Media Consumption
of Russian Emigrants

Online survey
500 respondents
February 6 — March 23

(the margin of error at the 95% confidence level does not exceed 4.4 pp.)
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Objective: to identify the current segmentation of media consumption among emigrants from

Russia: which sources and platforms are used, how audiences are distributed across information

channels, and to determine the current level of trust in different media.

Research tasks:

— Measure the structure of media consumption: sources used

— |Identify the shares of audiences oriented toward different types of sources
— Assess the level of frust in different types of sources and channels

— |ldentify the main motives for using particular platforms

— Segment the audience by types of media consumption and frust channels
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Socio-demographic profile

Country of residence

Serbia

Georgia

Europe (France, Poland, Czech Republic,
Estonia, efc.)

Amenia
Kazakhstan
Spain
Cyprus
Gemany
Moldova

Uzbekistan

Azerbaijan

Kyrgyzstan
E Serbia Vietham
m Georgia
g Tajikistan
= Far abroad Other countries (Argentina, USA,
Post-Soviet countries (excluding Georgia) Canada, Turkey, etc.)

40%

39%



Socio-demographic profile

Gender Age

1829 21%

30-44 57%

45-59 19%

60 and older 3%

B Male B Female



Socio-demographic profile

Education

Primary general education

General secondary education

Secondary vocational education / specialized secondary education
Incomplete higher education

Higher professional education

Academic degree

Difficult to answer

Refusal to answer

Without higher education
With higher education

Difficult to answer / refusal

0.2%
I 1,4%

1,6%

13%

67%

85%



Socio-demographic profile
Material well-being

Not enough money even for food

Enough money for food, but buying clothes is difficult

Enough money for clothes, but buying household appliances is a problem
We can buy household appliances without taking out loans

We can buy a car without taking out loans, but not more than that

We can afford almost everything

Difficult to answer

Refusal to answer

Low-income
W ell-off

Difficult to answer / refusal

66%



Socio-demographic profile
Average monthly income

Less than 1 thousand euros / dollars
From 1 to 3 thousand euros / dallars

From 3 to 7 thousand euros / dallars

From 7 to 10 thousand euros / dollars . 6%

10 thousand euros / dollars or more I 3%

Difficult to answer - 11%

Refusal to answer l 2%

Household size

m 1 person 2 people
B 3 or more people m Difficult to answer

m Refusal to answer
7



Segmentation
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Final segments

Segmentation model construction.

Clusters were built not based on socio-demographic
variables, but on behavioral characteristics of media
consumption:

— set of channels used

— main source of information

— types of media and Telegram channels read

— thematic profile

— attention to source and author

— fact-checking practices

— attitudes toward VPN / bypassing restrictions

— thematic shifts / news fatigue

Socio-demographic indicators were used only for
profiling.

Technical solution. Solutions with 3-6 clusters were tested.
The final model uses 4 clusters as the best compromise between

interpretability, segment size balance and stability.
Cluster shares:

Multimedia independent news consumers 30.8%
B Telegram-driven news followers 42.2%
16.2%

® YouTube-focused analysts
Y 10.8%

® Social and everyday media navigators Across repeated runs, the structure remained stable.
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Segments:. cross-sections

Breakdown by country of residence, gender,
age, education level, and income

Serbia

Far abroad

Georgia

Post-Soviet countries (excluding Georgia)

Male
Female

18-29
30-44
45-59
60 and older

Higher and postgraduate education
Incomplete higher education
Secondary vocational education
Secondary education orlower

Low-income
Well-off

Below is the distribution of clusters within individual socio-demographic

and media consumption groups.

Percentages are calculated by row, meaning that within each group

36
36
28
18

3l

3.

32
24

3l
40
28
10

totals across clusters are approximately 100%.

