
Media Consumption
of Russians

Telephone survey of Russia’s citizens (CATI)
26–31 January 2025
1000 respondents
(margin of error at 95% confidence interval doesn’t exceed +/-3,1 for sample in general)



Objective:
To identify the current segmentation of media consumption among residents of Russia: which 
sources and platforms are used, how audiences are distributed across official, independent, and 
opposition channels, and to determine the current level of trust in different media outlets.

Research Tasks:
— Measure the structure of media consumption: sources used (TV, Telegram, YouTube, blogs, 
podcasts, news aggregators, etc.)
— Determine the audience shares oriented toward different types of sources: official, neutral, 
independent, opposition
— Assess the level of trust in each type of source and channel
— Identify the main motivations for using specific platforms (habit, informativeness, 
entertainment value, trust, algorithmic recommendations)
— Segment the audience by patterns of media consumption and by trust channels
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Socio-demographics

13%

12%

8%

10%

16%

41%

Moscow and Saint-Petersburg

Cities with a population of 1 million or
more people

Cities with a population of between 500
000 and 1 million people

Cities with a population of between 250
000 and 500 000 people

Cities with a population of between 50
000 and 250 000 people

Towns with a population of less than 50
000 peoples, urban-type settlements,

villages

59%

41%

Large and medium-sized cities

Small towns, urban-type settlements,
villages

Strata of populated areas
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Socio-demographics

Gender & Age Federal district

45%

55%

15%

29%

25%

31%

Male

Female

18-29 years old

30-44 years old

45-59 years old

60+ years old

6%

19%

20%

11%

7%

8%

11%

5%

9%

4%

Northwestern

Central

Volga

Southern

North Caucasian

Ural

Siberian

Far Eastern

Moscow

St. Petersburg
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Education

Socio-demographics

4%

7%

29%

4%

53%

3%

0,1%

0,2%

40%

60%

0,3%

Basic

Secondary

Vocational

Incomplete higher

Higher

Postgraduate degree

Not sure

Refused to answer

No higher education

With higher education

Not sure / Refused to answer
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Financial situation

Socio-demographics

7%

19%

23%

30%

8%

4%

4,7%

3,6%

49%

43%

8,3%

Not having enough money for buying food

Enough money to buy food but not clothes

Enough money to buy food and clothes

Enough money to buy home appliances

Can buy a car without credit money

Enough money to buy a house, flat etc.

Not sure

Refused to answer

Low-income

High-income

Not sure / Refused to answer
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Total monthly household income
(excluding “Not sure”)

28%

25%

19%

28%

Up to 40,000 RUB

40,000–80,000 RUB

80,000–120,000 RUB

More than 120,000 RUB

Socio-demographics

27%

45%

28%

1 person

2–3 persons

4 persons or more

Household size
(excluding “Not sure”)

Average monthly income per household member 
(excluding “Not sure”)

30%

22%

22%

16%

9%

Up to 20,000 RUB

20,000–35,000 RUB

35,000–60,000 RUB

60,000–100,000 RUB

More than 100,000 RUB
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Socio-demographics

Total monthly household income, RUB 
(excluding “Not sure”)

Mean 120 802 RUB

Average monthly income per household member, RUB 
(excluding “Not sure”)

Mean 54 524 RUB

Total monthly household income, RUB 
(excluding “Not sure”)

Median 80 000 RUB

Average monthly income per household member, RUB 
(excluding “Not sure”)

Median 33 333 RUB



Segmentation
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Segmentation Criteria

1 2Primary (dominant) 
media type «Criticality» Index

Please tell us which information channels you 
usually use.

From which of the following sources do you 
most often receive information about events 
in Russia and around the world?

• Television
• Telegram channels
• Online news media websites
• News aggregators
• VKontakte groups/public pages
• Max
• YouTube
• Radio
• Communication with relatives, friends, 

acquaintances
• Newspapers / magazines
• Odnoklassniki
• WhatsApp
• Instagram*
• RuTube
• TikTok
• X / Twitter
• Facebook*

* owned by Meta, which is recognized as an 
extremist organization in Russia.

The “Criticality” Index measures how critically 
respondents assess media information. It is based on 
practices of verifying information for accuracy and 
seeking out alternative viewpoints.

1. Methods of verifying accuracy
Please tell us which methods of verifying the accuracy of news 
you know.
2. Frequency of verification
Do you personally verify or not verify the accuracy of news?
3. Use of fact-checking websites
Have you heard or not heard about fact-checking websites? 
If yes, do you use them or not?
4. Use of internet censorship circumvention tools
Do you use or not use tools for circumventing internet 
blocking/censorship?

х



Final Segments

35%

25%

25%

15%

Mainstream Hybrids Institutional

Critically Oriented Alternative

1 2

3 4

Mainstream Hybrids Institutional 

Critically Oriented Alternative

Core media: Television (≈99.6%).
Criticality: Low to medium; often select “do 
not know any methods of verifying news 
accuracy.”
VPN usage: ≈5.8% (lowest).
Summary: Rely on habitual, institutional 
channels; verification is not a routine 
practice.

Core media: Online news websites / 
aggregators + social media / video 
platforms / messengers (mixed media 
strategy without Television or Telegram as 
the core).
Criticality: Low to medium.
VPN usage: ≈13.5% (moderate).
Summary: A broad, situational mix of 
sources without a stable verification 
routine.

Core media: Telegram (≈99.4%).
Criticality: Medium to low (high criticality 
shifts to the Critically Oriented segment).
VPN usage: ≈23.9% (above average).
Summary: Telegram as the primary news 
source; oriented toward speed and 
convenience; a substantial share uses 
circumvention tools.

Core media: Not defined by a single 
channel — characterized by high criticality 
across different media strategies (more 
frequently Telegram + online news 
websites).
VPN usage: ≈56.1% (highest).
Verification practice: “Always / almost 
always verify” ≈31.9% (close to zero in other 
segments).
Summary: Systematic control of information 
accuracy; more likely than others to cross-
check sources.



Aggregated Segments

60%

40%

Institutional + Mainstream Hybrids

Critically Oriented + Alternative

Institutional (~25%) + 
Mainstream Hybrids (~35%)

• потребляют мейнстримные источники (телевидение, 
агрегаторы, соцсети),

• не демонстрируют высокой критичности,
• редко проверяют информацию системно,
• почти не используют средства обхода блокировок (VPN).

1
60%

2
40%

Critically Oriented (~25%) + 
Alternative (~15%)

• чаще используют Telegram и онлайн-СМИ,
• чаще проверяют информацию,
• чаще используют VPN,
• в целом дистанцируются от институциональных 

каналов.

Overall, around 60% of the audience are oriented toward 
mainstream information sources and do not demonstrate stable 
practices of critical news verification, while roughly 40% consume 
information via non-mainstream channels and more often show a 
critical stance toward sources.

The segmentation reflects media strategies rather than 
political positions: the key differences relate to trust in 
mainstream sources and the degree of critical filtering 
of information.!
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Aggregated Segments
By settlement type, gender, age, 

education level, and income

34

36

34

36

33

41

36

29

37

34

35

33

18

37

21

29

4

8

26

52

36

18

31

17

30

17

32

19

37

30

24

14

15

31

21

32

18

10

13

16

26

21

14

5

12

17

13

18

Large and medium-sized cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Mainstream Hybrids Institutional Critically Oriented Alternative

By average monthly income per household member 
and total monthly household income

43

29

36

29

20

36

43

27

28

36

34

23

13

5

47

22

21

12

13

24

25

43

54

12

21

38

40

8

14

16

15

20

5

15

15

20

Up to 20,000 RUB

20,000–35,000 RUB

35,000–60,000 RUB

60,000–100,000 RUB

More than 100,000 RUB

Up to 40,000 RUB

40,000–80,000 RUB

80,000–120,000 RUB

More than 120,000 RUB

Average monthly income 
per household member 

Total monthly 
household income
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Aggregated Segments

By federal district

46

30

42

33

38

28

36

35

29

34

27

28

26

24

21

32

32

25

13

16

12

26

20

28

21

30

18

26

36

34

14

15

12

15

20

10

14

14

22

16

Northwestern

Central

Volga

Southern

North Caucasian

Ural

Siberian

Far Eastern

Moscow

St. Petersburg

Mainstream Hybrids Institutional Critically Oriented Alternative

29

37

38

42

36

16

15

18

12

57

34

34

26

25

6

21

14

18

21

2

Telegram

WhatsApp

Max

VKontakte

None / Difficult to answer

By messenger used

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Mainstream Hybrids1
Socio-demographics, geography
— Predominantly middle-aged: large shares of 
30–44 and 45–59; 60+ present but not dominant
— More women (~57%)
— Moderately urban: large/medium cities ~58%, 
remainder small towns/rural
— Income closer to the middle, but low per 
capita income (under 20,000 RUB) relatively 
common (~38%)
— Higher education: slight majority (~58%)

Media diet
— Core logic: news aggregators (~30%) + online 
news sites (~24%) as main sources
— “Usually used”: aggregators (~32%), online 
media (~28%), TV (~23%), VK (~21%)
— TV and Telegram rarely serve as the primary 
source
— Messengers: Telegram moderate (~51%), Max 
notable (~38%), plus VK/WhatsApp

Online news media
— A high proportion were unable to name a specific 
website
— Topics: general news + politics; weaker interest in the 
economy compared to the more critical segment
— Motives: staying updated; less emphasis on analysis

Telegram
— Channel groups: neutral (~74%) dominate; official 
noticeable (~25%); opposition minimal
— Motives often local/thematic (local news, niche 
topics), suggesting instrumental rather than political use

Topics
— Relatively stable agenda; fewer shifts in interest
— Moderate fatigue from politics/war; often report “no 
such topics”
— Would prefer more positive or practical news; overall 
low articulated demand

Verification / criticality
— About half do not verify news (~53%)
— Weak knowledge of verification methods (around two-
thirds know none)
— VPN use low (~13%)
— Less attention to source name (~44%)
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Institutional2
Online news media
— Around 30% do not read online news
— Among readers: stronger focus on war and politics 
(small base)

Telegram
— Neutral channels dominate; official more visible than 
independent/opposition
— Motives: war/world news; less emphasis on 
presentation style

Topics
— Increased interest often linked to war
— Lower fatigue; often “no such topics”
— Moderate demand for war-related and practical 
information

Verification / criticality
— Lowest criticality: ~58% do not verify
— Weak awareness of verification methods
— VPN almost absent (~6%)

Socio-demographics, geography
— Oldest segment: 60+ ~64%; youth minimal 
(~2%)
— Women dominant (~63%)
— More small towns/rural (~59%)
— Economically weaker: low-income ~60%
— Lower share with higher education (~43%)

Media diet
— TV-centric: television main source ≈96%
— Other channels secondary
— High share not using any messengers
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Critically Oriented3 Online news media
— Topics: politics (~44%), economy (~28%), as well as 
science/technology and social policy
— Motives emphasize analysis, quality, breadth of 
coverage

Telegram
— Neutral (~70%), official (~34%), independent (~18%), 
opposition (~10%) — highest levels across segments
— Motives: speed, concise delivery, perceived objectivity

Topics
— More likely to report shifts in interests
— Higher fatigue from politics/war
— Broader information demand (politics, economy, 
culture, science, positive news)

Verification / criticality
— Highest verification rates: ~32% always/almost always 
verify; ~4% never
— Practices: cross-checking (~64%), searching primary 
sources (~23%)
— Greater familiarity with fact-checking; higher usage
— VPN use ≈56%
— Strong attention to source (~83%); high sensitivity to 
framing differences (~90%)

Socio-demographics, geography
— Most male (~59%)
— Most urban: large/medium cities ~73%
— Most educated: higher education ~76%
— Higher income; low per capita income rare 
(~15%)

Media diet
— Multichannel: Telegram main (~43%) plus 
aggregators/online media/YouTube
— “Usually used”: Telegram ~61%, online media 
~37%, TV present but not dominant
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Alternative4 Online news media
— More politicized consumption: politics (~59%), 
economy (~26%), war (~21%)
— Motives: convenience, speed (smaller base)

Telegram
— Neutral ~83%, official ~37%, independent and 
opposition lower (~8%/~6%)
— Motives: speed, concise updates, perceived 
objectivity

Topics
— Increased interest in the economy and lifestyle/travel
— Fatigue present but less pronounced; many report “no 
such topics”
— Lowest articulated demand for additional coverage 
(~74% report none)

Verification / criticality
— Verification mostly occasional (~65% rarely; ~31% 
never)
— Limited knowledge of verification methods (over half 
know none)
— Moderate VPN use (~24%)
— Moderate attention to source (~59%)

Socio-demographics, geography
— Youngest profile: 18–29 (~26%), 30–44 (~41%)
— More women (~61%)
— Urban (~71%)
— Economically stronger than institutional; 
affluent ~53%
— High higher education (~68%)

Media diet
— Telegram-centric: main source ≈92%
— “Usually used”: Telegram ~99%, VK (~30%), Max 
(~18%); TV secondary
— Messengers: Telegram ~87%, Max ~42%, VK 
~24%



Ways of accessing information
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61

35

18

17

3

2

1,1

1,0

0,2

4

23

0,3

Telegram

Max

WhatsApp

VKontakte (VK Messenger)

Odnoklassniki

News feeds (Yandex / Google / Mail.ru)

TikTok

Instagram*

Viber

Other (YouTube, Discord, etc.)

None / Difficult to answer

Refused to answer

* owned by Meta, which is recognized as an 
extremist organization in Russia.

If we talk about messenger use in general, for any purposes (not only for getting information), which messengers do you use 
regularly? (multiple answers, %)

Use of messengers

Telegram is the most widely used messenger: 61% of 
respondents use it. Max ranks second with 35%. The 
shares of WhatsApp (18%) and VK Messenger (17%) 
are comparable and substantially lower.

Platforms such as Odnoklassniki (3%) and news 
feeds (2%) used in the role of messengers are 
extremely rare. At the same time, 23% of 
respondents do not use messengers regularly or 
found it difficult to answer.
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If we talk about messenger use in general, for any purposes (not only for getting information), which messengers do you use 
regularly? (multiple answers, %)

% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Telegram 69 49 61 60 72 79 65 35 46 71

Max 35 33 31 38 25 48 41 22 26 41

WhatsApp 21 15 20 17 9 21 24 16 10 24

VKontakte 17 17 15 19 30 22 14 9 17 17

None / Difficult to answer 15 34 21 24 11 2 17 51 35 14
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If we talk about messenger use in general, for any purposes (not only for getting information), which messengers do you use 
regularly? (multiple answers, %)

% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Telegram 56 70 47 51 70 79 87 40 58 66 84

Max 33 39 29 34 44 45 23 24 38 37 44

WhatsApp 17 21 15 17 18 26 27 11 21 19 25

VKontakte 17 19 21 17 18 18 12 15 21 24 14

None / Difficult to 
answer 27 14 35 31 14 7 5 46 20 16 4
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If we talk about messenger use in general, for any purposes (not only for getting information), which messengers do you use 
regularly? (multiple answers, %)

% by column
(top responses) Northwestern Central Volga Southern North 

Caucasian Ural Siberian Far Eastern Moscow St. 
Petersburg

Telegram 55 60 63 56 41 58 63 62 72 76

Max 21 36 34 40 26 42 41 32 32 29

WhatsApp 10 17 15 23 16 16 13 28 27 35

VKontakte 20 19 22 17 8 16 18 15 6 21

None / Difficult to answer 27 25 23 24 34 23 22 17 12 13

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making



24

Telegram usage is 69% in large and medium-sized cities, versus 49% in small towns, urban-type settlements and rural areas. The gap is even 
larger for non-use of messengers: 34% in rural areas do not use messengers, which is more than twice the city level (15%).
Telegram is close to universal among younger cohorts: 79% among respondents aged 30–44 and 72% among those aged 18–29. Among 
respondents aged 60+, the share drops to 35%. More than half (51%) of older respondents do not use messengers at all. Max peaks in the 30–
44 group (48%), while its share is markedly lower among 18–29 (25%) and 60+ (22%).

Educational differences are also substantial: Telegram is used by 71% of respondents with higher education versus 46% among those without. 
The share of non-users is 2.5× higher among those without higher education (35% vs 14%).

Income gradients are strong. In the group with average monthly per-capita income above 100,000 RUB, 87% use Telegram and only 5% do 
not use messengers. In the lowest-income group (up to 20,000 RUB), the pattern reverses: Telegram reaches 47%, while 35% do not use 
messengers. A similar pattern appears for total household income: in households above 120,000 RUB, Telegram reaches 84%, while in those up 
to 40,000 RUB it is only 40%. Max also becomes more popular as income rises, though the increase is less steep and with a slight dip in the 
highest category.

Across federal districts, Telegram remains broadly high, with the main growth points in Moscow (72%) and especially St Petersburg (76%). 
Penetration is much lower in the North Caucasus Federal District (41%). The share of respondents who do not use messengers is highest in the 
North Caucasus (34%) and Northwestern (27%) federal districts; in the two capitals it is almost three times lower (12–13%). Max is most popular 
in the Urals (42%) and Siberia (41%), and also substantial in the Central (36%) and Southern (40%) federal districts. WhatsApp has two key 
areas of popularity: St Petersburg (35%) and the Far Eastern Federal District (28%); it is also used relatively often in the Southern Federal District 
(23%). VK Messenger is most востребован in the Volga Federal District (22%) and St Petersburg (21%), and least распространён in Moscow 
(6%) and the North Caucasus (8%).

Use of messengers
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Messenger use: key takeaways

Demographics: Used by 79%
of respondents aged 30–44
and 72% aged 18–29; among 
60+ — only 35%. Higher 
among people with higher 
education (71%) and higher 
income (70–87%).

Geography: Highest reach in 
St Petersburg (76%) and 
Moscow (72%); lowest in the 
North Caucasus Federal 
District (41%).

Telegram

Demographics: Peaks in the 
30–44 group (48%). Much 
lower among 18–29 (25%) and 
60+ (22%). Slightly more 
common among women (38%
vs 31% among men).

Geography: Most popular in 
the Urals (42%) and Siberia 
(41%) federal districts; lower in 
St Petersburg and Moscow
(29–32%).

Max

Demographics: Relatively 
more common among 45–59
(24%); only 9% among 18–29. 
More often used by 
respondents with higher 
education and higher income, 
though the relationship is 
weaker than for Telegram.

Geography: Key strongholds 
are St Petersburg (35%) and 
the Far Eastern Federal District 
(28%); only 10% in the 
Northwestern Federal District.

WhatsApp

Demographics: Most popular 
among 18–29 (30%); usage 
drops sharply with age (down 
to 9% in 60+).

Geography: Highest in the 
Volga Federal District (22%)
and St Petersburg (21%); 
lowest in Moscow (6%) and 
the North Caucasus Federal 
District (8%).

VKontakte
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42
39

25
25

20
10

10
7

6
6

5

4
4

2
2

0,4

0,2
5
5

0,3

Television

Telegram channels

Online news media websites

News aggregators (Yandex / Zen News, Google News)

VKontakte groups/public pages

Max

YouTube

Radio

Communication with relatives, friends, acquaintances

Newspapers/magazines

Odnoklassniki

WhatsApp

Instagram*

RuTube

TikTok

X / Twitter

Facebook*

Other (books, Gosuslugi, phone, email, etc.)

