 3 3 2 1 2 2 1
5 2 3 2 2 1 2 3 3 2 2
6 1 1 1 1 1 1 1 1 1 1
7 3 3 2 2 3 2 2 2 3 2
8 2 2 1 2 3 3 2 1 2 1
9 2 2 1 1 1 2 1 2 2 2
10 3 3 3 3 3 3 3 3 3 3
11 3 2 3 2 3 2 3 2 3 2
12 3 2 3 3 2 2 2 2 3 2
13 2 2 2 2 2 2 2 2 2 2
14 1 2 1 2 2 1 1 2 2 1
15 2 1 1 2 2 1 2 1 1 2
16 3 2 2 3 3 2 1 2 2 1
17 2 2 3 3 2 3 3 2 3 3
18 3 3 2 2 3 2 2 2 3 2
19 2 1 2 1 2 1 2 1 2 1
20 2 3 2 2 3 1 2 1 3 1
21 2 1 2 2 1 1 1 1 2 1
22 1 3 1 2 1 2 1 3 1 3
23 2 2 1 3 3 1 1 1 3 1
24 2 3 2 2 1 2 3 3 2 2
25 3 2 3 2 3 2 3 2 3 2
26 1 2 1 1 2 2 1 2 1 1
27 3 2 1 2 3 1 1 3 2 2
28 1 1 1 1 1 1 1 1 1 1
29 3 3 3 2 2 2 3 3 3 3
30 2 2 2 2 2 2 2 2 2 2

Note: IN — informational needs; 10 — informational opportunities; TC — thematic coverage; CE — cognitive effectiveness; EE -
emotional effectiveness; FB — feedback; AP — authorial productivity; AR — audience reach; CC — communicative competence;

CE - connection establishment.

Source: authors’ development

The results obtained represent the first data of this
kind. The analysis revealed that for the parameter “infor-
mation needs”, a low level was characteristic of 20% of
respondents, medium — 47%, and high — 33%.

For the parameter “information opportunities”, a
low level was demonstrated by 18% of respondents, me-
dium - 57%, and high — 25%.

For the parameter "thematic coverage”, a low level
was recorded in 38% of respondents, medium — in 35%,
and high —in 27%.

For the parameter “cognitive effectiveness”, a low
level was shown by 18% of respondents, medium — 56%,
and high — 26%.

For the parameter “emotional effectiveness”, a low
level was found in 24% of respondents, medium - in
36%, high - in 40%.

For the parameter "feedback”, a low level was re-
corded in 36% of respondents, medium — in 51%, and
high —in 13%.

For the parameter “authorial productivity”, low and
medium levels were shown by 39% of respondents each,
a high level — by 22%.

For the parameter "audience reach”, a low level was
demonstrated by 35% of respondents, medium — 44%,
and high - 21%.

For the parameter “communicative competence”, a
low level was characteristic of 16% of respondents, me-
dium — for 44%, and high — for 40%.

For the parameter “connection establishment”, a
low level was found in 40% of respondents, medium —in
44%, and high —in 16%.

Calculations of the arithmetic mean indicated that, in
descending order of significance, the key characteristics
and features of media culture among residents of small
towns are arranged as follows: “communicative compe-
tence” (2.24); "emotional effectiveness” (2.16); "informa-
tion needs” (2.13); “cognitive effectiveness” (2.08); “infor-
mation opportunities” (2.07); "thematic coverage” (1.89);
"audience reach” (1.86); "authorial productivity” (1.83);
“feedback” (1.77); "connection establishment” (1.76).
Thus, the most significant for residents of small towns
is the presence of communicative knowledge, skills, and
abilities, the peculiarities of the influence of media content
on the emotional sphere, as well as interest in consuming
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media content. In addition, an important role is played
by the influence of media content on the intellectual
sphere and the accessibility of consuming media content.
To a lesser extent, thematic diversity of media content,
audience reach, generating one’s own content, creating
feedback on consumed media content, and interaction
with other consumers of media content are expressed.

To identify the key characteristics and features of
media culture among the population of small towns, a
cluster analysis was conducted (Table 2, Fig. 1). This ap-
proach enables the differentiation of respondents into
more or less homogeneous groups, as the arithmetic
mean, while indicating general trends, does not always
accurately reflect the situation of an individual.