44

36
45
16

39

18
19
37

Breakdown by relocation period, relocation
motives, and average monthly income

13 7 Moved in September 2022 or later 31 43 10

\\oved from February to August 2022 (inclusive) 32 45

Moved from 2014 to January 2022 (inclusive) 33 40

Relocation period

Moved before 2013 (inclusive) 22

Russian-Ukrainian conflict
Political reasons
Economic reasons
Personal reasons

Sexual orientation

Relocation motives

Attractiveness of life in another country

Freedom from censorship and restrictions

Less than 1 thousand euros / dollars
From 1 to 3 thousand euros / dollars
From 3 to 7 thousand euros / dollars

7 thousand euros / dollars or more

Average monthly
income

= Multimedia independent news consumers
B Telegram-driven news followers

B YouTube-focused analysts ( /\ E el
m Social and everyday media navigators —
1



Multimedia independent
news consumers

(30,8%; n=154)

This is the most saturated and multimedia-oriented news segment:
. 100% use websites of online media

99% use Telegram channels

76% use YouTube

49% use Instagram

The core consumption is independent and semi-independent media:
+  84%read independent websites
. 57% read editorial independent Telegram channels

The main information sources are distributed across:
«  Telegram (55%)

*  YouTube (20%) )

. online media websites (16%)

This is the most “hard news” segment:
. 92% follow politics in online media
88% follow politics in Telegram
72% follow economic news

69% follow war-related news

At the same time, interest in culture (17%) is also noticeable.
The segment demonstrates relatively high media literacy:

. 89% pay attention to the source of publication

. 39% pay attention to the author

. 46% use VPN services

Average trust levels:
. editorial independent Telegram channels — 42%
. independent websites — 43%

Profile

Men dominate (74%). The %eogrophic core of the segment is, i
concentrated in: Serbia (46%) and Georgia (35%). The financial profile
is comparatively strong: 73% classify themselves as well-off

Telegram-driven
news followers

(42,2%; n=211)

This is the largest segment.

It almost entirely lives inside Telegram: 100% use Telegram
channels, for 6% Telegram is the main source of information.

The segment is noticeably less attached to online media
websites: only 8% use them

At the same time:
+ 53%read editorial independent Telegram channels
*  46% read breaking/operational Telegram channels

Consumption here is more stream-like and less structured:
 37% do not pay attention to the author

+  64% would rather not subscribe to paid content

»  59% do not use VPN services

In this segment, there is a decline in interest in politics as a core
news topic:

+  85% still encounter political news in different formats

A5% report decreased interest in war-related news

47% report increased interest in positive news

Profile

Slightly more men than women (57%). Structurally, the segment
is almost evenly distributed between: Serbia and Georgia
(around 42% each). In terms of income, the segment is slightly
stronger than others: the largest group earns €3-7k per month
(34%)



3 YouTube-focused analysts

(16,2%; n=81)

This segment has a clearly pronounced YouTube-centered
media structure: 100% use YouTube, for 99% it is the main
information source. Telegram is also present (86%), but not as a
primary channel.

This is the most strongly author-driven consumption segment:
+ 31%read author/commentary Telegram channels
49% pay attention to the author of publications

The segment remains highly engaged with complex topics:
inferest extends beyond politics and war to history, culture,
analytical interpretation of events.

Trust indicators:

« frustin independent websites — 60%

*  frustin author Telegram channels — 47%

» tfrust in editorial Telegram channels — 43%

The segment remains engaged with complex agendas despite

news fatigue:

25%report increased interest in politics

«  25%report increased interest in his’rorz

+  26% consider sources bypassing blocking restrictions more
trustworthy

Profile

Closer to gender-balanced but still male-dominated (59%).
More strongly represented in Georgia (46%).

The financial profile is weaker than the first two segments:
57% are low-income

17% earn less than €1k per month

Social and everyday
media navigators

(10,8%; n=54)

This is the most distanced segment from intensive news
consumption. Telegram usage: 54% use Telegram, 22% use
YouTube, 39% receive information primarily through
communication with relatives and friends - for 25% this is the
main source of information.

The segment is significantly less integrated into regular reading
of online publications:

+ 15% do not read online media at all

+ 16% do not verify the reliability of news

+ 37% experience fatigue from all topics/news overall

Interest shifts toward psychologically comfortable everyday
topics: 39% report increased interest in topics that bring joy or
calmness. Above-average interest is observed in beauty /
health, nature / animals.