Not sure

Refused to answer* owned by Meta, which is recognized as an 
extremist organization in Russia.

Please tell us which channels you usually use to get information (multiple answers, %)

All information channels

Television is the most widely used channel: 42% of 
respondents use it. However, Telegram channels have 
nearly matched this reach at 39%.

A second tier of digital sources—online news media 
websites and news aggregators—also have substantial 
audiences, though almost half the size of the leaders (25% 
each). VKontakte groups/public pages are used by 20% of 
respondents.

All other sources have smaller audiences. Max is used as a 
news source by only 10%, a figure similar to YouTube.
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% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Television 33 56 39 45 14 22 47 72 50 38

Telegram channels 46 28 39 38 53 52 39 19 30 45

Online news media websites 26 24 27 25 23 28 27 23 19 30

News aggregators (Yandex / 
Zen News, Google News) 24 26 23 27 18 26 30 24 19 29

VKontakte groups/public 
pages 20 21 17 23 31 27 18 11 18 22

Max 10 10 8 12 8 12 11 9 9 11

YouTube 9 10 14 6 13 12 6 9 8 11

Please tell us which channels you usually use to get information (multiple answers, %)
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% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Television 48 35 53 52 44 25 21 61 41 41 27

Telegram channels 36 46 26 37 45 56 60 19 40 49 57

Online news media 
websites 24 29 22 23 25 27 39 19 25 28 31

News aggregators 
(Yandex / Zen News, 

Google News)
23 30 25 25 28 34 21 22 30 27 27

VKontakte 
groups/public pages 22 20 18 19 29 18 17 15 22 24 22

Max 9 12 10 10 13 10 10 9 12 6 13

YouTube 10 9 9 11 9 17 14 8 13 11 13

Please tell us which channels you usually use to get information (multiple answers, %)
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Please tell us which channels you usually use to get information (multiple answers, %)

% by column
(top responses) Northwestern Central Volga Southern North 

Caucasian Ural Siberian Far Eastern Moscow St. 
Petersburg

Television 43 46 48 41 35 48 44 35 27 37

Telegram channels 39 37 32 41 38 34 39 44 51 50

Online news media 
websites 20 24 28 30 21 29 25 14 30 21

News aggregators 
(Yandex / Zen News, 

Google News)
16 27 26 29 21 28 21 35 19 29

VKontakte groups/public 
pages 34 17 26 17 21 20 18 18 11 21

Max 10 12 9 12 13 8 16 8 5 6

YouTube 9 7 10 13 14 3 8 15 10 16

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Television remains the primary source of information in small towns, urban-type settlements, and rural areas (56%), while in large and medium-
sized cities it is used by only 33%. By contrast, Telegram channels are about 1.5 times more popular in cities (46%) than in smaller localities 
(28%).

Television use increases steadily from 14% among the youngest group (18–29) to 72% among respondents aged 60+. Telegram shows the 
opposite, equally sharp pattern: from 53% among younger respondents to just 19% among the older group. VKontakte groups are also a 
clear marker of younger audiences, with usage dropping markedly with age. Online news media websites and news aggregators are most 
actively used in the middle age groups, from 30 to 59.

Respondents with higher education are significantly more likely to use Telegram, online media websites, and aggregators, while those without 
higher education prefer television and, overall, use the listed digital channels less often.

As income rises, television becomes less popular—from 53% in the lowest-income group to 21% in the highest-income group when measured 
by average monthly per-capita household income. Telegram consumption shows the reverse correlation, increasing from 26% to 60%. In the 
group with more than 100,000 RUB per household member, Telegram is used three times more often than television. Use of online media 
websites and aggregators is also higher among more affluent respondents.

Television reach varies from 35% in the North Caucasus and Far Eastern federal districts to 48% in the Volga and Urals federal districts. In 
Moscow, however, the figure is noticeably lower—only 27%, the minimum across all regions. Telegram channels show the opposite pattern 
with two clear peaks: they are most popular in Moscow (51%) and St Petersburg (50%), and also high in the Far Eastern federal district (44%). In 
other districts, Telegram reach is stable, ranging from 32% to 41%. News aggregators are most in demand in the Far Eastern federal district 
(35%), St Petersburg (29%), and the Southern federal district (29%). Online news media websites are used most often in the Southern federal 
district (30%) and Moscow (30%).

All information channels
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28

25

13

11

6

4

3

2

1,7

0,7

0,5

0,4

0,2

0,1

0,1

0,8

4

Television

Telegram channels

News aggregators (Yandex / Zen News, Google News)

Online news media websites

VKontakte groups/public pages

YouTube

Communication with relatives, friends, acquaintances

Radio

Max

Newspapers/magazines

TikTok

WhatsApp

Instagram*

Facebook*

X / Twitter

Other (RuTube, etc.)

Not sure

From which of the following sources do you most often receive information about events in Russia and around the world? 
(percentages) Among those who indicated a source of information, n = 941

Main source of information about current events

28% of respondents name television as their main source of 
news. Telegram channels follow closely at 25%.

Substantially smaller shares identify news aggregators such as 
Yandex or Google News (13%) and online news media 
websites (11%) as their primary source. All other channels —
VKontakte groups (6%), YouTube (4%), communication with 
relatives and friends (3%), and others — are rarely chosen as 
the main news source, accounting together for less than 15%.

* owned by Meta, which is recognized as an 
extremist organization in Russia.
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% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Television 19 41 22 33 6 9 31 54 41 20

Telegram channels 32 16 27 24 46 34 25 8 19 30

News aggregators (Yandex / 
Zen News, Google News) 13 12 12 13 10 14 15 10 11 13

Online news media websites 12 9 13 9 10 13 12 8 9 12

VKontakte groups/public 
pages 6 6 5 7 8 11 4 1 4 7

YouTube 4 4 6 3 3 5 4 4 3 5

Communication with relatives, 
friends, acquaintances 4 2 2 3 2 5 2 1 3 3

From which of the following sources do you most often receive information about events in Russia and around the world? 
(percentages) Among those who indicated a source of information, n = 941
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% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Television 34 19 40 38 25 15 4 52 25 22 14

Telegram channels 21 32 12 25 25 37 47 8 21 32 41

News aggregators 
(Yandex / Zen News, 

Google News)
11 15 14 11 13 15 10 10 17 13 12

Online news media 
websites 10 12 10 9 12 11 13 7 11 13 11

VKontakte 
groups/public pages 7 5 7 5 8 5 1 4 9 5 6

YouTube 4 4 5 4 2 7 8 3 6 7 4

Communication with 
relatives, friends, 
acquaintances

3 2 3 1 2 2 4 4 1 2 3

From which of the following sources do you most often receive information about events in Russia and around the world? 
(percentages) Among those who indicated a source of information, n = 941
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% by column
(top responses) Northwestern Central Volga Southern North 

Caucasian Ural Siberian Far Eastern Moscow St. 
Petersburg

Television 31 31 28 27 22 35 34 29 13 22

Telegram channels 23 26 17 28 28 20 22 28 41 36

News aggregators 
(Yandex / Zen News, 

Google News)
4 15 11 13 13 19 8 24 11 8

Online news media 
websites 8 10 14 12 6 5 14 4 15 8

VKontakte groups/public 
pages 22 1 10 3 2 9 7 2 0 8

YouTube 2 4 3 5 10 0 5 4 5 6

Communication with 
relatives, friends, 
acquaintances

2 2 4 3 4 1 3 4 2 3

From which of the following sources do you most often receive information about events in Russia and around the world? 
(percentages) Among those who indicated a source of information, n = 941

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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In large and medium-sized cities, Telegram is the clear leader: 32% name it as their main channel, while only 19% choose television. In small 
towns, urban-type settlements, and rural areas the situation is the opposite: television leads with 41%, more than twice ahead of Telegram 
(16%).

Among the youngest group (18–29), Telegram is the dominant main source for 46%, while television is the main source for only 6%. In the 30–44 
group, Telegram also leads (34%), although the gap versus television (9%) narrows. In the 45–59 group, the pattern shifts: television (31%) 
moves into first place, ahead of Telegram (25%). Among respondents aged 60+, television becomes the leader (54%), while Telegram loses 
relevance (8%). Education is a major factor: respondents with higher education more often name Telegram as their main source (30%) and 
less often television (20%), whereas among those without higher education television (41%) remains the leader, with a twofold advantage 
over Telegram (19%).

Affluent respondents are much more likely to name Telegram as their main source (32%) than television (19%). By contrast, among low-
income respondents television leads (34%) and Telegram is chosen by 21%. This relationship becomes even clearer when income is analyzed 
directly. In the lowest-income group (up to 20,000 RUB per household member per month), television is the main source for 40%, while 
Telegram is the main source for only 12%. As income rises, television steadily declines, while the share choosing Telegram consistently 
increases, peaking at 47% in the group with more than 100,000 RUB per household member, where only 4% choose television.
Television remains a key channel in many regions, but its share varies substantially—from 22% in the North Caucasus Federal District to 35% in 
the Urals Federal District. In Moscow, television reaches a record low of just 13%, more than two times lower than the average across most 
districts. Telegram shows the reverse pattern, with Moscow the clear leader (41%). High shares are also observed in St Petersburg (36%) and in 
the Southern (28%), North Caucasus (28%), and Far Eastern (28%) federal districts. Telegram plays the smallest role as the main source in the 
Volga (17%) and Urals (20%) federal districts. News aggregators have their highest share of adherents in the Far Eastern Federal District (24%), 
while in the Northwestern Federal District they are barely considered a main source (4%). Online news media websites are most popular as a 
main source in Moscow (15%) and the Volga Federal District (14%), but are rarely used for this purpose in the Far Eastern (4%) and Urals (5%) 
districts.

Main source of information about current events



Channel combinations based on 
the main source
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Number of sources: mono-source and multi-source users

1 2Please tell us which channels you usually 
use to get information.

MULTIPLE CHOICE

From which of the following sources do you 
most often receive information about events 
in Russia and around the world?

SINGLE CHOICE

— This is a multiple-choice question capturing the full set of 
channels a respondent turns to for information.

— This is a single-choice question that identifies the dominant (main) 
channel used to obtain information about current events.

32

34

19

10
3 2

1 2 3 4 5 6+

Number of sources selected in the first 
question (excluding «Not sure»)

32

68

Single-source users (=1 source)

Multi-source users (≥2 sources)

Almost one in three respondents (32%) builds their information 
environment around a single news source. This model can be 
described as single-source use.

However, the dominant pattern is multi-source use: more than 
two-thirds of the audience (68%) use two or more sources to get 
news. Half of multi-source users (33% of the total sample) rely on 
two sources, another 18% use three, and one in ten (10%) uses four 
channels. Much smaller shares (5%) prefer extended networks of 
five or more sources.
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Ratio of single- and multi-source users within the main source

15

22

23

26

31

34

41

43

50

85

78

77

74

69

66

59

57

50

YouTube

Radio

Communication with relatives,
friends, acquaintances

Telegram channels

VKontakte groups/public pages

Television

Max

News aggregators

Online news media websites

Share of single-source users within the audience of this channel, % (row %)
Share of multi-source users within the audience of this channel, % (row %)

By main source of information* 

*Share of users calculated among those who selected 
the source as their main source of information

High pluralism (share of multi-source users above 78%):
Audiences of YouTube (85%), Radio (78%), and personal 
communication (77%) typically incorporate these channels into a 
broader media repertoire rather than relying on them exclusively. 
Among those who identify them as their main source, only about 
15–23% rely on them exclusively. For the vast majority of YouTube 
viewers (85%) and radio listeners (78%), these platforms serve as an 
entry point to further information seeking across other channels.

Telegram channels (74% multi-source users):
Only one in four (26%) relies exclusively on Telegram. The vast 
majority build their media system around Telegram but supplement 
it with additional sources.

Moderate pluralism (69–57% multi-source users):
About one third of television viewers (34%) and VKontakte users 
(31%) who name these as their main source consume news 
exclusively there. However, roughly two thirds (66% and 69%, 
respectively) use them as the core of a broader set of channels.

Polarization:
Online news media websites show an even split. Their audience is 
divided equally: 50% rely solely on these sites, while the other 50% 
combine them with additional channels.

Relatively high single-source use:
Among those who name news aggregators (43% single-source users) 
and Max (41% single-source users) as their main source, the share 
relying exclusively on that channel is the highest.
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9

6

5

5

2

16

18

7

5

4

Telegram channels

Television

News aggregators

Online news media websites

VKontakte groups

Share of single-source users in the total sample, %

Share of multi-source users in the total sample, %

• Telegram channels are the overall reach leader (25% of the sample) 
and form the largest group of multi-source users oriented toward 
digital media (16% of the total sample). In this sense, Telegram 
functions as a hub for integrated information consumption.

• Television leads in absolute numbers of multi-source users: 18% of all 
respondents consider TV their main, but not their only, source. This is 
the largest group of advanced consumers of traditional media.

• News aggregators and online news media websites have more 
modest overall reach (12% and 10%, respectively). For online news 
media websites, the shares of single- and multi-source users are 
equal (5% each).

• VKontakte groups account for 6% of the total sample, with the 
majority of their audience being multi-source users (4% of all 
respondents).

By main source of information* 

*Share calculated among those who selected 
the source as their main source of information

Mass and popular sources (television and Telegram) have the largest absolute 
shares of multi-source users (18% and 16% of all respondents). They are more 
often included in mixed media repertoires.

More niche sources (news aggregators, online media websites, VKontakte) 
not only have lower overall reach, but also show a higher propensity toward 
single-source use within their own audience (43%, 50%, and 31%, respectively, 
within each group)

Ratio of single- and multi-source users across the total sample
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Please tell us which channels you usually use to get information.

From which of the 
following sources 

do you most 
often receive 

information about 
events in Russia 
and around the 

world?

% by column Television Online news media 
websites News aggregators Telegram channels

VKontakte 
groups/public 

pages

Television 62 19 23 11 14

Online news media websites 8 39 1 2 3

News aggregators 7 6 47 4 6

Telegram channels 10 19 14 62 31

VKontakte groups/public pages 2 2 5 7 27

The table shows to what extent each channel serves as the main source of information and how it is combined with other channels 
within users’ media repertoires. Column percentages indicate the share of users of a given channel for whom it is the main source of 
information, versus those who use it as a supplementary source.!

Main sources within the audience of each specific channel
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Among those who use television, for the majority it serves as the main source of information (62%). At the same time, a 
noticeable share of this audience is primarily oriented toward other channels: news aggregators (23%), online news 
media websites (19%), and Telegram channels (11%). This indicates that television is often included in media repertoires 
even among those for whom it is not the key source of news.

The audience of online news media websites is more heterogeneous. Only 39% of their users consider them their main 
source of information, while substantial shares are primarily oriented toward television (19%) and Telegram channels (19%). 
This suggests that online media frequently function as a supplementary or supporting channel within broader media 
consumption structures. A similar pattern appears for news aggregators: although 47% of their users identify them as the 
main source, notable shares are primarily oriented toward television (23%) and Telegram channels (14%).

Among Telegram users, 62% name it as their main source of information. At the same time, this audience overlaps with 
VKontakte groups/public pages (31%), online news media websites (19%), and news aggregators (14%). In contrast, users 
of VKontakte groups/public pages less often perceive this channel as their main source (27%), more frequently orienting 
toward Telegram (31%) and, to a lesser extent, television (14%) and aggregators (6%). VKontakte can therefore be 
regarded primarily as a supplementary source of information.

Main sources within the audience of each specific channel
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Please tell us which channels you usually use to get information.

From which of the 
following sources 

do you most 
often receive 

information about 
events in Russia 
and around the 

world?

Television Online news media 
websites News aggregators Telegram channels

VKontakte 
groups/public 

pages
% по строке

Television 18 22 16 11

Online news media websites 33 2 10 6

News aggregators 26 14 13 10

Telegram channels 18 20 14 26

VKontakte groups/public pages 13 9 22 47

Additional channels among audiences with a specific main source

The table shows which additional channels form the media repertoire depending on the selected main source of information. 
Row percentages indicate the share of respondents with a given main channel who also use other information sources, allowing 
for a description of the typical media consumption structure built around each core.!
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Among respondents for whom television is the main source of information, news aggregators (22%), online news media websites 
(18%), and Telegram channels (16%) also play a significant role, with VKontakte groups/public pages mentioned less frequently
(11%).

For those who rely on online news media websites as their primary source, the combination with television is more pronounced: 
nearly one third (33%) continue to use TV regularly. Telegram usage in this group is lower (10%), and VKontakte groups play an 
even more secondary role (6%). Online media are therefore often supplemented by traditional media, primarily television.

The audience of news aggregators demonstrates the most even distribution of additional channels. Around one quarter (26%) also 
use television, while smaller shares turn to online news media websites (14%) and Telegram channels (13%). No single 
supplementary source dominates, resulting in a balanced media repertoire in which aggregators serve as a primary navigation 
tool across different types of content.

The media repertoire of Telegram users appears more saturated and digital compared to other groups. In addition to Telegram 
itself, about one quarter (26%) actively use VKontakte groups/public pages, and one fifth (20%) use online news media websites. 
Television remains present but plays a less central role (18%) than in segments with an institutional core. The Telegram audience’s 
media strategy is thus largely embedded in the digital environment, with limited reliance on traditional sources.

The most pronounced differences are observed among VKontakte groups/public pages users. Nearly half (47%) of respondents 
who name VKontakte as their main source also use Telegram channels — the highest overlap between these two platforms among 
the segments considered. News aggregators are used by about one fifth (22%), while only 13% also use television. This structure 
indicates that VKontakte rarely functions as an autonomous information core and is typically integrated into a broader digital 
bundle, especially in combination with Telegram.

Additional channels among audiences with a specific main source
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Television remains a universal source of information, but its importance increases markedly with age. Engagement is 
lowest among respondents aged 18–29, while among those aged 45–59 TV becomes one of the key and often primary 
channels of news consumption. In the 60+ group, television effectively forms the informational baseline and is used 
significantly more often than other media.

Online news media websites are most in demand among respondents aged 30–44 and 45–59, functioning as a routine 
and familiar format for middle-aged audiences. Younger respondents (18–29) use them less frequently, preferring social 
media and messengers, while among the 60+ audience online media sites lag behind television and news aggregators.

News aggregators (Yandex / Zen News, Google News) show relatively stable usage across age groups, with particularly 
strong engagement among those aged 45–59. Younger respondents use aggregators moderately, while in the 60+ group 
they serve as an important supplement to television.

Telegram is clearly a channel of younger and more active audiences. The highest usage is observed among respondents 
aged 18–29 and 30–44. Its significance declines with age: in the 60+ group it is used substantially less and does not rank 
among the main sources of information.

VKontakte is most востребован among respondents aged 18–29 and 30–44. Usage declines in older age groups (45+), 
and among those aged 60+ the platform plays almost no noticeable role.

Preferences by age group
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Main combinations: total sample

21%

11%

13%

26%

29%

Dominant (main) source Additional source Additional source Additional source

Television

Telegram 
channels

News aggregators

Online news media 
websites

Other combinations

News 
aggregators

Online news 
media websites

Telegram 
channels

VKontakte 
groups/public 
pages

Online news 
media websites Television

Television Online news 
media websites

Telegram 
channels

Television Telegram 
channels Radio

The television–digital mix is the most 
widespread media consumption 
strategy: nearly one third of 
respondents (29%) name television
as their main news source while 
complementing it with digital 
channels.