Table 2. Results of the cluster analysis of key characteristics
and features of media culture among residents of small towns

No. Parameters Cluster 1 Cluster 2 Cluster 3
1 Information needs 2.532258 1.250000 1.636364
2 Information opportunities 2.354839 2.187500 1.181818
3 Thematic coverage 2.145161 1.000000 1.818182
4 Cogpnitive effectiveness 2.419355 1.437500 1.590909
5 Emotional effectiveness 2.580645 1.562500 1.409091
6 Feedback 1.983871 1.750000 1.181818
7 Authorial productivity 2.129032 1.000000 1.590909
8 Audience reach 2.080645 2.187500 1.000000
9 Communicative competence 2.645161 1.500000 1.636364
10 Connection establishment 1.935484 1.625000 1.363636

Source: authors' development
35
2 -©- Cluster 1
C
é 30 -E- Cluster 2
§ 2.5 ~—Cluster 3
220
©
5 1.5
Q
E 10
c
2 05
'_
0.0 IN_ 10 TC CE EE FB AP AR CC CE

Parameters

Figure 1. Results of cluster analysis of key characteristics and features of media culture in small towns
Note: 1 — informational needs; 2 — informational opportunities; 3 — thematic coverage; 4 — cognitive effectiveness; 5 —
emotional effectiveness; 6 — feedback; 7 — authorial productivity; 8 — audience reach; 9 — communicative competence; 10 -

connection establishment
Source: authors’ development

The first cluster encompasses 62% of respondents
(Table 3). The research revealed that these respondents
have developed information needs and opportunities,
and are interested in consuming content that is fairly
broad in thematic scope. Their level of cognitive effec-
tiveness in consuming media content is above average,
and their emotional effectiveness is high. Representa-

tives of the first cluster periodically generate feedback
on the perceived content, while focusing on a moder-
ately wide audience. They are characterised by develop-
ing communication skills, which allow them to generally
successfully establish connections with other consumers
of media content. Based on the analysis, the overall level
of their media culture can be assessed as above average.

Table 3. Descriptive statistics for the first cluster

No. Parameters Mean Standard deviation Variance
1 Information needs 2.532258 0.503032 0.253041
2 Information opportunities 2.354839 0.482370 0.232681
3 Thematic coverage 2.145161 0.764945 0.585140
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Continued Table 3.

No. Parameters Mean Standard deviation Variance
4 Cognitive effectiveness 2.419355 0.497482 0.247488
5 Emotional effectiveness 2.580645 0.615334 0.378636
6 Feedback 1.983871 0.665100 0.442359
7 Authorial productivity 2.129032 0.757127 0.573242
8 Audience reach 2.080645 0.708228 0.501586
9 Communicative competence 2.645161 0.482370 0.232681
10 Connection establishment 1.935484 0.698264 0.487573

Source: authors’ development

The second cluster comprises 16% of respondents
(Table 4). They are characterised by relatively low in-
formation needs and a moderate level of information
opportunities. A distinctive feature of members of this
cluster is a narrow thematic focus, oriented towards a
limited flow of information. Overall, they do not demon-
strate pronounced cognitive or emotional effectiveness.

It can be assumed that for this group of respondents,
media consumption is not purposeful but rather inci-
dental, a secondary process. They are not inclined to
generate their own content, but there is a certain circle
of people with whom they discuss what they have read,
heard, or seen. Based on the research, the overall level
of their media culture can be assessed as below average.

Table 4. Descriptive statistics for the second cluster

No. Parameters Mean Standard deviation Variance
1 Information needs 1.250000 0.447214 0.200000
2 Information opportunities 2.187500 0.403113 0.162500
3 Thematic coverage 1.000000 0.000000 0.000000
4 Cognitive effectiveness 1.437500 0.512347 0.262500
5 Emotional effectiveness 1.562500 0.512347 0.262500
6 Feedback 1.750000 0447214 0.200000
7 Authorial productivity 1.000000 0.000000 0.000000
8 Audience reach 2.187500 0.403113 0.162500
9 Communicative competence 1.500000 0.516398 0.266667
10 Connection establishment 1.625000 0.806226 0.650000

Source: authors’ development

The third cluster comprises 22% of respondents
(Table 5). They have a moderate level of information
needs but a low level of information opportunities.