This is the most pragmatic and least politicized media
consumption model:

lower news intensity, greater reliance on social environment,
greater reliance on emotionally comfortable everyday
content.

Profile

This is the most female segment (52%)

This segment includes more long-term emigrants: 22% relocated
before 2013.

Financially weaker than other segments: 44% well-off, 35% low-
income.



Experience of emigration
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Relocation period

How long ago did you move to your current country of residence?

Moved in September 2022 or later

Moved from February to August 2022 (inclusive)

Moved from 2014 to January 2022 (inclusive) 8%

Moved before 2013 (inclusive) 5%

24%

63%



How long ago did you move to your current country of residence?

Post-Soviet
Column percentages % Georgia Serbia éggﬂgﬁ; Far abroad cg;]’rerires Male Female 18-29 30-44 45-59 6332?
Georgia)
Movediin seplember 202201 | soz 75% 53% 49% 51% 63% 63% 80% 63% 48% 47%
Moved from February to August
2022 (inclusive) 30% 22% 12% 22% 17% 26% 20% 12% 28% 24% 29%
Moved from 2014 to January
2022 (inclusive) 1% 3% 8% 16% 12% 6% 10% 7% 6% 16% 12%
Moved before 2013 (inclusive) 1% 0% 27% 13% 20% 4% 6% 1% 3% 12% 12%

15



How long ago did you move to your current country of residence?

Education Financial status Reasons for leaving Russia
Political
. reasons Sexual Attractiveness
column percentages % | oy higher | With higher Lowsincome | wWelloft URk‘gSi'r‘]’ig‘n (except the | orientation / | - Economic Personal Friiﬁ?org:igm of life in
education education o Russian _gend.er reasons reasons el esiie o another
Ukrainian identity country
conflict)
Moved in September
209 o later 65% 64% 71% 62% 70% 70% 72% 58% 52% 50% 31%
Moved from February to
August 2022 (inclusive) 12% 26% 18% 27% 27% 24% 23% 29% 12% 13% 15%
Moved from 2014 to
January 2022 (inclusive) 12% 7% 5% 8% 2% 5% 3% 12% 18% 38% 46%
Moved before 2013
(inclusive) 1% 3% 6% 3% 1% 1% 3% 1% 18% 0% 8%

16



Relocation period

What was your main motivation for leaving Russia¢ (multiple answers allowed)

Russian-Ukrainian conflict

Political reasons (other than the Russian-Ukrainian conflict)

Economic reasons

Personalreasons

Sexual orientation / gender identity

Attractiveness of life in another country

Freedom from censorship and restrictions

Difficult to answer

Refusal to answer

attitude toward the conflict, persecution for one’s
position, concerns about mobilization

69%

political views, persecution for these views, concerns
about personal safety / safety of relatives

55%

relocation, higher-paid job opportunities, de facto job loss due to the conflict — for
example, when employment depended on Western companies

25%

12%

marriage, relationships, family reunification

87 persecution by the state, aggression from other people, concerns about
° personal safety / safety of relatives

3% warm climate and sea, culture, Europe, education, experience, emigration itself

27 less oppressive / aggressive environment, “future for children without double standards”,
o strict book censorship, blocking of infernet resources

2%

" (NS =
1



What was your main motivation for leaving Russiae (multiple answers allowed)

Post-Soviet
Column percentages % : . countries Other 60 and
(top answers) Georgia Serbia (gxclu d.in)g Far abroad countries Male Female 18-29 30-44 45-59 older
eorgia
Russian-Ukrainian conflict 70% 76% 55% 58% 57% 78% 56% 78% 73% 49% 71%
Political reasons (other than the
Russian-Ukrainian conflict) 57% 61% 39% 44% 42% 60% 48% 58% 58% 46% 35%
Economic reasons 22% 29% 14% 35% 25% 30% 18% 33% 27% 16% 12%
Personal reasons 12% 8% 25% 13% 19% 8% 18% 13% 10% 17% 6%
Sexual ongn’roﬂo n/ gender 7% 8% 4% 13% 8% 10% 4% 15% 6% 3% 12%
identity
Attractiveness of life in another
country 4% 1% 2% 4% 3% 2% 4% 3% 3% 1% 0%
Freedom from censorship and
3% 1% 0% 0% 0% 2% 2% 1% 2% 2% 0%

restrictions
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What was your main motivation for leaving Russiae (multiple answers allowed)