The Telegram-centered model 
ranks second in popularity: one in 
four respondents (26%) consider 
Telegram channels their primary 
source, building a hybrid set 
around them that includes social 
media, online news sites, and 
television.

Around one in eight (13%) choose 
news aggregators as their main 
source, supplementing them with 
television, online media websites, 
and Telegram.

Eleven percent identify online news 
media websites as their primary 
source, combining them with 
television, Telegram, and radio.
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Main combinations: 18-29 years old

20%

9%

11%

11%

49%
Telegram 
channels

News aggregators

VKontakte groups/
public pages

Other combinations

VKontakte 
groups/public 
pages

Online news 
media websites YouTube

Online news media 
websites Television

Other (books, 
Gosuslugi, phone, 
email, etc.)

VKontakte 
groups/public pages Television

Other (books, 
Gosuslugi, phone, 
email, etc.)

Telegram channels Television Online news 
media websites

Online news media websites

An overwhelming dominance of the 
Telegram-centered model. Almost half of 
young respondents (49%) build their news 
flow around Telegram channels as their 
main source.

The leading combination is a fully digital 
ecosystem: Telegram is complemented by 
VKontakte groups, online news media 
websites, and YouTube. Television is absent 
from this set, which sharply distinguishes 
younger respondents from older 
generations.

Second and third place, at around 11% 
each, are shared by news aggregators 
and online news media websites. Their 
media bundles are more diverse and 
include both digital and traditional (TV) 
sources, as well as non-standard options 
(books, Gosuslugi, phone).

VKontakte groups serve as the main source 
for 9% of young people; at the same time, 
this platform frequently appears among 
the top supplementary channels in 
combinations.

Television does not appear among the top 
main sources, indicating its role as a 
supplementary rather than a defining 
source.

Dominant (main) source Additional source Additional source Additional source
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Main combinations: 30-44 years old

24%

12%

14%

14%

36% Telegram 
channels

News aggregators

VKontakte groups/
public pages

Other combinations

VKontakte 
groups/public 
pages

Online news 
media websites Television

VKontakte 
groups/public pages

Telegram 
channels

Online news 
media websites

Television Telegram 
channels Radio

Telegram-каналы News aggregators Max

Online news media websites

The set of main sources remains the 
same, but the distribution changes.

More than one third of the audience 
(36%) rely on Telegram channels as 
their main source. Unlike younger 
respondents, however, television 
appears as a supplementary channel 
here, indicating a more hybrid and less 
digitally centered model.

News aggregators and online news 
media websites share second and 
third place at 14% each.

Their media bundles differ: 
aggregators are supplemented 
exclusively by digital platforms, while 
online media websites are combined 
with a more traditional set (television, 
radio).

VKontakte increases as a main source. 
VKontakte groups serve as the core for 
one in eight respondents (12%), higher 
than among younger respondents. The 
accompanying set of additional 
sources (Telegram, aggregators, Max) 
is fully digital.

Dominant (main) source Additional source Additional source Additional source



48

Main combinations: 45-59 years old

14%

12%

16%

26%

32% Television

Telegram channels

Online news media websites

Other combinations

News aggregators Telegram 
channels

Online news 
media websites

Television
VKontakte 
groups/public 
pages

Max

Television Telegram 
channels Radio

Television Telegram channels WhatsApp

News aggregators

Television leads, but in symbiosis with 
digital media.

Nearly one third of the audience (32%) 
consider TV their main source, yet its 
key complements are news 
aggregators and Telegram.

One quarter of respondents (26%) build 
their media consumption around 
Telegram, but television remains part 
of their bundle.

All top four combinations are hybrid, 
combining traditional (TV, radio) and 
digital (Telegram, aggregators, online 
media websites) sources.

There is a clear hierarchy with a 
substantial gap. After the two leading 
combinations (together 58%), news 
aggregators (16%) and online news 
media websites (12%) follow. The 
shares of all other sources do not 
exceed 5%, producing a rigid four-tier 
structure of media consumption.

Dominant (main) source Additional source Additional source Additional source
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Main combinations: 60+ years old

16%

8%

8%

11%

57% Television

News aggregators

Online news media websites

Other combinations

Newspapers/
magazines

News 
aggregators

Online news 
media websites

Television Online news 
media websites Odnoklassniki

Television News 
aggregators

Online news media 
websites

Television Radio Odnoklassniki

Telegram channels

For more than half of respondents 
(57%), television is the main source, 
with newspapers/magazines as its key 
complement. This is the only age 
group in which print media appear in 
the leading combination.

The share of the television-centered 
combination exceeds that of the 
second most popular model (news 
aggregators, 11%) by more than five 
times, producing a highly centralized 
and homogeneous media landscape.

All other combinations either include 
television in their bundle or account 
for a marginal share (below 5%). 
Telegram represents a visible but 
peripheral niche. Digital platforms are 
integrated into traditional 
consumption strategies but do not 
replace them.

Some combinations include 
Odnoklassniki, a social network 
particularly relevant to this age group, 
underscoring the age-based 
segmentation of digital platforms.

Dominant (main) source Additional source Additional source Additional source
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Media segmentation

To typologize media-consumption models, hierarchical clustering using Ward’s method was applied. The clustering included 
the identified cores (the main/dominant source) and the most common source combinations derived from the questions on 
(1) the set of channels used (Please tell us which channels you usually use to obtain information) and (2) the dominant 
media type (From which of the following sources do you most often receive information about events in Russia and around 
the world?).

Identified cores and common combinations Number of 
respondents

1. Television core 263
2. Telegram channels core 239
3. News aggregators core 115
4. Online news media websites core 97
5. TV + News aggregators 87
6. Telegram channels + VK 86
7. TV + Telegram channels 85
8. ТTV + Online news media websites 79
9. Online news media websites + Telegram 
channels 57

10. Telegram channels + YouTube 43
11. YouTube core 38

1. Alternative-visual
(123 respondents)

2. Online-institutional 
(297 respondents)

3. Classic institutional
(251 respondents )

4. Aggregator-institutional
(108 respondents)

5. Telegram-centered independent
(217 respondents)  



Media segmentation

1 2Alternative-visual Online-institutional

Within the cluster, men and women are represented in 
roughly equal shares. The 30–44 age group stands out 
slightly. Most are residents of large and medium-sized cities. 
Affluent and low-income respondents are represented in 
roughly equal proportions. Most have higher education. 
In terms of information sources, respondents use online news 
media websites (43%) and television (27%), as well as 
VKontakte groups/public pages (18%). As main sources, 
they most often name online news media websites (40%) 
and VKontakte groups/public pages (11%).

These are “internet urbanites”: people who have moved 
from TV to online media but retain a relatively superficial 
and trusting stance toward the information they consume.

This is an urban, middle-aged audience. They have the 
lowest use of circumvention tools (only 17% use a VPN, the 
lowest among clusters). They also have the highest share 
with minimal verification practices: 29% never verify and 46% 
verify rarely, totaling 75% with low verification activity. 20% 
consider information from sources requiring a VPN to be less 
reliable (the highest share). They also show the highest 
shares of respondents who do not know any methods of 
verifying news (54%) and who have not heard of fact-
checking websites (83%).

Within the cluster, men and women are 
represented in roughly equal shares. The 30–44 
age group stands out slightly. The share of 
residents of large and medium-sized cities is 
slightly higher. Affluent and low-income 
respondents are represented in roughly equal 
proportions. Most have higher education. 
In terms of information sources, respondents use 
YouTube (79%), Telegram channels (64%), 
VKontakte groups/public pages (30%), and 
Instagram* (29%). As main sources, they most 
often name Telegram channels (37%) and 
YouTube (31%).

This is a younger, predominantly urban, visually 
oriented audience. They are highly likely to use 
censorship circumvention tools (57% use a VPN, 
the highest share among clusters). They also 
show the highest levels of news verification: 76% 
verify news in some form (22% always, 11% often, 
43% rarely), and only 24% do not verify news. 27% 
believe that information from sources requiring 
circumvention tools is more reliable (the highest 
share among clusters).

3 Classic institutional

Within the cluster, the majority are women, 
respondents aged 60 and older, residents of 
small towns, rural areas, and urban-type 
settlements, low-income individuals, and 
people without higher education. 
In terms of information sources, 100% use 
television, and 22% use news aggregators. All 
respondents in this cluster identify television as 
their main source.

This cluster represents the core of traditional 
media consumption in Russia.

VPN usage is extremely low—only 6% (the 
minimum across clusters). This group has the 
highest share of respondents who do not verify 
news at all (49%). A majority (64%) do not know 
any methods of verifying information 
accuracy, and 89% have not heard of fact-
checking websites (the highest share). It also 
has the highest proportion of respondents who 
do not read online publications (30%).



Media segmentation

4 5Aggregator-institutional Telegram-centered independent

Within the cluster, men and women are represented in roughly equal 
shares. The 30–44 age group stands out slightly. Most are residents of 
large and medium-sized cities. Affluent and low-income respondents 
are represented in roughly equal proportions. Most have higher 
education. 
In terms of information sources, respondents use online news media 
websites (43%) and television (27%), as well as VKontakte groups/public 
pages (18%). As main sources, they most often name online news 
media websites (40%) and VKontakte public pages (11%).

These are “internet urbanites”: people who have shifted from TV to 
online news media, but still maintain a relatively superficial and trusting 
stance toward the information they consume.

This is an urban, middle-aged audience. They have the lowest use of 
circumvention tools (only 17% use a VPN, the lowest across clusters). 
They also have the highest share with minimal verification behavior: 29% 
never verify news and 46% verify rarely, totaling 75% with low 
verification activity. 20% consider information from sources that require 
a VPN to be less reliable (the highest share). They also have the highest 
proportions of respondents who do not know any methods of verifying 
news (54%) and who have not heard of fact-checking websites (83%).

Within the cluster, men and women are represented in 
roughly equal shares. The 30–44 age group stands out slightly. 
The share of residents of large and medium-sized cities is 
slightly higher. Affluent and low-income respondents are 
represented in roughly equal proportions. Most have higher 
education. 
In terms of information sources, respondents use YouTube 
(79%), Telegram channels (64%), VKontakte groups/public 
pages (30%), and Instagram* (29%). As main sources, they 
most often name Telegram channels (37%) and YouTube 
(31%).

This is a younger, predominantly urban, visually oriented 
audience. They are highly likely to use censorship 
circumvention tools (57% use a VPN, the highest share 
among clusters). They also show the highest levels of news 
verification: 76% verify news in some form (22% always, 11% 
often, 43% rarely), and only 24% do not verify news. 27% 
believe that information from sources requiring circumvention 
tools is more reliable (the highest share among clusters).
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Alternative-visual Online-institutional Classic institutional Aggregator-institutional Telegram-centered 
independent

Male 57 48 36 41 46

Female 43 52 64 59 54

18-29 y.o. 24 17 3 13 23

30-44 y.o. 34 33 8 34 43

45-59 y.o. 19 24 27 29 24

60+ y.o. 23 27 62 24 10

Large and medium-sized 
cities 57 63 41 63 75

Small towns, rural areas 43 37 59 37 25

Low-income 52 46 61 42 42

High-income 44 42 29 53 54

No higher education 34 39 57 32 26

With higher education 66 60 43 68 74

Media segmentation



Online news media websites
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17

48

News aggregators (Yandex / Zen / Mail.ru)

RBC (РБК)

Regional and local media

RIA Novosti (РИА Новости)

Kommersant (Коммерсантъ)

RT

Lenta.ru (Лента.ру)

Gazeta.ru (Газета.ру)

Meduza (Медуза)

Ura.ru (Ура.ру)

Novaya Gazeta Europe (Новая газета Европа)

BBC Russian Service

Other state media

Other (news / YouTube / Telegram, etc.)

Not sure

Which online news media websites do you read most often? (multiple answers, %) Among those who get information from online 
news media, n = 273

Online news media websites

TASS (ТАСС)
Rossiya 24 (Россия 24)
Rossiyskaya Gazeta (Российская газета)
МК (МК)
Komsomolskaya Pravda (Комсомольская Правда)
Interfax (Интерфакс)
Izvestia (Известия)
Argumenty i Fakty (Аргументы и факты)

Among online media users, 48% 
were not sure which specific 
websites they read most often.

The most popular were news 
aggregators: 10% of this 
audience report reading them. 
RBC (РБК) ranks second (8%), 
followed by regional and local 
media (7%). RIA Novosti (РИА 
Новости) is read by 6% of 
respondents.
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Which online news media websites do you read most often? (multiple answers, %) Among those who get information from online 
news media, n = 273

% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

News aggregators (Yandex / 
Zen / Mail.ru) 8 14 14 7 6 9 12 12 16 8

RBC (РБК) 12 1 11 5 12 9 7 5 2 10

Regional and local media 9 5 8 7 9 9 9 3 13 5

RIA Novosti (РИА Новости) 6 6 5 7 0 10 6 5 3 7

Other state media 8 7 10 5 3 8 14 3 0 11

Other (news / YouTube / 
Telegram, etc.) 21 12 20 15 19 14 16 21 24 15

Not sure 44 56 39 56 52 46 43 55 47 49
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Which online news media websites do you read most often? (multiple answers, %) Among those who get information from online 
news media, n = 273

% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

News aggregators 
(Yandex / Zen / Mail.ru) 8 13 11 6 13 6 23 9 12 8 16

RBC (РБК) 5 10 2 3 6 9 22 2 5 9 11

Regional and local 
media 13 2 14 9 9 6 7 10 12 9 7

RIA Novosti (РИА 
Новости) 3 8 2 12 15 0 0 3 5 10 7

Other state media 8 7 4 9 15 6 7 5 0 7 16

Other (news / YouTube 
/ Telegram, etc.) 12 23 8 17 18 22 27 14 16 17 20

Not sure 55 42 59 59 31 51 18 58 57 41 32
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News aggregators (Yandex / Zen / Mail.ru) show relatively even popularity overall, but are more frequently chosen by residents of small 
localities (14% vs 8% in cities) and by respondents without higher education (16% vs 8% among those with higher education). In addition, their 
audience rises to 23% in the highest per-capita income group (average monthly income per household member).

RBC is primarily chosen by urban residents (12% vs 1% in rural areas), more educated readers (10% vs 2%), and affluent respondents. Its share 
peaks at 22% in the group with income above 100,000 RUB per household member. Regional and local media, by contrast, are more often 
read by rural residents (13% vs 9% in cities), people without higher education (13% vs 5%), and low-income respondents.

RIA Novosti is most popular among respondents aged 30–44 (10%) and in middle-income groups (12–15%). The category “other state media” 
is most frequently chosen by respondents with higher education (11%), those aged 45–59 (14%), and high-income groups (16%).

In small towns, urban-type settlements, and rural areas, 56% of respondents were unable to name specific websites, which is 12 percentage 
points higher than in large and medium-sized cities (44%). Women were almost one and a half times more likely than men to be unsure (56% 
vs 39%). The highest level of uncertainty is observed in low-income groups (up to 40,000 RUB in total household income — 58%) and among 
respondents without higher education (55%).

Online news media websites
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News (no further specification), regional events, what is
happening in the country / the world

Timeliness and speed of information (fast updates, up-to-date, 
“they publish first,” news of the day)

Convenient and accessible presentation (simplicity, clarity, site 
design, “everything is laid out clearly”)

Topic-based interest: economy / sports / business / politics / war

Reliability and quality of information (truthfulness, objectivity,
verification)

High-quality analysis and explanations

Breadth of coverage (variety of topics, everything in one place)

What attracts you most about the following online news media? (percentages) Among those who get information from online 
news media, n = 173

Attractive features of online news media websites

“I like news, I follow current events”, “News about what is 
happening in the country — good and bad — national 
projects”, “Local district news”

“Fresh news, speed of information delivery”, “Quality, 
verified information, conciseness, clarity, timeliness”

“Ease of use, you open it on your phone and check”, 
“Convenience, unobtrusiveness, ability to choose the 
news category you need”, “Easy to navigate”

“I’m interested in politics, what is happening in the war”, 
“News about the economy and politics”, “News, sports, 
cars”, “Economic news”

“Official information is published there”, “Reliability of 
information, partially verified”, “Truthful articles, 
competent staff”

“Analytics, analytical breakdowns, detailed analyses, 
economic data”, “They examine events, provide 
explanations and commentary”

“Wide range of news, a broad palette across different 
topics, diverse coverage”, “Just news about everything, a 
little bit of each”
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What attracts you most about the following online news media? (percentages) Among those who get information from online 
news media, n = 173

Attractive features of online news media websites

% by column

Online news media websites

News aggregators Other state media Regional and 
local media RBC (РБК) RIA Novosti

(РИА Новости)

News (no further specification), regional events, what is 
happening in the country / the world 48 48 58 45 36

Timeliness and speed of information (fast updates, 
up-to-date, “they publish first,” news of the day) 12 38 0 30 27

Convenient and accessible presentation (simplicity, clarity, 
site design, “everything is laid out clearly”) 28 19 25 10 18

Topic-based interest: economy / sports / business / 
politics / war 8 10 0 35 9

Reliability and quality of information (truthfulness, 
objectivity, verification) 0 14 8 5 0

High-quality analysis and explanations 4 5 8 5 0

Breadth of coverage (variety of topics, everything in one 
place) 8 0 0 5 9
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40

17

16

13

8

6

4

News (no further specification), regional events,
what is happening in the country / the world

Timeliness and speed of information (fast updates, 
up-to-date, “they publish first,” news of the day)

Convenient and accessible presentation (simplicity, 
clarity, site design, “everything is laid out clearly”)

Topic-based interest: economy / sports / business /
politics / war

Reliability and quality of information (truthfulness,
objectivity, verification)

High-quality analysis and explanations

Breadth of coverage (variety of topics, everything in
one place)

What attracts you most about the following online news media? (percentages) Among those who get information from online 
news media, n = 173

Attractive features of online news media websites

More frequently mentioned by older respondents, as well as 
by lower-income individuals and those without higher 
education

More frequently expressed by higher-income respondents, 
those with higher education, and residents of large and 
medium-sized cities

More frequently reported by women and respondents aged 
18–29, almost absent among older groups

More frequently mentioned by men and generally more 
pronounced in small towns and rural areas. Among 
respondents aged 30–44, this motive is less common

More strongly concentrated among older age groups and 
respondents with higher education. It is almost absent 
among younger respondents

A more niche motive, more common among men, 
respondents with higher education, and higher-income 
groups

More frequently observed among respondents with higher 
education and residents of large and medium-sized cities, 
less common in small towns
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Messenger use: trends

For one part of the audience, online 
news media are прежде всего about 
“just news / what is happening,” while 
for another they function as a tool 
where product features matter —
speed, convenience, “everything in 
one place.” The second pole is more 
typical of higher-resource groups and 
residents of large cities.

Two poles of motivation

Younger respondents are more likely to 
choose sources for the “user experience” 
(presentation, convenience), while older 
groups emphasize “substantive reliability” 
(verification) and the agenda itself (following 
current events)

Age-based shift in priorities

Among men, choice is more often driven 
by topic-based interest (specific subject 
matter), while among women it is more 
frequently linked to convenience and 
accessibility of presentation. Analytics 
remains a niche motive, visible only 
among specific groups

Gender split in motives



Mean level of trust (max 5 баллов)
The HIGHER the score, the GREATER the 

level of trust
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4%

12%

6%

22%

29%

27%

30%

42%

29%

42%

74%

71%

73%

70%

58%

59%

52%

Regional and local media

Major online news outlets (Kommersant, Lenta.ru,
Gazeta.ru, Meduza, RT, etc.)