Their range of interests is of a moderately average lev-
el, and content consumption yields moderate cognitive
and emotional results.

Table 5. Descriptive statistics for the third cluster

No. Parameters Mean Standard deviation Variance
1 Information needs 1.636364 0.492366 0.242424
2 Information opportunities 1.181818 0.394771 0.155844
3 Thematic coverage 1.818182 0.732664 0.536797
4 Cognitive effectiveness 1.590909 0.503236 0.253247
5 Emotional effectiveness 1.409091 0.503236 0.253247
6 Feedback 1.181818 0.394771 0.155844
7 Authorial productivity 1.590909 0.503236 0.253247
8 Audience reach 1.000000 0.000000 0.000000
9 Communicative competence 1.636364 0.492366 0.242424
10 Connection establishment 1.363636 0.492366 0.242424

Source: authors’ development

The underdeveloped media communication chan-
nels mean that members of the third cluster are una-
ble to express their feedback in the media space, and

therefore their audience is limited to their immediate
circle. They may discuss what they have heard, seen, or
read with close acquaintances, but they do not expect
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broad discussions about the consumed media content.
Thus, the overall level of their media culture can also be
assessed as below average.

Currently, there is a lack of scientific research dedi-
cated to identifying the key characteristics and features
of media culture in the information space of small towns.
Therefore, thefocusremainsondefiningandcharacterising
the concepts of “media culture” and “information space”.

The concept and essential features of media culture
have been the subject of research by numerous authors.
For instance, M. Lysyniuk & O. Holoborodko (2020) in-
vestigated the evolution of the concept of media culture,
analysing various approaches to its interpretation and
identifying the key components of this phenomenon.
The authors emphasise that media culture is a multi-
faceted phenomenon that encompasses technological,
social, and cultural aspects shaping the contemporary
information space. O. Selezniova (2022) focuses on the
structure of media culture, paying attention to its con-
stituent elements and their interconnections. The author
highlights the importance of understanding the interac-
tion between media, audience, and content, which al-
lows for a better understanding of the dynamics of me-
dia culture processes. T. Uvarova (2022) analyses the role
of media culture in contemporary society, emphasising
its significance in shaping public consciousness and cul-
tural identity. The author notes that media culture in-
fluences the way individuals think, behave, and value,
contributing to the creation of shared cultural norms.
Media culture in a professional context is examined by
Ye. Hrynyk (2023), I. Willig (2022), and M. Zaporozh-
chenko (2022). Ye. Hrynyk (2023) explores the impact of
media culture on professional activities, considering it
as a tool for developing professional competencies. The
author emphasises that media culture facilitates the ex-
change of knowledge and skills, which is crucial for pro-
fessional growth and adaptation to changes in the work
environment. . Willig (2022) analyses the role of media
culture in shaping professional ethics and standards of
conduct in various fields. The author notes that media
culture helps to establish ethical norms and professional
standards, which contributes to increased accountabili-
ty and transparency in professional activities. M. Zapor-
ozhchenko (2022) studies media culture as a factor in
increasing the effectiveness of professional communica-
tion and cooperation. The author argues that media cul-
ture promotes the development of communication skills
and improves interaction between colleagues, which is
essential for achieving common goals. The features of
the social aspects of media culture are presented in
the research of authors such as A. Hepp et al. (2015),
J. Hopster (2021), and |. Lomachinska & B. Lomachin-
skyi (2022). A. Hepp et al. (2015) explore media culture
as a factor of social change, focusing on its role in the
processes of globalisation and social mobility. The au-
thor notes that media culture contributes to the expan-
sion of social connections and the exchange of cultural