RIA Novosti (РИА Новости)

RBC (РБК)

Other state media (TASS, Rossiya 24, Rossiyskaya Gazeta,
MK, Komsomolskaya Pravda, etc.)

Other (news / YouTube / Telegram, etc.)

News aggregators (Yandex / Zen / Mail.ru)

1–2 points 3 points 4–5 points

4,1

4,1

4,0

4,0

3,8

3,7

3,6

How much do you trust the following online news media? Please rate on a scale from 1 to 
5, where 1 means “do not trust at all” and 5 means “completely trust.”

Trust in online news media
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37
30

17
16

9
9

8
7
7
6
6
5
5
5
4
4
3
3
3

2
13

8

Politics
News

Economy
Military action / war

Sports
Science and technology

Social sphere (healthcare, education)
Hobbies and leisure

Incidents / traffic accidents
Self-development, psychology, educational resources

Weather
Lifestyle

Culture and arts
Beauty and health

Cars and motorcycles
Nature / animals

Humor
History

Information technology / IT
Celebrity news / socialite life

Other (classifieds, children’s content, price lists, housing and utilities, laws, etc.)
Not sure

What topics do you most often read about in online news media? (multiple answers, %) Among those who receive information from
online news media, n = 491

Topics in online news media

Politics is the leading topic: 37% of online media users read 
materials on this subject. General news attracts 30% of 
respondents. Economy (17%) and military action / war (16%) rank 
third and fourth, reflecting strong public interest in current 
geopolitical and socio-economic developments.

All other topics are significantly less popular. Sports and 
science/technology each attract 9% of readers. The social sphere 
(healthcare, education) interests 8%. Hobbies and leisure, as well 
as incidents/traffic accidents, account for 7% each, while self-
development and weather are mentioned by 6% each.
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% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Politics 37 36 37 37 18 30 40 51 25 41

News 29 30 26 33 31 22 35 33 32 29

Economy 19 13 21 13 17 15 24 12 6 21

Military action / war 11 25 13 19 10 16 13 24 18 16

Sports 10 8 14 6 18 9 11 5 6 11

Science and technology 10 7 10 7 16 12 3 7 3 11

Social sphere (healthcare, 
education) 6 10 1 14 10 10 8 4 7 8

Hobbies and leisure 7 7 1 13 3 0 10 15 3 9

Incidents / traffic accidents 6 7 5 8 6 4 10 7 9 6

Self-development, psychology, 
educational resources 5 9 3 10 10 10 3 3 5 7

Weather 4 8 6 5 0 5 11 3 8 5

What topics do you most often read about in online news media? (multiple answers, %) Among those who receive information from
online news media, n = 491
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% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Politics 33 43 39 37 45 31 53 40 36 47 41

News 31 29 37 33 30 33 16 39 42 30 19

Economy 14 20 14 10 14 23 33 17 7 20 24

Military action / war 14 19 20 18 22 13 18 22 17 15 20

Sports 7 11 7 6 10 7 8 6 9 8 7

Science and 
technology 5 12 7 12 3 6 14 9 2 10 9

Social sphere 
(healthcare, 
education)

6 9 7 13 5 6 15 3 10 13 8

Hobbies and leisure 10 4 8 12 9 3 0 11 8 9 3

Incidents / traffic 
accidents 8 5 10 3 12 0 0 12 4 7 3

Self-development, 
psychology, 

educational resources
6 8 9 6 7 6 3 0 3 14 9

Weather 6 6 11 3 9 0 0 9 7 2 5

What topics do you most often read about in online news media? (multiple answers, %) Among those who receive information from
online news media, n = 491
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% by column
(top responses) Northwestern Central Volga Southern North 

Caucasian Ural Siberian Far Eastern Moscow St. 
Petersburg

Politics 10 42 39 42 23 54 34 31 30 14

News 28 25 33 30 32 53 25 27 21 14

Economy 10 20 17 18 19 14 7 14 25 14

Military action / war 11 14 29 19 16 19 8 0 4 14

Sports 29 5 8 11 13 0 4 0 29 0

Science and technology 0 11 8 9 15 4 3 12 8 29

Social sphere (healthcare, 
education) 10 2 8 4 14 17 4 17 13 0

Hobbies and leisure 0 9 14 0 0 13 4 0 9 0

Incidents / traffic 
accidents 0 2 11 7 0 10 18 0 0 0

Self-development, 
psychology, educational 

resources
0 11 6 0 16 0 7 18 4 14

Weather 0 9 6 7 8 0 7 0 4 0

What topics do you most often read about in online news media? (multiple answers, %) Among those who receive information from
online news media, n = 491

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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What topics do you most often read about in online news media? (multiple answers, %) Among those who receive information from
online news media, n = 491

% by column
(top responses)

Main source of information about events in Russia and around the world

Television Online news media 
websites

News aggregators (Yandex 
/ Zen News, Google News) Telegram channels

Politics 26 38 36 44

News 28 35 49 21

Economy 14 14 6 25

Military action / war 27 15 8 20

Sports 5 12 8 10

Science and technology 3 9 0 14

Social sphere (healthcare, education) 3 7 14 12

Hobbies and leisure 16 7 0 7

Incidents / traffic accidents 14 4 0 9

Self-development, psychology, educational 
resources 0 8 9 8

Weather 5 5 21 4
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Men are more likely than women to be interested in economy (21% vs 13%) and sports (14% vs 6%). Women show greater interest in the social 
sphere (14% vs 1%), hobbies and leisure (13% vs 1%), and self-development (10% vs 3%). The topic of military action is also somewhat more 
popular among women (19% vs 13%).

Interest in politics increases markedly with age: from 18% among respondents aged 18–29 to 51% among those aged 60+. Military action is 
most relevant for the oldest group (24%) and least relevant for the youngest (10%). At the same time, respondents aged 18–29 are much more 
likely to read about science and technology (16%), sports (18%), and hobbies (10%) than those aged 60+ (3%, 5%, and 0%, respectively). The 
45–59 age group shows the highest interest in incidents/traffic accidents (10%) and weather (11%).

Residents of small localities are more likely than urban residents to read about military action (25% vs 11%). Rural respondents also show 
greater interest in self-development (9% vs 5%) and weather (8% vs 4%), while urban residents more often choose economy (19% vs 13%) and 
science and technology (10% vs 7%). Education level also matters. Respondents with higher education are significantly more likely to read 
about politics (41% vs 25%) and economy (21% vs 6%).

Affluent respondents are more interested in politics and economy. Among those with an average monthly per-capita household income 
above 100,000 RUB, 53% read political materials and 33% read economic content. A similar gap exists between affluent and low-income 
groups: 43% vs 33% for politics and 20% vs 14% for economy. Affluent respondents also show greater interest in science and technology (12% 
vs 5%). By contrast, low-income respondents are more likely to read practical and everyday topics. Incidents/traffic accidents (10–12% vs 0–
5% among high-income groups) and hobbies/leisure (10–12% vs 0–4%) are more relevant to them. Interest in weather is also higher in low-
income groups (up to 11%) and almost absent in the highest-income categories (0%). Military action is among the most popular topics in the 
group with per-capita household income of 35,000–60,000 RUB (22%) and among low-income respondents (14–22%), but its popularity 
declines in the highest-income category (13–18%).

The Urals Federal District shows the opposite pattern, with the highest concentration on politics (54%) and news (53%). The Siberian Federal 
District stands out for the highest attention to incidents/traffic accidents (18%), while the Far Eastern Federal District shows the strongest 
interest in self-development (18%).

Topics in online news media
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Among the television audience, 
there is heightened attention to 
military action (27%) and 
incidents/traffic accidents (14%), 
as well as a relatively strong 
interest in hobbies and leisure 
(16%). At the same time, TV 
viewers show the lowest interest 
in politics (26%, the lowest across 
all main sources), economy 
(14%), and science and 
technology (3%).

Television audience

The Telegram audience consists 
of the most active consumers of 
political (44%) and economic 
(25%) content; they are also 
more likely than others to be 
interested in science and 
technology (14%). At the same 
time, they are less inclined to 
read general news (21%).

Telegram 
channels audience

Among those whose main source 
is online news media websites, 
politics (38%) and general news 
(35%) are central, along with 
sports (12%) and science and 
technology (9%). Interest in 
military action (15%) and 
incidents (4%) is below average 
in this group.

Online news media 
websites audience

For the news aggregators 
audience, the key interest is 
general news (49%, the highest 
share), as well as weather (21%) 
and the social sphere (14%). 
Aggregators are rarely used for 
reading about economy (6%), 
military action (8%), science and 
technology (0%), hobbies (0%), or 
incidents (0%).

News aggregators 
audience

Topics in online news media by main source of information



Telegram channels
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63

29

4

Mash (Мэш)

Topor (Топор)

Yuriy Podolyaka (Юрий Подоляка)

RIA Novosti (РИА Новости)

RT

TASS (ТАСС)

Ranshe Vsekh. Nu Pochti (Раньше всех. Ну почти)

Ostorozhno, Novosti (Осторожно, новости)

Meduza

BBC Russian Service

Dva Mayora (Два майора)

Readovka (Ридовка)

Shot (Шот)

The Insider

Baza

Other (various)

Not sure

Refused to answer

Which Telegram channels do you read most often? (multiple answers, %) Among those who read Telegram channels, n = 468

Telegram channels

The vast majority of readers (63%) chose the generalized 
option “Other (various).” Another 29% were not sure and 
could not name specific channels.

The best-known channels are Mash, Topor, and Yuriy 
Podolyaka — each is read by 4% of Telegram users. 
Official and major state media such as RIA Novosti (3%), 
RT (2%), and TASS (2%) are also mentioned.
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Top 20 mentions from «Other» 

Telegram channels

Source n
RBC (РБК) 6
KB / KB.Economy (КБ / КБ.экономика) 6
Live Broadcast (Прямой эфир) 4
Moscow News (Новости Москвы) 4
Solovyov Live (Соловьёв Live) 4
Lenta.ru (Лента.ру) 4
Observer (Наблюдатель) 3
Sanya in Florida (Саня во Флориде) 3
Rostov Main (Ростов Главный) 3
Moscow 24 (Москва 24) 3
Bloknot (Блокнот) 3
Irkutsk News (Новости Иркутска) 3
Sergey Mikheev (Сергей Михеев) 2
Russia 1 (Россия 1) 2
Dmitry Nikotin (Дмитрий Никотин) 2
Dozhd (Дождь) 2
Sladkov+ (Сладков+) 2
Piter Life (Питер лайф) 2
Moscow Life (Москва лайф) 2

Groups of Telegram channels

Major federal media / agencies
RBC (РБК) (6)
Lenta.ru (Лента.ру) (4)
Bloknot (Блокнот) (3)

TV brands / broadcast news (on Telegram)
Moscow 24 (Москва 24) (3)
Russia 1 (Россия 1) (2)
Live Broadcast (Прямой эфир) (4)

Author/commentary channels
Solovyov Live (Соловьёв Live) (4)
Sergey Mikheev (Сергей Михеев) (2)
Dmitry Nikotin (Дмитрий Никотин) (2)
Sanya in Florida (Саня во Флориде) (3)
Sladkov+ (Сладков+) (2)
Observer (Наблюдатель) (3)

City/regional news channels
Moscow News (Новости Москвы) (4)
Moscow Life (Москва лайф) (2)
Piter Life (Питер лайф) (2)
Rostov Main (Ростов Главный) (3)
Irkutsk News (Новости Иркутска) (3)

Independent
Dozhd (Дождь) (2)
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Which Telegram channels do you read most often? (multiple answers, %) Among those who read Telegram channels, n = 468

% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Mash (Мэш) 5 3 4 5 4 6 5 0 0 6

Topor (Топор) 5 1 7 1 8 5 2 0 6 3

Yuriy Podolyaka (Юрий 
Подоляка) 3 6 6 2 0 3 3 10 2 4

RIA Novosti (РИА Новости) 3 3 2 4 2 4 3 2 2 4

RT 3 0 3 2 0 2 5 2 1 3

TASS (ТАСС) 1 4 1 3 0 1 3 2 0 2

Other 61 68 61 65 69 61 63 62 59 65

Not sure 28 30 30 28 21 31 28 33 35 26
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Which Telegram channels do you read most often? (multiple answers, %) Among those who read Telegram channels, n = 468

% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Mash (Мэш) 2 7 0 2 6 6 6 0 4 0 8

Topor (Топор) 4 5 0 3 6 1 8 0 1 5 5

Yuriy Podolyaka
(Юрий Подоляка) 3 4 5 8 4 3 0 5 4 9 2

RIA Novosti 
(РИА Новости) 2 4 5 2 4 0 4 3 4 1 3

RT 2 1 2 3 2 1 0 3 1 3 2

TASS (ТАСС) 2 1 4 2 3 0 0 8 0 1 1

Other 64 64 70 67 57 69 67 56 62 77 65

Not sure 31 25 30 28 33 25 22 44 34 19 24
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What attracts you most about the following online media? (percentages) Among those who receive information from online 
media, n = 83

Attractive features of Telegram channels

% by column

Telegram channels

Mash Topor Yuriy 
Podolyaka RIA Novosti RT Ostorozhno, 

Novosti TASS Meduza
Ranshe

Vsekh. Nu 
Pochti

Solovyov 
Live 

News, information (no specification) 19 20 0 44 57 60 0 50 25 0

Timeliness, speed, frequency of publication 38 13 7 11 0 40 20 25 50 0

Alternative/unofficial perspective, no 
censorship / independence 0 13 14 0 0 0 0 25 0 0

Variety, volume of content, level of detail 13 13 0 0 14 0 0 0 0 0

Nothing in particular / just read to stay 
informed 13 7 0 0 0 0 0 25 0 25

Clarity, accessibility, simplicity, precision 6 7 7 0 0 0 0 0 25 0

Conciseness, news summaries 6 13 14 11 0 0 20 0 25 0

Presentation, style, format / channel 
atmosphere and approach of the author 0 7 0 0 0 0 20 0 0 0

Humor, satire, entertainment, amusing news 19 0 0 0 0 0 0 0 0 25

Objectivity, neutrality, absence of emotion 6 7 14 0 0 0 0 0 0 0

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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What attracts you most about the following online media? (percentages) Among those who receive information from online 
media, n = 83

Attractive features of Telegram channels

% by column

Telegram channels

Mash Topor Yuriy 
Podolyaka RIA Novosti RT Ostorozhno, 

Novosti TASS Meduza
Ranshe

Vsekh. Nu 
Pochti

Solovyov 
Live 

Relevance, informativeness, to the point, “no 
fluff,” substantive content 6 13 7 22 0 20 0 0 0 25

Interest in news about Russia 0 0 14 22 14 0 0 0 25 25

Interest in world news 6 7 7 11 0 0 0 0 25 25

Interest in war-related news 0 0 43 0 0 0 0 0 0 25

Reliability, honesty, truthfulness 6 7 14 0 0 0 0 0 0 0

Diverse opinions 0 0 0 0 0 0 20 0 0 0

Interest in local news (events and incidents) 0 0 7 0 0 0 0 0 0 0

Interest in specific topics (including niche or 
specialized news/information) 13 0 7 0 0 0 40 0 0 25

Interaction in comments, exchange of views, 
feedback 0 0 0 0 0 0 0 0 0 0

Convenience, time-saving, no advertising 0 13 0 0 0 0 0 0 0 0

Analytics, assessments, forecasts, insider 
information 0 0 7 0 0 0 0 25 0 0

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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What attracts you most about the following online media? (percentages) Among those who receive information from online 
media, n = 83

Attractive features of Telegram channels

27
27

22
22

13
12
11
11
11

9
9

7
7
7

5
5
5
4

3
3

2

Interest in specific topics (including niche or specialized news/information)
Interest in local news (events and incidents)
Timeliness, speed, frequency of publication

News, information (no specification)
Relevance, informativeness, to the point, “no fluff,” substantive content

Presentation, style, format / channel atmosphere, personality and approach of the author
Interest in war-related news

Interest in news about Russia
Interest in world news

Variety, volume of content, level of detail
Conciseness, news summaries

Reliability, honesty, truthfulness
Analytics, assessments, forecasts, insider information

Humor, satire, entertainment, amusing news
Alternative/unofficial perspective, no censorship / independence

Clarity, accessibility, simplicity, precision
Nothing in particular / just read to stay informed

Objectivity, neutrality, absence of emotion
Interaction in comments, exchange of views, feedback

Convenience, time-saving, no advertising
Diverse opinions

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Telegram channels are perceived primarily as a source of “specialized” and “local” content: for some audiences this means thematic niches, 
for others — local events and incidents.

In small towns and rural areas, Telegram is more associated with local and practical content, while in large cities it is somewhat more focused 
on specific topics and a broader news scope. Younger users are more drawn to speed and a continuous flow of updates, whereas older 
groups are more oriented toward substantive, explanatory formats and/or clearly defined topical agendas.

By income, higher-income respondents more often describe their interest in terms of substance, informativeness, and “to the point” coverage, 
while lower-income groups emphasize practical and applied topics, including local events. Education also matters: more educated 
respondents frame their motivation in terms of depth and informativeness, whereas less educated respondents refer more often to basic news 
functions such as “staying informed,” summaries, and speed.

Across messengers, Telegram is perceived as more explicitly news-oriented, while WhatsApp and Max users more often emphasize practical 
usefulness and local or thematic relevance.

In relation to the question of the main source of information, a clear competitive dynamic becomes visible: those who primarily rely on 
television tend to use Telegram for local news and incidents or “what is happening,” whereas respondents who are already oriented toward 
Telegram channels emphasize speed and substantive, to-the-point content.

Across segments, “social” motives (comments, feedback) and “technical” motives (no advertising, time-saving) remain peripheral. Telegram 
is chosen not for interactivity, but for its agenda and format of presentation.

Attractive features of Telegram channels

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Attractive features of Telegram channels

Official channels
(RIA / RT / TASS / Solovyov Live)

Neutral channels
(Mash, Topor, Ranshe Vsekh)

Independent + opposition channels
(Podolyaka, Meduza)

RIA, RT, and Ostorozhno, Novosti are 
perceived primarily as standardized news 
feeds, where “News / information” clearly 
dominates as the core motive. RIA 
additionally stands out for being described as 
“to the point / no fluff” and for its focus on 
“news about Russia.” TASS appears more 
niche and topic-specific: mentions of “interest 
in specific topics” are relatively higher, along 
with references to “summaries” and “diverse 
opinions,” although the small base requires 
cautious interpretation. Solovyov Live is 
framed more as a personality-driven format, 
combining elements of “staying informed” 
and “to the point” delivery with 
entertainment components and clearly 
articulated thematic interests (Russia, world 
affairs, war-related news).

Mash is most strongly associated with speed and 
immediacy, positioning itself as a high-frequency 
update channel with a partial entertainment 
component. Topor demonstrates a more 
composite profile: speed and summaries are 
combined with breadth of coverage, and for 
part of its audience the “alternative perspective” 
motive is salient. Ranshe Vsekh. Nu Pochti is 
perceived as the most explicitly speed-oriented 
channel, with a pronounced emphasis on being 
first, supplemented by motives of “staying 
informed” and, secondarily, clarity and concise 
summaries.

Podolyaka represents a sharply thematic 
model, overwhelmingly centered on 
“interest in war-related news.” Other 
motives—such as “alternative perspective,” 
“truth,” “summaries,” and “objectivity”—are 
present but clearly secondary. Meduza is 
perceived as combining a news function 
with non-official positioning: high mentions 
of both “News / information” and 
“alternative perspective / no censorship” 
suggest that its distinctiveness lies in framing 
and editorial stance. Additional motives 
such as “staying informed” and “analysis / 
insider information” reinforce this perception 
of a more interpretive, context-driven 
format.

Official channels largely function as a baseline news feed: 
they are chosen primarily for news itself, as well as for 
informative, to-the-point coverage, and to a lesser extent for 
content focused on Russia.

Within this group, some channels are closer to a 
straightforward “feed” model, while others are defined more 
by format and author personality, with a more pronounced 
emotional and stylistic mode of presentation.

Neutral news channels are more often chosen for timeliness (fast 
updates, frequent posting) and for a convenient “compact” format: 
summaries, digests, and the ability to stay on top of events.

They function primarily as general agenda aggregators (variety, multiple 
topics) rather than as a source focused on a single, clearly defined 
theme.

Independent/opposition channels are more frequently associated 
with a clear thematic focus (in some cases sharply defined), as 
well as with expectations of an alternative perspective and greater 
reliability or truthfulness.

They are thus perceived not as universal news feeds, but as 
agenda-driven sources differentiated by framing and editorial 
stance.

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Attractive features of Telegram channels

Official channels
(RIA / RT / TASS / Solovyov Live)

Neutral channels
(Mash, Topor, Ranshe Vsekh)

Independent + opposition 
channels

(Podolyaka, Meduza)

• The dominant motivation is simply to 
obtain “news / information.” This is 
followed by pragmatic selection 
criteria: Russia-related news, 
speed/timeliness, short digests, and a 
“to-the-point / no fluff” delivery style.

• Motives related to alternative 
perspectives, objectivity, or credibility 
are largely absent—official outlets are 
consumed as a baseline news feed 
rather than as a source of “truth” or 
“diverse viewpoints.”

• This profile is more applied/practical: 
beyond general news, there is a 
noticeably stronger interest in local news 
/ incidents and a wider range of topic-
specific (niche) content. 

• Compared to official outlets, respondents 
more often emphasize timeliness and 
delivery/format. 

• Overall, “neutral” channels function as a 
mixed media menu—“news + city + 
thematic bits.”

• The most pronounced difference is 
the dominance of the motive 
“interest in war-related news” 
(“special military operation” news). 

• In this segment, the demand for 
credibility / “the truth” is markedly 
higher, as is the demand for 
objectivity/neutrality and 
clarity/simplicity—i.e., people justify 
their choice not only by “it has 
news,” but by “it’s more accurate / 
more understandable / less 
emotional.” 

• The motive of seeking an alternative 
viewpoint / uncensored coverage is 
also more salient, which is consistent 
with this category.

This includes “TV brands / broadcast-news 
accounts (on Telegram),” such as: RIA Novosti, 
TASS, RT, Russia 24, Moscow 24, Russia 1, Zvezda, 
Solovyov Live, Readovka.

This includes, for example, “major federal media/outlets 
and agencies” and “city/regional news channels,” such 
as: Topor, Mash, Ostorozhno, novosti, Ranshe vsekh. Nu 
pochti, RBC, Lenta.ru, Bloknot, Novosti Moskvy, Rostov 
Glavnyi, Novosti Irkutska, Moskva Life, Piter Life, E1.ru, Nash 
Bryansk, Kobzev na svyazi.

This includes, among others, “author-driven / 
commentary channels,” such as: Meduza, Dozhd, 
BBC News Russian Service, The Insider, Yuriy 
Podolyaka, Sergey Mikheev, Sanya vo Floride, 
Alexander Sladkov, Dmitry Nikotin, Dva Mayora, 
Evgeny Poddubny, KB, Mnogonatsional.

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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13%

14%

42%

31%

100%

100%

86%

100%

100%

58%

56%

TASS

RIA Novosti

Yuriy Podolyaka

RBK

Novosti Moskvy

Topor

Mash

1–2 points 3 points 4–5 points

4,8

4,4

4,4

4,0

4,0

3,8

3,6

How much do you trust the following Telegram channels? Please rate on a scale from 1 to 
5, where 1 means “do not trust at all” and 5 means “completely trust.”

Trust in Telegram channels

Mean level of trust (max 5 баллов)
The HIGHER the score, the GREATER the 

level of trust
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3%

3%

5%

11%

4%

4%

24%

16%

16%

30%

17%

33%

31%

96%

76%

81%

82%

70%

78%

56%

65%

Major federal media outlets / news agencies

TV brands / broadcast news (on Telegram)

Author-driven / commentary channels

Other (misc.)

Pro-government / military and quasi-military channels

City / regional news channels

Independent media

Telegram tabloids and mass news aggregators

1–2 points 3 points 4–5 points

4,3

4,3

4,3

4,3

4,2

4,0

3,9

3,8

How much do you trust the following Telegram channels? Please rate on a scale from 1 to 
5, where 1 means “do not trust at all” and 5 means “completely trust.”

Trust in Telegram channels (groups)

Mean level of trust (max 5 баллов)
The HIGHER the score, the GREATER the 

level of trust
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Trust in Telegram channels (groups)
group channels base (n)

Major federal media outlets / news agencies (RIA Novosti; RBC; TASS; Lenta.ru; Bloknot) 27

TV brands / broadcast news (on Telegram) (RT; Pryamoy Efir; Moscow 24; Russia 1) 17

Author-driven / commentary channels (Yuriy Podolyaka; Solovyov Live; Nablyudatel; Sanya vo Floride; 
Sergey Mikheev; Dmitry Nikotin; Sladkov+) 31

City / regional news channels 

(Novosti Moskvy; Novosti Irkutska; Rostov Glavnyi; Local channels; E1; 
Moskva; Moskva Life; Piter Life; Piter Segodnya; Novosti Rostov-na-
Donu; O Ekaterinburg; ChP Krasnodar; Rostov City; Svet Ekaterinburg; 
Tipichny Krasnodar; Moya Moskva; Novosti Piter; Moskva Glavnoe; 
Moskva.ru; Moskva Segodnya; Moskva Live; Moy Piter)

41

Independent media (Meduza; BBC News Russian Service; Dozhd; The Insider) 9

Telegram tabloids and mass news aggregators (Mash; Topor; KB Ekonomika; Ostorozhno, novosti; Ranshe vsekh. Nu 
pochti; Baza; SHOT) 48

Pro-government / military and quasi-military channels (Readovka; Voennoe Delo; Voennyi Osvedomitel; Dva Mayora; 
Military channels; Voennyi Yurist consultations) 10

Other

(Novosti; Evgeny Poddubny; ChP; Ural 56; Russkaya Ekonomika; Russia 
24; Zvezda; News channels; Nash Bryansk; Mnogonatsional; Kobzev
na svyazi; Novosti Rossii; Pravda UrFO; Prosto Postno; Primorsky Krai; 
Prilepin; Prefektura SAO; Pravovoi Vestnik; Government of the Russian 
Federation; Government of Dagestan; Government of Vladimir 
Oblast; Pozdnyakov 30; Politika Strany; Podslyshano po gorodam; 
Podslyshano Evpatoria; Podslyshano; Professor smotrit mir; 
Pogribizhskaya. Bez sahara; Pogranichye Bryansk; Pogony i galstuki)

348



Checking information for 
credibility and diversity of 

sources
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When you read a news or analytical article online, do you usually 
pay attention to the author’s first and last name, or not? (%)

24

57

7

12Pay attention

Do not pay attention

Depends / hard to say

Do not read online publications

26

21

26

23

25

23

23

26

18

28

24

26

60

53

59

56

64

67

62

41

54

59

53

61

6

7

6

7

4

6

8

7

6

7

7

7

8

19

10

14

7

4

8

26

22

6

16

6

Large and medium-sized
cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Pay attention Do not pay attention
Depends / hard to say Do not read online publications

Author’s name
By settlement type, gender, age, 

education level, and income

Most readers of online articles do not pay attention to authorship. Overall, 57% of 
respondents reported that they do not pay attention to the author’s first and last 
name, while only 24% said that they do. Another 7% said it depends on the situation, 
and 12% do not read such publications online at all.
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By average monthly income per household 
member and total monthly household income

When you read a news or analytical article online, do you usually 
pay attention to the author’s first and last name, or not? (%)

Author’s name

24

26

20

28

44

23

26

26

29

50

54

66

61

50

45

59

59

63

7

7

8

6

3

7

7

8

5

19

12

6

4

3

25

8

7

2

Up to 20,000 RUB

20,000–35,000 RUB

35,000–60,000 RUB

60,000–100,000 RUB

More than 100,000 RUB

Up to 40,000 RUB

40,000–80,000 RUB

80,000–120,000 RUB

More than 120,000 RUB

Pay attention Do not pay attention

Depends / hard to say Do not read online publications

Average monthly income 
per household member 

Total monthly 
household income

24

26

20

23

22

22

21

19

38

32

58

56

59

67

53

57

58

55

46

57

9

5

8

4

9

6

8

12

4

5

9

13

13

7

17

15

13

13

12

5

Northwestern

Central

Volga

Southern

North Caucasian

Ural

Siberian

Far Eastern

Moscow

St. Petersburg

Pay attention Do not pay attention
Depends / hard to say Do not read online publications

* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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At the same time, subgroup breakdowns show statistically significant differences, especially by level of urbanization, education, and age. 
Residents of large and mid-sized cities are somewhat more likely to pay attention to the author (26%) than residents of small settlements 
(21%), and they are much less likely to fall into the group that does not read online publications at all (8% vs. 19% in rural areas).

The education gap is more pronounced. Among respondents with higher education, 28% pay attention to the author and only 6% do not 
read online publications. Among those without higher education, these figures are 18% and 22%, respectively—suggesting a higher level of 
digital exclusion and less reflective content consumption in the latter group.

An interesting pattern emerges by age. The share of those who do not pay attention to the author is highest among the most active internet 
audiences: ages 30–44 (67%) and youth aged 18–29 (64%). In the oldest group (60+), this share drops sharply to 41%; however, this group also 
has the highest share of people who do not read online publications at all (26%). Thus, among older users who do read news online, attention 
to authorship is more pronounced (26%) than in other age groups.

The most striking jump is observed among the highest-income group (over 100,000 rubles per family member). Here, the share who pay 
attention to the author reaches 44%—almost twice as high as in most other income groups and nearly three times higher than in the 35,000–
60,000 ruble group (20%). At the same time, the “non-readers” segment virtually disappears in this high-income category (3%). This suggests 
that higher financial security correlates not only with access to digital content, but also with more thoughtful and critical consumption. A 
similar, though less dramatic, positive trend is visible by total household income: the share paying attention to the author increases from 23% 
to 29%, while the share not reading online publications declines from 25% to 2%.

The regional breakdown highlights Moscow’s distinctive position. In the capital, the share of respondents who consider authorship important 
(38%) is the highest among all regions and almost twice as high as the averages in many federal districts (19–26%). Moscow also has the 
lowest share of those who do not pay attention to the author (46%). St. Petersburg likewise shows elevated attention to the author (32%) and 
a low share of non-readers (5%); however, the share ignoring the author (57%) is close to the national average. In the remaining federal 
districts, the pattern is more uniform: the share paying attention to the author varies within a narrow range—from 19% in the Far East to 26% in 
the Central Federal District. The strongest indifference to authorship is observed in the Southern Federal District (67% do not pay attention). 
The share of those who do not read online publications at all is highest in the North Caucasus Federal District (17%) and the Ural Federal 
District (15%).

Author’s name
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When you read a news or analytical article online, do you usually 
pay attention to the name of the source where it is published 
(e.g., a website or Telegram channel)? (%) AMONG THOSE WHO 
READ ONLINE PUBLICATIONS, n = 877

58

51

55

56

61

59

56

48

46

61

54

61

34

40

37

36

30

34

39

42

45

32

40

31

7

8

8

7

8

7

5

10

9

7

7

8

Large and medium-sized
cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Pay attention Do not pay attention

Depends / hard to say

Source name

5537

8

0,2

Pay attention

Do not pay attention

Depends / hard to say

Refused to answer

By settlement type, gender, age, 
education level, and income

Among readers of online publications, more than half (55%) report that they usually pay 
attention to the name of the source where the material is published. The share of those 
who do not do so is 37%, and 8% answered “it depends” or found it difficult to say.
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When you read a news or analytical article online, do you usually 
pay attention to the name of the source where it is published 
(e.g., a website or Telegram channel)? (%) AMONG THOSE WHO 
READ ONLINE PUBLICATIONS, n = 877

Source name
By average monthly income per household 

member and total monthly household income

50

57

58

62

72

45

54

64

66

41

36

39

32

18

44

39

33

29

9

6

4

6

10

11

6

4

5

Up to 20,000 RUB

20,000–35,000 RUB

35,000–60,000 RUB

60,000–100,000 RUB

More than 100,000 RUB

Up to 40,000 RUB

40,000–80,000 RUB

80,000–120,000 RUB

More than 120,000 RUB

Pay attention Do not pay attention Depends / hard to say

Average monthly income 
per household member 

Total monthly 
household income

56

55

59

54

51

51

48

53

62

75

39

42

34

36

42

38

38

38

29

22

6

4

6

9

7

10

15

9

8

3

Northwestern

Central

Volga

Southern

North Caucasian

Ural

Siberian

Far Eastern

Moscow

St. Petersburg

Pay attention Do not pay attention Depends / hard to say

* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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Young readers aged 18–29 and 30–44 more often report that they pay attention to the source (61% and 59%, respectively). With age, this share declines, 
reaching its minimum among respondents aged 60+ (48%). One of the most substantial gaps is by education: 61% of respondents with higher education 
pay attention to the source, compared to only 46% among those without higher education. Correspondingly, the share who do not pay attention is 
highest in the latter group (45%). Residents of large and mid-sized cities are more likely to track the source (58%) than residents of rural areas and small 
towns (51%). Higher-income respondents are somewhat more likely than lower-income respondents to pay attention to the site/channel name (61% vs. 
54%).

By average per-capita family income, there is a clear positive gradient: as income rises, so does the share paying attention to the publication source. In 
the group with income above 100,000 rubles per family member, 72% do so—the highest figure across all categories—while the share not paying attention 
is lowest (18%). In the lowest-income group (up to 20,000 rubles), only 50% pay attention to the source, and the share ignoring it is relatively high (41%). A 
similar pattern, though with a less pronounced jump, appears by total household income: from 45% in the low-income group to 66% among households 
earning over 120,000 rubles.

Regionally, the two capitals stand out. In St. Petersburg, the share of readers who pay attention to the source reaches a record 75%, while only 22% do not. 
In Moscow, these figures are also above average (62% and 29%, respectively). Across federal districts, the pattern is more uniform: the indicators range 
from 48% in the Siberian Federal District to 59% in the Volga Federal District. The Siberian Federal District also shows the highest share of “depends / hard to 
say” responses (15%).

Source name
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Have you ever encountered a situation where the same news 
story is presented differently across different sources? (%)
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Yes, I have

No, I have not

Not sure

Refused to answer
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Large and medium-sized
cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Yes, I have No, I have not Not sure

Different framing
By settlement type, gender, age, 

education level, and income

Most respondents (66%) have encountered situations where the same news story is 
presented differently across sources. About a third (28%) said they had not noticed 
this, and 5% found it difficult to answer.
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Have you ever encountered a situation where the same news 
story is presented differently across different sources? (%)
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By average monthly income per household 
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* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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The highest shares of respondents who have encountered different framing are found among younger and middle-aged groups (71–73% among those 
aged 18–44), men (72%), respondents with higher education (72%), and financially secure respondents (75%). The same applies to residents of large and 
mid-sized cities (69%). By contrast, the lowest shares are observed among those aged 60+ (59%), women (61%), respondents without higher education 
(58%), and residents of small towns and rural areas (62%).

Groups that form the core of the active digital audience (young, educated, financially secure urban residents) are significantly more likely to notice 
differences in how events are covered, which may contribute to more critical information processing. Social groups that are less involved in intensive 
media consumption (older cohorts, rural residents, people with lower education) encounter such situations less often.

By income, the pattern is consistent: the higher the income, the more often respondents notice differences in coverage. In the group with per-capita 
family income above 100,000 rubles, 86% reported encountering such situations—the highest figure. This group also has the lowest share who did not notice 
differences (14%), and there are no “Not sure” responses (0%). In the lowest-income group (up to 20,000 rubles), the share who have encountered different 
framing is much lower (57%). A similar, though less pronounced, pattern is observed by total household income: the share with this experience rises from 
55% to 77%.

Regionally, St. Petersburg stands out sharply: 82% of residents reported encountering different framing of news. This is 10–15 percentage points higher than 
in most other districts, and notably higher than in Moscow (68%). St. Petersburg also has the lowest share of those who said they had not noticed this (8%). 
Among federal districts, the highest levels (68–70%) are observed in the Volga, Southern, Ural, and Central Federal Districts. The lowest share is in the North 
Caucasus (54%) and Siberian (59%) Federal Districts, where the shares saying they had not noticed differences are also relatively higher (38% and 33%, 
respectively). The Far Eastern Federal District has the highest share of “Not sure” responses (12%).

Different framing
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Please tell us which methods of verifying the credibility of news you know. (multiple answers allowed, %)

Methods of verifying the credibility  
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7

7

6

6

3

3

3

3

0,8

0,4

2

50

0,4

Check the news in multiple sources / cross-check, compare

Follow the link to the original source / find the original source

Critically evaluate the news

Rely only on official government sources

Check the news in a more reliable source

Discuss with friends / relatives

Verify personally / rely on personal experience

Search for information in a browser / search engine / Google

Wait until the news appears in other sources

Verify using neural networks / AI

Check the news on a fact-checking website

Other (e.g., "time will tell", check authorship, etc.)

Don’t know any methods / Not sure

Refused to answer

According to the survey results, half of respondents (50%) said they do not 
know any methods for verifying the credibility of news, or were Not sure.