experiences, which promotes globalisation and the crea-
tion of a new type of social interaction. J. Hopster (2021)
analyses the impact of media culture on social interac-
tion and collective consciousness, considering media
as a means of constructing social realities. The author
emphasises that media play a key role in shaping collec-
tive perceptions and social norms, which influence the
behaviour and interaction of individuals. I. Lomachinska
& B. Lomachinskyi (2022) study the social consequences
of media culture, focusing on its impact on social norms
and values. The authors note that media culture shapes
new social standards and influences the re-evaluation
of traditional values, leading to the transformation of
society. D. Kaplan (2021), L. Meng (2022), and F. So-
bande et al. (2022) analyse media culture within an in-
dividual-personal context. D. Kaplan (2021) examines
media culture as a factor in shaping personal identity,
considering media as a means of self-expression and
self-discovery. The author argues that media culture al-
lows individuals to find and express their uniqueness,
contributing to the development of personal identity.
L. Meng (2022) analyses the impact of media culture
on the psychological state and emotional well-being of
individuals, emphasising the importance of media for
personal development and self-realisation. The author
notes that media can have both positive and negative
effects on psychological well-being, depending on the
content and context of its consumption. F. Sobande et
al. (2022) investigate the relationship between media
culture and personal values, focusing on the role of
media in socialisation and upbringing processes. The
authors emphasise that media culture influences the
formation of value orientations and moral principles
that determine the behaviour and worldview of indi-
viduals. An analysis of the available scientific literature
shows that media culture is interpreted as a sociocul-
tural phenomenon through which interaction occurs
between different subsystems of society. It is based on
the following propositions: the dominant culture of the
information society, which ensures the formation of a
sociocultural worldview; a culture-universe that com-
bines folk, mass, and elite cultures and their varieties;
the message's purpose, which reflects the worldview of
society; a sign of action, which can be directed both at
manipulating public consciousness and at human devel-
opment; a specific way of mastering reality. At the same
time, the content of media culture is revealed through
an understanding of culture and its traditional defini-
tion. The growing role of media culture is explained by
the rapid development of computer, information, net-
work, digital, gaming (and later mobile) technologies
and communications (Matviienkiv et al., 2022).

The concept and essence of the information space
have been the subject of research by scholars such as
I. Kudlai (2020) and I. Vakulyk (2022). I. Kudlai (2020) ex-
amines the structural elements of the information space
and its role in contemporary society, focusing on the
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interaction between information flows and social pro-
cesses. |. Vakulyk (2022) analyses the dynamics of the
development of the information space and its impact on
communication practices, emphasising the significance
of technological innovations. The socio-philosophical
aspects of the information space are analysed by Zh. Im-
anbayeva et al. (2020), A. Kuntsman & E. Miyake (2019),
and O. Lopuha (2022). Zh. Imanbayeva et al. (2020) in-
vestigate ethical and philosophical issues related to the
information space, particularly the problem of informa-
tion freedom. A. Kuntsman & E. Miyake (2019) consid-
er the social consequences of digitalisation and its im-
pact on social relations. O. Lopuha (2022) analyses the
role of the information space in shaping contemporary
public consciousness and cultural identity. O.M. Solod-
ka (2022) explores the issue of regulating the infor-
mation space to ensure national security and stability.
The features of a state's information security are con-
sidered in articles by Ya.l. Chmyr (2020) and S. Globen-
ko (2023). Ya.l. Chmyr (2020) analyses threats to infor-
mation security and methods of neutralising them.
S. Globenko (2023) explores issues of cybersecurity and
the protection of critical information infrastructure. Sev-
eral studies are also devoted to the issue of Ukraine's
integration into the global information space. I.R. Bod-
nar (2021) examines strategic directions for integration
and the challenges faced by Ukraine in this process.
O. Frolova & V. Chekmarova (2022) analyse internation-
al experience and prospects for Ukraine’s cooperation
in the global information environment. The information
space in an economic aspect is considered by V.M. Dan-
ich & S.M. Shevchenko (2023) and I. Yakushko (2022).
V.M. Danich & S.M. Shevchenko (2023) investigate the
impact of information technologies on economic devel-
opment and the efficiency of business processes. I. Yak-
ushko (2022) analyses the role of the information space
in shaping economic policy and developing the digital
economy. An analysis of sources shows that the creation
of new information technologies, and especially their im-
plementation in all spheres of human life, has changed
the communication environment, the social environ-
ment, and led to the restructuring of information hierar-
chies and the information space. The information space
created by telecommunication means neutralises the
limitations of physical space — country borders, oceans,
mountains, but establishes other limitations related to
the security of information itself. Scientific definitions of
the information space are very diverse, but in general,
it includes information and the means of its movement.
Overall, the information space acts as a generalised con-
cept of acquired linguistic experience of humanity based
on objects of the physical world, which can be simply cop-
ied and acquired a new meaning in its ascending form.