Among those who could name specific methods, the most common 
answer was “check the news in multiple sources / cross-check, compare” 
(24%). All other methods were mentioned much less frequently. Following 
the link to the original source and critically reflecting on the news were 
each cited by 7% of respondents. Turning to official government sources 
and checking in a more reliable source were each mentioned by 6%.
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% by column
(top responses)

Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Check the news in multiple 
sources / cross-check, 

compare
26 21 30 20 30 28 24 17 17 29

Follow the link to the original 
source / find the original source 9 4 8 6 10 9 7 3 4 8

Critically evaluate the news 7 6 8 6 3 6 7 9 2 10

Rely only on official 
government sources 5 7 5 7 7 5 8 5 7 6

Check the news in a more 
reliable source 7 4 5 6 12 8 4 2 4 7

Don’t know any methods / 
Not sure 45 58 43 56 37 45 51 60 61 42

Please tell us which methods of verifying the credibility of news you know. (multiple answers allowed, %)
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% by column
(top responses)

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Check the news in 
multiple sources / cross-

check, compare
21 30 16 26 24 40 44 17 20 36 35

Follow the link to the 
original source / find 
the original source

5 10 4 6 7 13 17 3 7 11 11

Critically evaluate the 
news 6 8 6 5 7 10 12 7 5 9 8

Rely only on official 
government sources 6 7 7 7 6 7 6 7 6 7 7

Check the news in a 
more reliable source 5 7 3 5 7 7 12 2 5 9 8

Don’t know any 
methods / 
Not sure

53 42 60 49 52 30 19 61 50 38 37

Please tell us which methods of verifying the credibility of news you know. (multiple answers allowed, %)
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% by column
(top responses) Northwestern Central Volga Southern North 

Caucasian Ural Siberian Far Eastern Moscow St. 
Petersburg

Check the news in 
multiple sources / cross-

check, compare
19 21 25 30 17 23 24 23 30 29

Follow the link to the 
original source / find the 

original source
0 10 5 10 7 6 4 5 8 10

Critically evaluate the 
news 5 6 5 11 3 9 5 2 13 3

Rely only on official 
government sources 7 6 8 4 7 11 5 0 3 3

Check the news in a more 
reliable source 3 7 5 5 4 6 9 6 1 13

Don’t know any methods 
/ 

Not sure
63 51 52 42 54 53 50 56 40 42

Please tell us which methods of verifying the credibility of news you know. (multiple answers allowed, %)

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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The clearest difference is in the share of respondents who do not know any methods at all. This group is largest among people without higher 
education (61%), low-income respondents (up to 40,000 rubles per household—61%), residents of small towns and rural areas (58%), and the 
older cohort aged 60+ (60%). By contrast, the share is lowest among financially secure respondents (42%), those with higher education (42%), 
youth aged 18–29 (37%), and in high-income groups (over 120,000 rubles—37%).

Knowledge of specific methods. The most widely known method—“check in multiple sources”—is more common among men (30% vs. 20% 
among women), younger and middle-aged respondents aged 18–44 (28–30%), people with higher education (29%), and financially secure 
respondents (30%). Knowledge of this method also correlates positively with income growth (from 16% to 44%). The method “find the original 
source” is also much better known among highly educated, financially secure, and high-income groups (8–17%). “Critical evaluation” as a 
method is more often mentioned by respondents with higher education (10%) and financially secure respondents (8%).

Knowledge of any verification method—especially “check in multiple sources”—increases steadily with income. In the group with per-capita 
family income above 100,000 rubles, 44% know this method, which is almost three times higher than in the group with income up to 20,000 
rubles (16%). Similarly, 17% of the high-income group know the method “find the original source,” compared to 4% in the low-income group. 
The reverse pattern holds for not knowing any methods: 60% in the poorest group report no knowledge, versus only 19% in the richest group.

Regionally, the lowest awareness is in the Northwestern Federal District: 63% of residents do not know any verification methods, and only 19% 
are familiar with comparing sources. The two capitals are at the opposite end. In Moscow (40%) and St. Petersburg (42%), the share of those 
who do not know any methods is relatively low. St. Petersburg also leads in awareness of the method “check in a more reliable source” (13%). 
The Southern Federal District shows relatively high awareness (only 42% do not know methods) and stands out for knowledge of “critical 
evaluation” (11%). The Ural Federal District is distinctive for a high share of respondents who rely only on official government sources (11%), 
which is 2–3 times higher than in the capitals.

Methods of verifying the credibility 
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Please tell us whether you personally verify the credibility of news, 
or not. (%) AMONG THOSE WHO KNOW METHODS, n = 502

The most common behavioral pattern is occasional verification: nearly half of respondents 
(46%) verify news rarely. A substantial share (27%) do not verify the credibility of news at all, 
despite having the relevant knowledge. A minority show consistent behavior: 16% say they 
always or almost always verify news, and another 10% say they verify and do not verify 
equally often.

By settlement type, gender, age, 
education level, and income
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Large and medium-sized
cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Always or almost always verify
Verify and do not verify equally often
Verify rarely, only some news
Do not verify
Not sure

Experience of verification

16

10

46

27

1Always or almost always verify

Verify and do not verify equally
often

Verify rarely, only some news

Do not verify

Not sure
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Please tell us whether you personally verify the credibility of news, 
or not. (%) AMONG THOSE WHO KNOW METHODS, n = 502

Experience of verification
By average monthly income per household 

member and total monthly household income
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Up to 20,000 RUB
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35,000–60,000 RUB

60,000–100,000 RUB

More than 100,000 RUB

Up to 40,000 RUB

40,000–80,000 RUB
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Always or almost always verify
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Verify rarely, only some news
Do not verify
Not sure

Average monthly income 
per household member 
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9
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Northwestern

Central

Volga

Southern

North Caucasian

Ural

Siberian

Far Eastern

Moscow

St. Petersburg

Always or almost always verify Verify and do not verify equally often
Verify rarely, only some news Do not verify
Not sure

* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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Residents of large and mid-sized cities are more likely to verify news occasionally (49% vs. 40%), while residents of small towns, urban-type settlements, and 
rural areas are much more likely to not verify credibility at all (35% vs. 22%).

Among younger respondents (18–29 and 30–44), the share of occasional verifiers is high (52% and 54%, respectively), and the share who do not verify at all 
is very low (15% and 18%). In the oldest group (60+), the pattern reverses: this group has the highest share of those who do not verify news at all (45%), while 
only 37% verify occasionally. The 60+ group also has very few respondents who verify and do not verify equally often (4% vs. 18% among youth aged 18–
29).

Respondents with higher education are more likely to verify information systematically (17% vs. 14%) and less likely to opt out entirely (21% vs. 38% among 
those without higher education). Financially secure respondents more often fall into the “always/almost always” category (20% vs. 12% among less secure 
respondents).

A similar but even more pronounced pattern is observed by total monthly household income. In the group earning up to 40,000 rubles, the share engaged 
in active verification is the lowest (11%), and the share fully opting out is the highest (43%). As income rises, the former increases steadily (reaching 22% in 
the group earning over 120,000 rubles), while the latter declines (to 18% in the same group).

In the Northwestern and Siberian Federal Districts, the share of people engaged in regular verification is low (10% and 11%), alongside some of the highest 
rates in the “Do not verify” category (37% and 36%). The Far Eastern and North Caucasus Federal Districts show the highest shares of those who “always or 
almost always” verify news (23% and 21%, respectively), but their patterns differ. In the Far East, this coexists with a high share who verify rarely (46%) and a 
low share who do not verify (18%). In the North Caucasus, it coexists with a high “equally often” share (21%) and the lowest share of those who verify rarely 
(34%). Moscow and St. Petersburg are close to the national average overall, but with nuances: Moscow has a higher share of systematic verifiers (20%), 
while St. Petersburg has a higher share of occasional verifiers (51%).

Experience of verification
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Have you heard of fact-checking websites? If yes, do you use 
them or not? (%)
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Know and use

Have heard of them, but do not
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Have not heard of them / Not
sure
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Large and medium-sized
cities

Small towns, rural areas

Male

Female

18-29 y.o.

30-44 y.o.

45-59 y.o.

60+ y.o.

No higher education

With higher education

Low-income

High-income

Know and use
Have heard of them, but do not use
Have not heard of them / Not sure

Fact-checking websites
By settlement type, gender, age, 

education level, and income

An overwhelming majority of respondents (80%) had not heard of fact-checking websites or 
were Not sure about whether they knew of them. Among the remaining 20% who were 
aware of such resources, only a very small share—1%—reported that they know about them 
and use them. The main share of those aware (19%) said they had heard of fact-checking 
websites but do not use them to verify information.
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Have you heard of fact-checking websites? If yes, do you use 
them or not? (%)

Fact-checking websites
By average monthly income per household 

member and total monthly household income
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Have not heard of them / Not sure

* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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Residents of large and mid-sized cities show higher awareness than residents of small settlements. In cities, 24% report having heard of such websites 
(though not using them), compared to 12% in small towns, urban-type settlements, and rural areas. Accordingly, the share who have not heard of them at 
all is 87% in rural areas versus 74% in cities.

Respondents with higher education are noticeably more familiar with the concept of fact-checking than those without higher education. Among higher-
educated respondents, 23% have heard of fact-checking websites (but do not use them) and 2% report using them. In the group without higher 
education, awareness is substantially lower: 13% have heard of them but do not use them, and there are virtually no active users. The share unaware 
among those without higher education reaches 87%.

Gender and age differences are less pronounced but still present. Men somewhat more often than women report having heard of such sites (21% vs. 17%). 
Among age groups, those aged 30–44 stand out with the highest share of active users (4%), although overall awareness in this group (20%) is the same as 
among youth aged 18–29 (20%). In the oldest group (60+), the share aware (17%) is slightly lower than in other cohorts.

Starting from average per-capita family income above 60,000 rubles, awareness increases markedly. In the 60,000–100,000 ruble group, 27% have heard of 
such websites but do not use them, and the share unaware falls to 69%. In the group above 100,000 rubles, these figures are 29% and 67%, respectively. At 
the same time, in these two highest-income groups, the share who not only know about but also use such sites is four times higher—4%—which is the 
maximum across all categories.

St. Petersburg shows high awareness: 34% have heard of these sites but do not use them, and 5% know and use them—the highest share of active users 
across all districts. St. Petersburg also has the lowest share of unaware respondents (61%). At the opposite pole are the Siberian and Northwestern Federal 
Districts. In the Siberian Federal District, the share unaware is the highest (89%) and the share passively aware is the lowest (10%). In the Northwestern 
Federal District (excluding St. Petersburg), 83% have not heard of fact-checking, while 13% have heard of it but do not use it.

Fact-checking websites



106

Do you use tools to bypass internet blocks, or not? (%)
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By settlement type, gender, age, 
education level, and income

According to the survey, most respondents do not use tools for bypassing internet blocks—
70% reported that they do not. One in four respondents (24%) said they do use such tools. 
Another 4% were Not sure, and 2% refused to answer.
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Do you use tools to bypass internet blocks, or not? (%)

Tools for bypassing internet blocks
By average monthly income per household 

member and total monthly household income
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* SMALL SAMPLE – information is for reference only and insufficient 
for reliable conclusions and decision making
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The most pronounced difference is by settlement type. In large and mid-sized cities, 29% of respondents use tools for bypassing blocks, whereas in small 
towns, urban-type settlements, and rural areas this share is almost twice as low (16%). Accordingly, in smaller settlements the share of non-users reaches 
78%.

Strong differences are also visible by age. The use of circumvention tools is most common among younger respondents: 35% in the 18–29 group and 31% in 
the 30–44 group. With age, this practice declines sharply: 21% among those aged 45–59 and only 14% in the oldest group (60+). Conversely, the share of 
non-users increases from 60% in the youngest group to 78% among the oldest.

Gender differences are present as well, though less stark: men use bypass tools more often than women (29% vs. 19%). Among respondents with higher 
education, 29% use bypass tools—almost twice as high as among those without higher education (16%). The share of non-users in the latter group is 78%.
A strong positive association is observed with income: the higher the income, the higher the share using bypass tools. The sharpest increase occurs in the 
high-income categories. Looking at average per-capita family income, in groups up to 60,000 rubles the share of users ranges from 17% to 22%, while the 
share of non-users remains high (69–79%). The key shift begins at the 60,000–100,000 ruble level: in this category, the share using bypass tools nearly doubles 
relative to the previous group, reaching 42%, while the share of non-users drops sharply to 54%.

In Moscow, 34% report using such tools; in St. Petersburg, 29%. Accordingly, these cities have the lowest shares of non-users: 59% in Moscow and 63% in St. 
Petersburg. In the Southern (28%), North Caucasus (27%), and Far Eastern (27%) Federal Districts, the figures are close to St. Petersburg’s level. The North 
Caucasus Federal District has the lowest share of non-users among the districts (64%) and the highest share of “Not sure” responses (9%). In the 
Northwestern and Siberian Federal Districts, only 17% use bypass tools, while the share of non-users is the highest (79% and 78%, respectively).

Tools for bypassing internet blocks
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In your opinion, if accessing an information source requires using 
tools to bypass internet blocks, does that make the information 
from this source more credible or less credible? (%)
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By settlement type, gender, age, 
education level, and income

More than half of respondents (53%) were Not sure how the need to use bypass 
tools affects the credibility of information from such a source. Among those who 
expressed a definite view, the share who believe the information is less credible 
(20%) exceeds the share who see it as more credible (13%). Another 13% think 
credibility depends on the specific source (it may be either more or less reliable). 
1% refused to answer.
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By average monthly income per household 
member and total monthly household income
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Residents of small towns, urban-type settlements, and rural areas—as well as women—are less likely to choose the “sometimes more, sometimes less” 
option (8% and 10%, respectively) and more likely to view the information as less credible (23% and 22%).

In the youngest group (18–29), only 36% are Not sure, which is substantially lower than in other age categories. At the same time, young people are more 
likely to take polarized positions: this group has both the highest share saying such information is more credible (18%) and the highest share saying it is less 
credible (27%). They also more often than others note that credibility depends on the source (19%). With age, the share of “Not sure” responses rises sharply, 
reaching 60% among those aged 60+, while the share expressing any definite opinion declines.

Significant differences are observed by education. Respondents with higher education are less likely to be Not sure (49%) than those without higher 
education (59%). Higher-educated respondents are also almost twice as likely to say that credibility can vary depending on the source (16% vs. 8%).
By total household income, “flexible” assessments increase with income. In the group earning more than 120,000 rubles, 20% say credibility depends on the 
source—three times higher than in the group earning up to 40,000 rubles (7%). In the lowest-income group, by contrast, the share of “Not sure” responses is 
the highest (60%), and the share giving flexible assessments is the lowest (7%).

Regionally, the most critical attitudes toward information from blocked sources are found in the Siberian Federal District (25% say it is less credible) and the 
Central Federal District (23%). St. Petersburg stands out for the highest share saying credibility can vary by source (24%); similarly high values are observed in 
Moscow (19%), the Southern Federal District (17%), and the Central Federal District (16%). By contrast, this share is minimal in the Volga (7%), Far Eastern 
(8%), and Northwestern (10%) Federal Districts. The Far Eastern Federal District shows the highest level of trust: 22% consider information from such sources 
more credible. St. Petersburg, Moscow, and the Northwestern Federal District are closer to the midpoint (15–16%), while the lowest figure is in the Ural 
Federal District (8%).

Bypass tools and credibility
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Over the past year, have there been any topics you have become more interested in than before? If yes, please name these 
topics. (multiple answers allowed, %)

Increase in interest — topics

Most respondents either have not become more interested 
in any new topics over the past year or were Not sure (46%). 
Among those who reported changes in their interests, the 
largest increase is in the topic of military actions / the special 
military operation / war: 17% said they have become more 
interested in this topic than before. Substantial attention is 
also directed to politics (10%) and to economics, finance, 
and business (9%), while an equal level of increased interest 
is reported for social policy and reforms (9%). These are 
followed by health and medicine (7%) and lifestyle, travel, 
and cooking (5%).
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Informational and news-related (news, politics, military actions / the
special military operation / war, economy, social policy, incidents)

Lifestyle and consumption (lifestyle, beauty and health, real estate,
cars, cooking)

Culture and leisure (culture and arts, hobbies, nature, humor, sports)

Science, technology, and education

Personal life and relationships (love, psychology)

Spiritual and alternative topics (religion, esotericism)

Celebrity news / celebrities

Other topics (job search, law, etc.)

Over the past year, have there been any topics you have become more interested in than before? If yes, please name these 
topics. (multiple answers allowed, %)

Increase in interest — topics (aggregated)
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Among respondents who have become more interested in new topics over the past year, the greatest interest is concentrated in 
informational and news-related topics (63%). This category includes news, politics, military actions / the special military operation, the 
economy, social policy, and incidents.

The next most popular category is “lifestyle and consumption” (25%), which includes lifestyle and travel, beauty and health, real estate, cars, 
and cooking.

“Culture and leisure” and “science, technology, and education” attract 15% each. “Culture and leisure” combines culture and arts, hobbies, 
nature, humor, and sports, while “science, technology, and education” includes science and engineering, information technology, and 
education / parenting.

Lower levels of interest are reported for personal life and relationships (5%), including love, psychology, and relationship topics, as well as for 
spiritual and alternative topics (2%)—religion and esotericism.

Increase in interest — topics (aggregated)
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Informational and 
news-related 57 72 65 62 46 53 66 78 70 59

Lifestyle and consumption 26 23 18 30 25 32 25 18 16 30

Culture and leisure 17 12 15 15 24 11 10 18 14 15

Science, technology, and 
education 18 10 10 18 22 20 15 7 11 17

Personal life and relationships 5 5 3 6 3 6 7 3 2 7

Spiritual and alternative topics 2 3 4 2 2 3 3 2 3 2

Celebrity news / celebrities 0 0 0 0 0 1 0 0 0 0

Other topics 6 8 9 5 13 7 2 8 8 6

Over the past year, have there been any topics you have become more interested in than before? If yes, please name these 
topics. (multiple answers allowed, %)

Increase in interest — topics (aggregated)
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Informational and 
news-related 69 58 68 72 58 64 61 75 66 57 60

Lifestyle and 
consumption 23 28 21 23 31 22 34 18 23 26 35

Culture and leisure 12 18 13 11 19 14 23 12 13 22 14

Science, technology, 
and education 13 16 13 13 22 16 6 9 17 21 15

Personal life and 
relationships 6 4 3 0 11 5 3 5 3 3 7

Spiritual and alternative 
topics 3 1 2 1 4 3 0 3 4 1 1

Celebrity news / 
celebrities 0 0 0 0 0 1 0 0 0 0 1

Other topics 7 7 10 3 6 5 9 9 7 4 6

Over the past year, have there been any topics you have become more interested in than before? If yes, please name these 
topics. (multiple answers allowed, %)

Increase in interest — topics (aggregated)
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% by column Northwestern Central Volga Southern North 
Caucasian Ural Siberian Far Eastern Moscow St. 

Petersburg

Informational and 
news-related 53 74 64 62 65 61 63 59 55 53

Lifestyle and consumption 26 24 22 27 22 18 23 29 33 34

Culture and leisure 13 18 14 21 7 8 11 21 15 14

Science, technology, 
and education 21 9 15 20 16 11 11 18 18 20

Personal life and 
relationships 0 5 5 3 5 4 3 7 9 7

Spiritual and alternative 
topics 0 1 4 3 2 0 5 3 4 0

Celebrity news / 
celebrities 0 0 0 0 0 2 0 0 0 0

Other topics 8 2 11 7 3 6 10 6 9 7

Over the past year, have there been any topics you have become more interested in than before? If yes, please name these 
topics. (multiple answers allowed, %)

Increase in interest — topics (aggregated)

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Residents of small towns, urban-type settlements, and rural areas are more likely to report increased interest in informational and news-related topics (72%) 
than residents of large and mid-sized cities (57%). Science and technology are noticeably more appealing to residents of large cities (18%) than to those in 
smaller localities (10%).

By gender, women more often report interest in lifestyle and consumption (30% vs. 18%). Culture and leisure attract both genders at roughly the same level 
(15%), while science and technology are more appealing to men (18% vs. 10%).

By age, the strongest interest in informational and news-related topics is reported by respondents aged 60+ (78%), and the weakest by youth aged 18–29 
(46%). Lifestyle and consumption are more popular among the 30–44 and 45–59 groups (32% and 25%), whereas culture and leisure interest youth aged 18–
29 (24%) more than older respondents aged 45–59 (10%). Science and technology are most appealing to respondents aged 30–44 (20%) and least 
appealing to the 60+ group (7%).

By education, respondents with higher education are significantly more likely to be interested in informational and news-related topics (70%) than those 
without higher education (59%). Lifestyle and consumption are more popular among respondents without higher education (30%), while culture and leisure
and science, technology, and education are distributed more evenly.

Informational and news-related topics are particularly salient among lower-income respondents (69% vs. 58% among financially secure respondents). 
Lifestyle and consumption are most popular among the most affluent respondents (monthly family income >120,000 rubles)—35%. Science and technology
draw the most attention among households with income >80,000–120,000 rubles (21%).

Regionally, informational and news-related topics stand out especially in the Central Federal District, where 74% reported increased interest—noticeably 
higher than in all other districts. Against this background, lower values are observed in the Northwestern Federal District and St. Petersburg (53% each), as 
well as in Moscow (55%). Lifestyle and consumption are most pronounced in Moscow (33%) and St. Petersburg (34%), while in the Ural Federal District 
interest in these topics is substantially lower (18%). Culture and leisure are chosen more often in the Southern and Far Eastern Federal Districts (21% each), 
whereas in the North Caucasus Federal District this interest is much weaker (7%), and in the Ural Federal District it is 8%.

Increase in interest — topics (aggregated)
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Became interested / self-development / hobby

Relates to social / economic living conditions

Personal reasons / family events

Relates to military actions / the special military
operation (situation, acquaintances involved,…

Became relevant / affects my life

Professional necessity / work / studies

Due to age / retired

These topics are positive / bring joy / are calming

Tired of other topics / want to “switch”

Other (more talked about, more free time, etc.)

Not sure

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 612

Motivations for increased interest

Among respondents who reported increased 
interest in new topics over the past year, 43% said 
this was driven by simple curiosity, a desire for self-
development, or hobbies. A substantial share 
pointed to external circumstances: 14% said the 
new topics relate to their social or economic living 
conditions, and 13% linked their interest to personal 
reasons or family events.

Topics related to military actions / the special 
military operation were mentioned by 11%, 
including interest in the situation, acquaintances 
involved, and a desire for peace. Another 9% said 
these topics have become relevant or directly 
affect their lives. Professional necessity (work or 
studies) explains increased interest for 8% of 
respondents.
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Became interested / self-
development / hobby 43 43 42 44 50 48 44 35 41 44

Relates to social / economic living 
conditions 16 12 15 13 13 14 19 11 13 15

Personal reasons / family events 13 13 8 17 14 11 13 13 9 15

Relates to military actions / the 
special military operation 9 13 7 14 5 7 11 17 16 8

Became relevant / affects my life 9 10 9 9 8 10 6 12 9 9

Professional necessity / work / 
studies 11 4 9 8 14 13 7 3 7 9

Due to age / retired 3 5 4 5 3 2 6 5 2 5

These topics are positive / 
bring joy / are calming 2 1 1 2 3 3 0 2 1 2

Tired of other topics / want to 
“switch” 1 0 0 1 0 0 0 2 1 0

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 612

Motivations for increased interest
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In both large and small localities, the main driver of increased interest in new topics is simple curiosity, self-development, or hobbies (43% in 
both cases). Residents of large and mid-sized cities are more likely (11% vs. 4%) to say their interest is driven by professional necessity—work or 
studies.

By gender, women more often than men cite personal reasons or family events as a driver of interest (17% vs. 8%). Interest linked to military 
actions / the special military operation is also higher among women (14%) than among men (7%).

By age, respondents aged 18–29 most often report becoming interested due to curiosity and self-development (50%), whereas those aged 
60+ are less often motivated by hobbies (35%) and more often by interest in military actions / the special military operation (17%). The 45–59 
age group more frequently points to social and economic reasons (19%).

By education, respondents with higher education more often cite personal reasons (15% vs. 9% among those without higher education), while 
respondents without higher education more often report interest driven by engagement with the topic of the special military operation (16%).

Motivations for increased interest



123

44

33

17

8

2

7

Intrinsic interest and self-development

Context and external circumstances (became
relevant; relates to military actions / the special

military operation; relates to social/economic living
conditions)

Life stage and personal experience (age; personal
reasons; family events)

Instrumental reasons (professional necessity; studies)

Emotional regulation / switching (tired of other
topics; positive; calming)

Other reasons

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 579

Motivations for increased interest (aggregated)

Among respondents who reported increased 
interest in new topics over the past year, 44% 
are driven by intrinsic interest and a desire for 
self-development. A substantial share (33%) 
point to context and external circumstances: 
the topics have become more relevant, relate 
to military actions / the special military 
operation, or to their social and economic 
living conditions.

Life stage and personal experience play a role 
for 17% of respondents, including age-related 
factors, personal reasons, and family events.

Instrumental reasons, such as professional 
necessity or studies, account for 8%. Emotional 
regulation / switching (fatigue from other 
topics; positive or calming topics) is mentioned 
by only 2%. Other reasons (e.g., increased 
availability of information or individual factors) 
are reported by 7%.
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Intrinsic interest and self-
development 44 44 43 45 51 49 45 36 43 44

Context and external 
circumstances 33 33 30 35 27 30 33 38 36 31

Life stage and personal 
experience 17 17 11 21 16 14 19 17 12 20

Instrumental reasons 12 4 9 8 15 13 7 3 8 9

Emotional regulation / 
switching 3 2 2 3 3 3 0 3 3 2

Other reasons 5 9 12 4 6 5 6 10 8 7

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 579

Motivations for increased interest (aggregated)
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Intrinsic interest and 
self-development 42 48 41 38 46 49 53 40 41 48 48

Context and external 
circumstances 39 26 37 37 30 36 27 35 38 31 32

Life stage and personal 
experience 16 17 19 18 21 13 6 18 16 15 19

Instrumental reasons 7 11 5 4 12 12 11 5 9 7 12

Emotional regulation / 
switching 2 3 3 1 1 3 3 3 2 3 2

Other reasons 8 6 7 12 4 6 9 9 10 7 4

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 579

Motivations for increased interest (aggregated)
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% by column Northwestern Central Volga Southern North 
Caucasian Ural Siberian Far Eastern Moscow St. 

Petersburg

Intrinsic interest and self-
development 58 42 50 48 29 33 41 45 51 28

Context and external 
circumstances 15 35 29 32 39 38 37 42 23 53

Life stage and personal 
experience 15 11 17 17 13 22 18 24 14 34

Instrumental reasons 4 3 6 8 12 7 11 15 19 13

Emotional regulation / 
switching 0 7 2 1 2 0 0 4 2 0

Other reasons 7 11 8 6 10 4 10 0 5 0

Why have you become more interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME MORE 
INTERESTED IN TOPICS, n = 579

Motivations for increased interest (aggregated)

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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By settlement type, differences are minimal: intrinsic interest and self-development remain the leading driver both for residents of large and 
mid-sized cities and for residents of small towns, urban-type settlements, and rural areas (44% in both groups). However, instrumental reasons
are almost absent among residents of small towns, urban-type settlements, and rural areas (4%) compared to residents of large and mid-sized 
cities (12%).

Women are noticeably more likely than men to be motivated by life stage and personal experience (21% vs. 11%). This category includes 
age-related factors, personal reasons, and family events.

By age, the 18–29 group stands out: they are most often motivated by intrinsic interest and self-development (51%). Respondents aged 60+ 
show less interest in self-development (36%) than all other groups, but more often point to context and external circumstances (38%) 
compared to other age cohorts.

By education, motives related to life stage and personal experience are also more pronounced among respondents with higher education 
(20%) than among those without higher education (12%). Intrinsic interest and self-development are more common among financially secure 
respondents (48% vs. 42%). Context and external circumstances more often motivate lower-income respondents—39% versus 26% among 
financially secure respondents.

Regionally, Moscow stands out with elevated intrinsic-interest motivation (51%), and the highest value is recorded in the Northwestern Federal 
District (58%). At the opposite end are the North Caucasus Federal District (29%) and St. Petersburg (28%), where the indicator is substantially 
lower than elsewhere. Context and external circumstances are especially pronounced in St. Petersburg (53%), with elevated values also in the 
Far Eastern Federal District (42%), while in the Northwestern Federal District this motive is much weaker (15%). A similar pattern is observed for 
motivation linked to personal experience: high in St. Petersburg (34%) and in the Far Eastern Federal District (24%).

Motivations for increased interest (aggregated)
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% by column

Topics with increased interest

News Politics Military 
actions

Economics / 
finance / 
business

Information 
technology

Culture and 
arts / music

Hobbies and 
interests

Beauty and 
health / 

medicine

Lifestyle and 
travel / 
cooking

Sports Education / 
parenting

Social 
policy Psychology Real estate / 

construction

Became interested / 
self-development / 

hobby
57 39 40 47 69 49 53 40 57 56 49 29 54 43

Relates to social / 
economic living 

conditions
10 16 12 24 11 11 7 12 4 7 10 33 0 11

Personal reasons / 
family events 7 5 4 8 4 20 19 30 26 31 30 19 26 33

Relates to military 
actions / the special 

military operation
10 9 32 5 4 3 4 2 2 4 4 9 5 0

Became relevant / 
affects my life 6 15 17 13 0 12 7 9 2 4 7 11 5 19

Professional necessity 
/ work / studies 0 3 2 9 21 18 3 6 6 8 21 8 15 0

Due to age / retired 10 2 1 6 8 4 6 20 10 0 3 6 5 14

Increase in interest — topics / motivations
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% by column

Topics with increased interest (aggregated)

Informational and 
news-related 

topics

Science, 
technology, and 

education
Culture and leisure Lifestyle and 

consumption
Personal life and 

relationships
Spiritual and 

alternative topics Other topics

Intrinsic interest and self-
development 39 53 57 50 55 48 34

Context and external 
circumstances 46 19 24 18 12 15 25

Life stage and personal 
experience 12 23 21 40 29 6 9

Instrumental reasons 5 18 9 6 12 0 26

Emotional regulation / switching 1 0 9 4 4 14 3

Other reasons 8 8 6 3 5 17 12

Increase in interest — topics / motivations (aggregated)  
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Informational and news-related topics: Context and external circumstances dominate in this group (46%), the highest value across all topic 
areas. Intrinsic interest is weaker here (39%), while the role of life stage (12%) and emotional regulation (1%) is minimal.

Science, technology, and education: The role of intrinsic interest and self-development increases sharply (53%), with a much smaller influence 
of external context (19%). The share citing life stage and personal experience is relatively high (23%), as is the share citing instrumental reasons 
(18%).

Culture and leisure: This topic has the most “balanced” profile. Intrinsic interest reaches the maximum across all topics (57%), while external 
circumstances (24%) and life stage/personal experience (21%) also matter. Compared to news-related topics, the contribution of emotional 
regulation is notably higher (9%).

Lifestyle and consumption: This topic stands out for the dominance of life stage and personal experience (40%), the highest figure in the table. 
Intrinsic interest remains high (50%), while the influence of external context is relatively low (18%).

Personal life and relationships: Intrinsic interest and self-development are again the leading motive (55%), while the role of life stage increases 
substantially (29%). Context/external circumstances (12%) and instrumental reasons (12%) are secondary, which differentiates this topic from 
news-related and education-related areas.

Spiritual and alternative topics: This group shows the most atypical profile. Alongside relatively high intrinsic interest (48%), the importance of 
emotional regulation / switching (14%) and other reasons (17%) increases sharply—both are maxima in the table.

Increase in interest — topics / motivations (aggregated) 



Decreased interest in 
media topics
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67
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Politics
Military actions / the special military operation / war

Social policy (reforms, legislation, benefits and payments)
Sports

Culture and arts / music
News

Celebrity news / celebrity lifestyle
Hobbies and interests

Economics / finance / business
Lifestyle and travel / cooking

Beauty and health / medicine
Real estate / construction

Education / parenting
Humor / memes

Cars and motorcycles
Love / relationships / sex
Science and technology

Incidents / road accidents
Cryptocurrencies

History
Psychology

Esotericism / spiritual practices
Nature / animals

Religion
Information technology / IT / AI

Other (weather, ecology, games, legal or work-related issues, etc.)
No such topics / Not sure

Refused to answer

Have there been any topics you have become less interested in over the past year than before? If yes, please name these 
topics. (multiple answers allowed, %)

Decreased interest — topics

Most respondents (67%) did not report a decline in 
interest in any topics over the past year, or were Not sure.

Among those who did report decreased interest (about 
30% overall), the most frequently mentioned topic was 
politics: 10% said they had become less interested in it. In 
second place, with a noticeable gap, was military 
actions / the special military operation / war (6%). This 
may reflect fatigue from an intense and often anxiety-
provoking information flow on these issues.
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Informational and news-related topics (news, politics, military actions /
the special military operation, economy, social policy, incidents)

Culture and leisure (culture and arts, hobbies, nature, humor, sports)

Lifestyle and consumption (lifestyle, beauty and health, real estate, cars,
cooking)

Celebrity news / celebrities

Science, technology, and education

Personal life and relationships (love, psychology)

Spiritual and alternative topics (religion, esotericism)

Other topics

Have there been any topics you have become less interested in over the past year than before? If yes, please name these 
topics. (multiple answers allowed, %)

Decreased interest — topics (aggregated) 
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Informational and 
news-related topics 63 51 57 59 68 61 60 49 56 59

Culture and leisure 21 24 22 22 21 23 19 24 22 22

Lifestyle and consumption 13 8 12 10 4 10 17 10 14 9

Celebrity news / celebrities 4 12 6 9 4 5 5 13 9 7

Science, technology, 
and education 4 6 3 6 8 3 5 5 5 5

Personal life and relationships 2 2 3 2 0 3 4 1 3 2

Spiritual and alternative topics 0 1 1 1 0 1 1 0 1 0

Other topics 34 39 40 33 27 35 36 42 35 37

Have there been any topics you have become less interested in over the past year than before? If yes, please name these 
topics. (multiple answers allowed, %)

Decreased interest — topics (aggregated) 
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Informational and 
news-related topics 60 57 58 48 63 57 68 42 67 46 68

Culture and leisure 21 21 18 29 25 26 4 31 16 30 16

Lifestyle and 
consumption 11 11 11 11 6 15 13 9 10 13 13

Celebrity news / 
celebrities 7 8 7 12 13 2 4 13 6 7 5

Science, technology, 
and education 4 5 4 5 2 10 7 5 4 5 7

Personal life and 
relationships 2 2 3 0 5 2 0 5 1 2 1

Spiritual and alternative 
topics 1 0 0 2 0 2 0 2 0 0 1

Other topics 35 38 35 50 42 36 34 33 50 33 39

Have there been any topics you have become less interested in over the past year than before? If yes, please name these 
topics. (multiple answers allowed, %)

Decreased interest — topics (aggregated) 
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% by column Northwestern Central Volga Southern North 
Caucasian Ural Siberian Far Eastern Moscow St. 

Petersburg

Informational and 
news-related topics 69 53 52 63 51 67 60 60 74 40

Culture and leisure 21 23 23 19 22 16 26 18 19 33

Lifestyle and consumption 10 13 11 13 14 0 3 0 16 20

Celebrity news / 
celebrities 11 11 9 7 4 5 4 17 0 0

Science, technology, 
and education 0 7 2 4 5 5 7 10 6 0

Personal life and 
relationships 0 1 0 2 8 6 4 0 0 7

Spiritual and alternative 
topics 5 0 2 0 0 0 0 0 0 0

Other topics 35 40 39 34 50 24 30 27 32 33

Have there been any topics you have become less interested in over the past year than before? If yes, please name these 
topics. (multiple answers allowed, %)

Decreased interest — topics (aggregated) 

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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The main divide runs along interest in informational and news-related content—including politics, military actions, and the economy. A decline in attention 
to this sphere is most characteristic of the active and more affluent part of society. Residents of large and mid-sized cities report it more often than rural 
residents (63% vs. 51%). The trend is strongest among youth aged 18–29 (68%) and respondents aged 30–44 (61%), while it is noticeably weaker in the 60+ 
group (49%). The income gradient is particularly pronounced: in the group with per-capita family income above 100,000 rubles, 68% report decreased 
interest in news-related topics—almost 1.5 times higher than in low-income groups.

The opposite pattern is observed for the culture and leisure block (including sports, hobbies, and entertainment). A decline in interest in these topics is, on 
the contrary, somewhat more common among residents of small towns and rural areas (24% vs. 21% in large cities) and is most visible in low- and middle-
income groups. For example, in the 20,000–35,000 ruble income category, 29% report decreased interest, while in the highest-income group only 4% do.

The sharpest contrasts concern the informational and news agenda. Moscow stands out clearly: 74% report decreased interest in politics, war, and the 
economy—well above the national average. High levels are also recorded in the Northwestern (69%) and Ural (67%) Federal Districts. At the opposite pole 
is St. Petersburg, with an unusually low figure of 40%—more than 30 percentage points below Moscow—indicating a fundamentally different relationship to 
the news flow. Relatively low declines in interest in news are also observed in the Volga (52%) and North Caucasus (51%) Federal Districts.

Decreased interest in culture and leisure, by contrast, is highest in St. Petersburg (33%) and the Siberian Federal District (26%), while the Ural Federal District 
shows the lowest value (16%). St. Petersburg also stands out for the highest decline in interest in lifestyle and consumption (20%), whereas in the Ural and Far 
E
astern Federal Districts such responses are virtually absent (0%). Decreased attention to celebrity news is most noticeable in the Far Eastern Federal District 
(17%), while in Moscow and St. Petersburg it is absent (0%). Interest in science and technology has weakened primarily among residents of the Far Eastern 
(10%) and Siberian (7%) Federal Districts.

Decreased interest — topics (aggregated) 
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Fatigue with the topic

The topic has lost relevance

A sense of futility / lack of influence

Lack of neutrality / bias

Lack of time or resources / impact of age

Too much negative information

Increased interest in other topics

Other

Not sure

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 402

Motivations for decreased interest

The most common reasons are linked to 
emotional and cognitive exhaustion from the 
topic itself. Fatigue with the topic is the 
leading motive (23%). A perceived futility / 
lack of ability to influence the processes being 
discussed is mentioned by 17%, and too much 
negative information by 12%. Taken together, 
these three reasons—capturing different 
aspects of psychological burnout from 
content—account for more than half of all 
mentions.

A second cluster of reasons reflects a shift in 
how respondents perceive the value or quality 
of information. Loss of personal relevance 
(22%) and lack of neutrality / biased framing 
(15%) suggest that the information is no longer 
seen as meaningful or trustworthy.
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Fatigue with the topic 25 20 22 23 27 26 14 24 20 24

The topic has lost relevance 19 27 23 21 20 21 27 20 19 24

A sense of futility / lack of 
influence 15 21 17 17 9 12 21 24 17 17

Lack of neutrality / bias 12 19 14 16 11 8 21 19 24 11

Lack of time or resources / 
impact of age 14 11 17 10 21 15 6 12 13 13

Too much negative information 12 12 12 13 15 18 8 8 12 13

Increased interest in other 
topics 12 10 8 14 16 11 12 10 10 12

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 402

Motivations for decreased interest
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For residents of large and mid-sized cities, the leading reason is fatigue with the topic (25%), whereas among residents of rural areas and small 
towns the primary factor more often cited is the perception that the topic has lost relevance (27%). Rural residents are also somewhat more 
likely than urban residents to refer to a sense of meaninglessness (21% vs. 15%) and a lack of neutrality in coverage (19% vs. 12%).