In general, the media space can be characterised as
a part of the information space, localised by a corre-
sponding material territory and immaterial sphere, which
conditions the existence and operation of the mass

media (including electronic ones), functions outside
the individual’s inner world, but exerts a direct and in-
direct informational influence on their consciousness.
Researchers agree that this concept is ambiguous and
multifaceted, therefore, there is no single universally ac-
cepted definition. Furthermore, the entire body of exist-
ing research is characterised by its theoretical or theo-
retical-methodological nature, resulting in the originality
of the authorial developments concerning this issue.

# Conclusions

Overall civilisational development, especially in the con-
text of information and communication technologies,
provides a basis for addressing such an important and
relevant concept as media culture. The analysis conduct-
ed has led to the definition of media culture within the
information space of small towns as a system of informa-
tional and communicational values and competencies of
individuals in consuming and creating media products,
realised within the chronotope of a small town. Accord-
ing to the author's classification, the main parameters
characterising media culture can be attributed to the
following: 1) information needs; 2) information oppor-
tunities; 3) thematic coverage; 4) cognitive effectiveness;
5) emotional effectiveness; 6) feedback; 7) authorial pro-
ductivity; 8) audience reach; 9) communicative compe-
tence; 10) connection establishment.

Calculations of the arithmetic mean have shown that
the most significant factors for residents of small towns
are a certain level of communicative knowledge, skills
and abilities, the nature of the influence of media con-
tent on the emotional sphere, and an interest in con-
suming media content. In addition, the influence of me-
dia content on the intellectual sphere and accessibility
of media content consumption plays a significant role.
To a lesser extent, thematic diversity of media content,
audience reach, generation of own content, creation of
feedback on consumed media content and interaction
with other consumers of media content are expressed.

Cluster analysis has demonstrated that the respond-
ents, who represent residents of small towns, can be
conditionally divided into three groups. The first group
(62%) is characterised by an above-average level of me-
dia culture, while the other two (16% and 22%) have a
below-average level. The difference between the second
and third groups lies in the fact that representatives of
the second group consciously limit the flow of media
content, while representatives of the third group do not
have sufficient opportunities to meet their information
needs in the information space. In summary, it can be
concluded that approximately two-thirds of respond-
ents have exceeded the average level of media culture,
while almost one-third have not reached it

From the author’s perspective, the problem of me-
dia culture in the information space of small towns is
an important and promising topic, as a large number of
Ukrainians live in such cities. Further research will help
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l 68 I An analysis of media culture in the information space...

AHanis mepiakynbtypm B iHpopMaLiMHOMY NpoCTOpi Mannx MicT YKpaiHu:
BU3HA4YE€HHS KJIIOYOBUX XapaKTepUCTUK Ta ocobnmBocTen
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AHortauis. MocTiiHi TpaHcdopMaLii CTPYKTYpU i CyTHICHOrO HanoBHEHHS iHPOPMaLLKHOrO NPOCTOpPY, CNPUYMHEHI
rnobanbHUM MPOHUKHEHHAM IHGOPMaLiIMHO-KOMYHiKaLiiHUX TeXHOOTi, 06yMOBAIOIOTb aKTyabHICTb 3BePHEHHSA
[0 3'ACyBaHHA MPUHLUMMNOBUX OCO6AMBOCTEN MegiakynbTypu. MeTa cTaTTi nonsrana y BM3HAYeHHI KIHOYOBUX
XapaKTepucTMK Ta 0CO6MBOCTEN MeAiaKyAbTypw B iHGOPMaLiHOMY NPOCTOPI Maanx MicT. MeToa0/10rif AOCAIAXKEHHS
nepesbayana 3acToCyBaHHA AKICHO-KI/IbKICHOTO aHai3y eMnipuyHMX pe3ybTaTiB 3a AOMOMOroto aprdMeTNUYHOro
CepesHbOrO Ta KAacTepHOro aHanisy. [lna peanisauii 4OCNIAXKEHHA BUKOHAHO Taki 3aBjaHHA, AK: po3pob/eHHs
BiNOBIZHOIO ONUTYBaNbHWKa; 34iIACHEHHS OMUTYBaHHA MeLLKaHLIB Maaux MiCT 411 3'ACyBaHHA 0COBANBOCTEN IXHBOT
MeAiakynbTypu; obpobka OTpUMaHWX pe3y/bTaTiB. B pamkax AOCHiAXEHHS BUAINEHO AeCATb OCHOBHMX NapaMeTpis,
O BU3Ha4atoTb MegiakynbTypy. ObuncieHHs apndmMeTMUHOro cepeAHbOro Nokasano, Lo HaBaXJIMBILLY poJb A
MeLLKaHLiB Maaunx MiCT rpatoTb HasBHICTb KOMYHIKaTUBHWUX 3HaHb, HABMYOK Ta BMiHb, OCOG/IMBOCTI BMN/IMBY MeZinHOro
KOHTEHTY Ha eMoLiiHy chepy, a TakoX 3aLiKaBJeHICTb Y CMOXMBaHHI MeZiMHOro KOHTEHTY. TakoX CyTTEBUMM €
BMIMB MeAIHOIO KOHTEHTY Ha iHTenekTyaabHy cdepy i AOCTYMHICTb CMOXMBaHHA MEeAiIMHOrO KOHTEHTY. MeHLor
aKTyalbHUMW € TeMaTMuHe PI3HOMAHITTA MeJAiIMHOTO KOHTEHTY, OXOMJIEHHS ayAuTopii, reHepyBaHHA BJIACHOTO
KOHTEHTY, CTBOPEHHS BIArYKY Ha CMOXWUTUA HEAIMHWI KOHTEHT Ta B3aEMOZIf 3 iHWMMW CMOXMBayYaMun MezinHoro
KOHTEHTY. 3aCTOCYBaHHsA KNAaCTEPHOTO aHasisy BUABWIO, WO MeLUKaHLi Manoro mMicta MoXyTb OyTu po3nogineHi Ha
TpW knactepu, e nepwuii (62 %) xapakTepusyeTbCsa piBHEM MefiakyabTypu BULLe cepefHboro, Aga iHwi (16 % i
22 %) — piBHEM HMXKUe cepefHboro. Pi3HULA MidXK NpesACTaBHMKaMW APYroro i TpeTbOro KAacTepiB Noasrae B TOMy,
WO NpeACTaBHUKW APYroro knacrepa yCBiJOMAeHO obMexXyroTb IHGOPMaLINHMI MOTIK MeAIHOTO KOHTEHTY, a y
NpeACTaBHWKIB TPETBOrO KjacTepa BiACYTHI JOCTaTHI MOXAMBOCTI AN NoOyTyBaHHA B iHGOPMaLiMHOMY MPOCTOPI.
Taknum UMHOM, MPUBAN3HO ABI TPETUHW PECNOHAEHTIB MepeTHY/M MO3HauKy CepeAHbOro PIBHA MefiakynbTypw,
NPUBAN3HO OfHa TPeTWHa He focAarna ii. NpakTMyHa LiHHICTb POBOTM NONATAE B MOXAMBOCTI 3a1y4YeHHA OTPUMAHUNX
AaHWUX AN NAaHYBaHHA Ta 34iIMCHEHHA COLIOKYNbTYPHMX 3aX0AIB i3 PO3BUTKY IHGOPMALIMHOro MPOCTOPY Maanx MicT

KnrouoBi cnoBa: megiliHiA KOHTEHT, MapameTpu MegiakyabTypy; KOMYHIKaTMBHA KOMMETEHTHICTb; aBTOpCbKa
NPOAYKTUBHICTb; KOTHITUBHA Pe3yAbTaTMBHICTb; eMOLiiHa pe3yNbTaTUBHICTb
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