Age differences in the underlying reasons are quite pronounced. Among the youngest audience (18–29), the key factors are lack of time or 
financial resources (21%) and fatigue with the topic (27%). In the 30–44 group, fatigue (26%) and the prevalence of negative content (18%) 
are most salient. Respondents aged 45–59 most frequently point to the loss of relevance (27%) and lack of neutrality (21%). For the older 
generation (60+), the dominant reasons are a sense of meaninglessness (24%) and insufficient neutrality in coverage (19%).

Educational level also shapes motivation. Respondents without higher education are significantly more likely to cite lack of neutrality and 
perceived bias (24%) as reasons for declining interest compared to those with higher education (11%). In contrast, respondents with higher 
education more often mention fatigue with the topic (24%) and loss of relevance (24%).

Gender differences are less pronounced; however, men are somewhat more likely than women to refer to lack of time or financial resources 
(17% vs. 10%), while women more often cite increased interest in other topics (14% vs. 8%).

Motivations for decreased interest
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5

Loss of relevance and meaning

Emotional burnout / negativity

Criticism of media / distrust

Resource and life constraints

Shift in interests

Other reasons

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 376

Motivations for decreased interest (aggregated) 
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Loss of relevance and 
meaning 32 46 37 38 30 35 45 39 36 39

Emotional burnout / negativity 35 31 33 35 38 43 20 32 28 36

Criticism of media / distrust 13 19 14 16 11 9 22 19 24 11

Resource and life constraints 14 12 18 10 21 16 6 12 13 13

Shift in interests 13 10 9 14 16 11 12 10 10 12

Other reasons 5 4 6 4 4 2 8 6 4 5

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 376

Motivations for decreased interest (aggregated) 
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Loss of relevance and 
meaning 31 43 30 38 31 56 39 26 37 45 44

Emotional burnout / 
negativity 34 35 26 32 41 33 47 30 27 36 41

Criticism of media / 
distrust 16 15 22 11 19 9 12 14 20 20 11

Resource and life 
constraints 14 13 14 15 9 15 17 15 14 16 12

Shift in interests 11 11 12 17 12 8 3 17 10 9 9

Other reasons 6 5 5 6 3 7 0 7 7 0 5

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 376

Motivations for decreased interest (aggregated) 
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% by column Northwestern Central Volga Southern North 
Caucasian Ural Siberian Far Eastern Moscow St. 

Petersburg

Loss of relevance and 
meaning 24 43 38 35 49 33 35 28 42 30

Emotional burnout / 
negativity 49 34 30 28 19 43 41 45 36 31

Criticism of media / 
distrust 24 20 13 15 25 24 7 23 3 0

Resource and life 
constraints 11 13 19 12 17 5 10 0 16 22

Shift in interests 6 12 12 16 9 0 13 7 16 16

Other reasons 6 1 5 9 4 5 4 17 3 0

Why have you become less interested in these topics? (multiple answers allowed, %) AMONG THOSE WHO BECAME LESS 
INTERESTED IN TOPICS, n = 376

Motivations for decreased interest (aggregated) 

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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The “loss of relevance and meaning” cluster—combining a sense of futility and the perception that the topic has lost relevance—is the key driver for more 
vulnerable and less mobile population groups. It is most pronounced among residents of small towns and rural areas (46%), substantially exceeding the 
figure for large cities (32%). It is also especially salient among middle-aged and older respondents (45% in the 45–59 group and 39% among 60+).

By contrast, the “emotional burnout and negativity” cluster—combining fatigue with the topic and an overload of negative information—is more 
characteristic of an active, younger audience. It peaks among respondents aged 30–44 (43%) and youth aged 18–29 (38%), and is more often reported by 
city residents (35% vs. 31% in rural areas) and by respondents with higher education (36% vs. 28% without higher education).

Criticism of media / distrust (lack of neutrality) is most strongly expressed among respondents without higher education (24% vs. 11% among those with 
higher education) and among respondents aged 45–59 (22%). Resource and life constraints (lack of time or money) are an important reason primarily for 
youth aged 18–29 (21%) and men (18%), consistent with a life stage of active career-building and social engagement. A shift in interests toward other 
topics is more often reported by youth aged 18–29 (16%) and women (14%), reflecting normal changes in personal priorities.

In the group with per-capita family income above 100,000 rubles, the emotional burnout/negativity cluster reaches 47%, almost twice as high as in the low-
income group (26%). This suggests that the most affluent—and likely those most intensively exposed to media flows—experience stronger psychological 
fatigue from information. By contrast, the loss-of-relevance-and-meaning cluster shows a non-linear relationship: it peaks (56%) in the middle-income group 
(60,000–100,000 rubles), which may reflect “middle-class” disillusionment with the usefulness and significance of the news agenda for their lives. In the 
highest-income group, this reason remains substantial (39%) but is secondary to emotional burnout. Media criticism/distrust is most pronounced in low-
income groups (22% and 20%).

In St. Petersburg, the leading reason is emotional burnout (31%), while media criticism is absent (0%). In Moscow, by contrast, loss of relevance and 
meaning dominates (42%), and emotional burnout (36%) is weaker. The Northwestern Federal District shows the highest emotional burnout (49%) alongside 
strong media criticism (24%), portraying an audience that is both tired of the flow and distrustful of it. The Ural Federal District shows a similar pattern (43% 
burnout; 24% criticism). The North Caucasus Federal District is a distinctive case where loss of relevance and meaning (49%) is clearly dominant, while 
emotional burnout is minimal (19%).

Motivations for decreased interest (aggregated) 
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% by column

Topics with decreased interest

News Politics Military 
actions

Economics / 
finance / 
business

Culture and 
arts / music

Hobbies and 
interests Celebrity news

Lifestyle and 
travel / 
cooking

Sports Social policy

Lack of neutrality / bias 25 27 16 0 8 0 13 0 4 30

Fatigue with the topic 24 22 47 19 7 17 19 15 23 10

Too much negative 
information 24 20 20 11 7 4 12 0 12 7

A sense of futility / lack of 
influence 32 19 16 32 24 0 13 15 16 32

The topic has lost 
relevance 8 18 12 31 20 20 5 31 44 11

Increased interest in other 
topics 4 8 6 13 14 31 26 0 17 17

Lack of time or resources / 
impact of age 3 6 0 13 21 42 8 47 21 3

Decreased interest — topics and motivations
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The topic “Military actions / the special military operation / war” stands out sharply against the overall background. Almost half (47%) of those 
who became less interested in it cite “fatigue with the topic” as the reason. In addition, one in five (20%) mention “too much negative 
information.”

The topics “Politics” and “News” (in a general sense) show declining interest for similar reasons that form a broader pattern of disillusionment 
with the media environment and its perceived impact. The most typical reasons are “a sense of futility / lack of influence” (32% for news; 19% 
for politics) and “lack of neutrality / bias” (25% and 27%). “Fatigue” is also significant (24% and 22%).

“Economics / finance / business” and “Social policy” show a different pattern—more rational disappointment in perceived usefulness. The 
main reasons here are “a sense of futility / lack of influence” (32% for both) and “the topic has lost relevance” (31% for economics; 11% for 
social policy).

Leisure and entertainment topics (“Culture and arts,” “Hobbies,” “Celebrity news,” “Lifestyle,” “Sports”) lose audience mainly for pragmatic, 
life-related reasons. For “Hobbies” and “Lifestyle,” the key reason is “lack of time or resources / impact of age” (42% and 47%). For “Sports,”
the main reason is “the topic has lost relevance” (44%). For “Celebrity news,” the leading reason is “increased interest in other topics” (26%).

Decreased interest — topics and motivations
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% by column

Topics with decreased interest (aggregated)

Informational and news-
related topics

Science, technology, 
and education Culture and leisure Lifestyle and 

consumption
Celebrity news / 

celebrities

Loss of relevance and meaning 36 79 38 44 20

Emotional burnout / negativity 43 20 20 20 34

Criticism of media / distrust 23 6 5 9 15

Resource and life constraints 4 0 27 33 9

Shift in interests 9 23 22 11 29

Other reasons 4 0 3 6 13

Decreased interest — topics and motivations (aggregated) 
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Informational and news-related topics (politics, war, the economy) lose audience interest primarily due to emotional burnout and negativity
(43%). This factor clearly outweighs other reasons, such as loss of relevance and meaning (36%) and criticism of media / distrust (23%).

The “Science, technology, and education” block is a distinct case. The overwhelming driver of declining interest is loss of relevance and 
meaning (79%), which constitutes an absolute majority of responses. All other reasons—including burnout or distrust—are virtually negligible.

The “Culture and leisure” and “Lifestyle and consumption” blocks lose audience interest for similar, though slightly different, reasons. For both, 
resource and life constraints are important (27% and 33%), reflecting a lack of time or money for related activities. However, for culture, loss of 
relevance is also significant (38%), while for lifestyle, a shift in interests (11%) and, to a lesser extent, emotional burnout (20%) play a role.

“Celebrity news / celebrities” is the only block where the leading reasons are a shift in interests (29%) and emotional burnout / negativity (34%) 
to the same extent. At the same time, loss of relevance is comparatively low for this topic (20%).

Decreased interest — topics and motivations (aggregated) 
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53

0,2

Politics (e.g., blocking laws, lawmaking)

Military actions / the special military operation / war

Celebrity news / celebrity lifestyle

Advertising (e.g., casinos, loans, gadgets, food products, the Max messenger, etc.)

Economy / misleading information (inflation, wages, taxes, “recycling fee,” etc.)

Social policy (migrants, utilities/housing, pensions, education, healthcare and medicine)

Incidents / road accidents / disasters / emergencies

Entertainment content / bloggers

Cruelty and violence / crime / criminal cases / court cases / fraud and scams

News about other countries (the US, Europe, the Middle East)

Scandals, rumors

Charity (help for the homeless, animals, children)

Misleading information

AI videos / AI-generated content

Negative news

Other (sports, health, culture, corruption, fashion, sales, LGBT, etc.)

I feel tired of all topics / news in general

No such topics / Not sure

Refused to answer

Are there any topics in mass media, social networks, or messengers that you feel tired of—topics you would rather not receive 
information about? If yes, please name these topics. (multiple answers allowed, %)

Fatigue with topics
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% by column
Large and 
medium-

sized cities

Small 
towns, rural 

areas
Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Politics 18 11 13 16 17 17 14 13 10 18

Military actions / the special 
military operation / war 15 10 13 13 16 16 13 8 10 14

Celebrity news / celebrity 
lifestyle 8 6 5 9 3 6 7 10 4 9

Advertising 4 5 5 3 3 3 5 5 4 4

Economy 3 3 4 2 1 4 4 2 1 4

Social policy 3 3 2 3 3 2 4 3 3 3

Other 3 7 4 5 4 3 5 6 6 4

I feel tired of all topics / 
news in general 3 1 2 3 4 2 2 2 3 2

No such topics / Not sure 51 57 57 50 59 51 55 52 61 48

Are there any topics in mass media, social networks, or messengers that you feel tired of—topics you would rather not receive 
information about? If yes, please name these topics. (multiple answers allowed, %)
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Politics 16 16 16 15 15 17 20 11 17 16 20

Military actions / the 
special military 
operation / war

15 13 12 16 12 16 20 10 12 18 18

Celebrity news / 
celebrity lifestyle 7 8 5 9 13 7 5 5 9 13 7

Advertising 5 4 5 5 5 2 3 7 4 4 3

Economy 3 3 2 2 5 5 10 2 3 5 5

Social policy 4 2 4 4 3 2 1 4 4 4 2

Other 4 5 4 7 4 4 4 5 4 7 4

I feel tired of all topics / 
news in general 3 2 2 2 5 2 3 2 4 1 3

No such topics / Not 
sure 51 53 53 48 44 50 49 55 50 46 45

Are there any topics in mass media, social networks, or messengers that you feel tired of—topics you would rather not receive 
information about? If yes, please name these topics. (multiple answers allowed, %)
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Are there any topics in mass media, social networks, or messengers that you feel tired of—topics you would rather not receive 
information about? If yes, please name these topics. (multiple answers allowed, %)

% by column Northwestern Central Volga Southern North 
Caucasian Ural Siberian Far Eastern Moscow St. 

Petersburg

Politics 13 16 16 16 12 8 12 17 20 13

Military actions / the 
special military operation 

/ war
7 13 12 11 12 13 14 16 16 18

Celebrity news / celebrity 
lifestyle 13 7 7 9 5 7 4 2 8 14

Advertising 8 4 3 7 5 7 2 2 2 3

Economy 0 3 4 6 0 2 1 6 4 5

Social policy 6 1 4 6 0 5 1 2 4 0

Other 6 7 4 8 4 1 4 6 2 0

I feel tired of all topics / 
news in general 5 2 2 3 1 2 3 2 1 11

No such topics / Not sure 54 50 57 45 59 55 62 50 52 45

* SMALL SAMPLE – information is for reference only and insufficient for reliable conclusions and decision making
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Are there any topics in mass media, social networks, or messengers that you feel tired of—topics you would rather not receive 
information about? If yes, please name these topics. (multiple answers allowed, %)

% by column

Main sources of information

Television Online news 
media websites

News aggregators (Yandex 
/ Dzen News, Google News) Telegram channels

Politics 11 25 12 19

Military actions / the special military operation / war 7 14 6 23

Celebrity news / celebrity lifestyle 7 9 8 5

Advertising 6 5 7 2

Economy 3 3 3 3

Social policy 3 4 0 2

Other 5 6 5 3

I feel tired of all topics / 
news in general 2 3 2 2

No such topics / Not sure 55 44 57 50
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Most respondents do not report fatigue with specific topics, or are Not sure (53%). Among those who expressed a view, the greatest fatigue is 
associated with politics (15%) and military actions / the special military operation / war (13%). The next most salient topic is celebrity news / 
celebrity lifestyle, which 7% report being tired of. All other topics—such as advertising (4%), the economy and social policy (3% each), and 
incidents, entertainment content, and cruelty/violence (2% each)—are mentioned much less often.

Fatigue is most pronounced for politics: in large and mid-sized cities, 18% report being tired of this topic, compared to 11% in small towns, 
urban-type settlements, and rural areas. Women report fatigue with politics slightly more often than men (16% vs. 13%). By age, respondents 
aged 18–29 and 30–44 show elevated fatigue with politics (17% in both groups), while respondents aged 60+ report it less often (13%).

Military actions / the special military operation also generate noticeable fatigue among residents of large cities (15%) and among young 
respondents aged 18–29 (16%), whereas in the 60+ group the figure falls to 8%. Women and men report fatigue with this topic at virtually the 
same level (13% vs. 13%).

Celebrity news / celebrity lifestyle more often generates fatigue among women (9%) and among respondents aged 60+ (10%). By income, 
respondents with average monthly per-capita income in the 35,000–60,000 ruble range more often report fatigue with celebrity news (13%).
By income overall, fatigue with politics and military actions is broadly similar across groups (roughly 15–20%), but among the most affluent 
households (>100,000 rubles) it reaches 20%. Fatigue with military actions is highest in income groups above 60,000 rubles (16–20%).

Fatigue with topics
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0,6

Positive news / good events

Social policy (benefits, utilities/housing, pensions, interethnic conflicts, etc.)

Practical everyday information / daily l ife tips

Politics

Military actions / the special military operation / war

Science / industry (genealogy, space, engineering, mining, etc.)

Culture, arts, history, events (including about regions)

Economy (inflation, regional development in Russia, financial l iteracy, etc.)

Medicine, healthcare, healthy lifestyle

Education

Psychology (relationships, parenting)

Environment / nature / animals and plants

Events in different regions of Russia

Sports

Information technology (VR, AI, neural networks)

Stories of ordinary people

Tourism / leisure

Other (poll results, volunteering, games, religion, mortgages, etc.)

No such topics / Not sure

Refused to answer

Are there any topics in mass media, social networks, or messengers that you would like to receive more information about? If yes, 
please name these topics. (multiple answers allowed, %)

Desire to receive more information
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% by column
Large and 
medium-

sized cities

Small towns, 
rural areas Male Female 18-29 y.o. 30-44 y.o. 45-59 y.o. 60+ y.o. No higher 

education
With higher 
education

Positive news / good events 4 7 3 7 6 6 4 5 5 6

Social policy 6 4 3 6 3 5 4 6 5 4

Practical everyday information 
/ daily life tips 4 5 2 7 3 6 4 6 4 5

Politics 3 6 5 4 3 3 5 6 4 5

Military actions 3 6 5 4 2 2 2 9 5 4

Science / industry 3 5 4 4 3 4 3 5 1 6

Culture, arts, history, events 4 3 4 4 5 3 5 3 2 5

Economy 4 3 5 2 3 3 5 3 3 4

Medicine, healthcare 3 3 3 4 3 4 3 3 4 3

No such topics / Not sure 66 63 67 63 63 67 69 59 68 62

Are there any topics in mass media, social networks, or messengers that you would like to receive more information about? If yes, 
please name these topics. (multiple answers allowed, %)
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% by column

Financial situation Average monthly income per household member Total monthly household income

Low-income High-income Up to 
20,000 RUB 

20,000–
35,000 RUB 

35,000–
60,000 RUB 

60,000–
100,000 

RUB 

More than 
100,000 

RUB 

Up to 40,000 
RUB 

40,000–
80,000 RUB

80,000–
120,000 RUB

More than 
120,000 RUB

Positive news / good 
events 6 5 7 6 4 6 4 6 5 3 8

Social policy 6 4 7 4 6 3 4 7 5 4 4

Practical everyday 
information / daily life tips 6 3 7 6 5 2 4 6 5 3 4

Politics 4 5 5 3 4 4 6 5 4 4 3

Military actions 4 4 6 6 4 3 6 6 6 3 3

Science / industry 5 4 4 5 4 5 6 3 6 4 4

Culture, arts, history, 
events 4 4 4 2 3 6 3 4 4 2 4

Economy 4 3 5 2 3 6 6 3 5 3 6

Medicine, healthcare 4 3 4 5 4 3 1 3 7 5 1

No such topics / Not sure 62 67 56 67 67 60 58 61 58 66 64

Are there any topics in mass media, social networks, or messengers that you would like to receive more information about? If yes, 
please name these topics. (multiple answers allowed, %)
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Most respondents (65%) said they have no such topics or were Not sure, suggesting that demand for additional information is relatively low for 
a substantial share of the population. Among those who did express preferences, the strongest interest is in positive news and good events, 
social policy, and practical everyday information—each mentioned by roughly 5% of respondents. All other topics, including politics, military 
actions, science, and culture, are mentioned by fewer than 5%, making them lower-priority for most.

Residents of small towns, urban-type settlements, and rural areas are more inclined to want positive news (7% vs. 4%), as well as politics and 
military actions / the special military operation (6% vs. 3%). Women somewhat more often than men want positive news (7% vs. 3%) and 
everyday practical information (7% vs. 2%). By age, the highest interest in information about military actions is among respondents aged 60+ 
(9%).

Lower-income respondents more often want practical day-to-day information (6%). Interest in information about military actions is distributed 
relatively evenly across income groups, but is slightly higher among households with monthly family income up to 80,000 rubles.

Desire to receive more information