Education Financial status Relocation period
Column percentages % Moved in Moved from Moved from 2014
(fop answers) W”ZOUT k}ljgher Wgh hi?.her Low-income Well-off September 2022 or|February fo August| to January 2022 é\g(])g/e.d blefpre
education SElEEIEN later 2022 (inclusive) (inclusive) (inclusive)
Russian-Ukrainian conflict 63% 71% 72% 71% 76% 79% 20% 9%
Political reasons (other than the
Russian-Ukrainian conflict) S7% S5% 60% S4% Sl Sk 38% 7%
Economic reasons 25% 26% 20% 29% 23% 31% 38% 4%
Personal reasons 14% 12% 16% 10% 10% 6% 28% 48%
Sexual orientation / gender
identity 12% 7% 13% 6% 9% 8% 3% 4%
Attractiveness of life in another
country 2% 3% 3% 2% 1% 2% 15% 4%
Freedom from censorship and
restrictions 2% 2% 1% 2% 1% 1% 8% 0%

19



Ways of obtaining informartion
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Messenger usage

Speaking about messenger usage in general, for any purposes (not only for obtaining information), which

messengers do you regularly use¢ (multiple answers allowed)

Telegram

WhatsApp

Viber

Max

Discord

Signal

Imo / IMO

VKontakte / VK Messenger

Facebook Messenger

Delta / Threema / Element / other secure messengers
Other (Teams, Twitter, Instagram, etc.)
None / difficult to answer

Refusal fo answer

93%

%



Which information channels do you usually use¢ (multiple answers allowed)

COIU?;Q F? (e];cgfvnefg)ges & Georgia | Far abroad Z}%g%%{%g Serbia Male Female 18-29 30-44 45-59 ﬁdoerf
Georgia)

Telegram 96% 89% 75% 96% 94% 92% 93% 95% 90% 76%
WhatsApp 55% 58% 59% 46% 54% 49% 37% 54% 65% 53%

Viber 5% 4% 16% 33% 16% 20% 9% 18% 23% 18%

Max 1% 1% 8% 2% 2% 5% 2% 3% 3% 18%

Discord 2% 0% 0% 2% 3% 0% 1% 2% 0% 0%

Signall 2% 0% 0% 2% 2% 1% 3% 1% 0% 0%

Imo / IMO 1% 4% 0% 1% 1% 2% 1% 1% 2% 0%
VKontakte / VK Messenger 2% 0% 0% 1% 1% 1% 1% 1% 0% 0%

22

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.



All information channels
Which information channels do you usually use to obtain information? (multiple answers allowed)

Telegram channels
YouTube
Online media we bsites
Instagram*
Communic ation with relatives, friends, acquaintances
Facebook*
X/ Twitter
TikTok
News aggregators (Yandex / Zen News, Google News)
WhatsApp
Television
Newspapers / magaznes
Radio
Max
VKontakte groups / public pages
Other (Reddit etc.)
Difficult to answer

Refusal to answer
* belongs to Meta, recognized as an elv

extremist organization

93%

3



Which information channels do you usually use to obtain information? (multiple answers allowed)

COIU?;Q F? g;ifvrggfes g Georgia | Far abroad Z)%gaz\%z Serbia Male Female 18-29 30-44 45-59 60 and older
Georgiq)

Telegram channels 96% 89% 65% 98% 92% 93% 89% 95% 92% 82%
YouTube 74% 69% 55% 72% 75% 64% 76% 71% 64% 71%
Online media websites 36% 40% 33% 1% 45% 28% 40% 37% 42% 35%
Instagram* 33% 27% 37% 37% 33% 37% 45% 34% 28% 12%
Rl IR 2 16% 26% 37% 30% 36% 36% 33% 29% 29%
Facebook* 17% 1% 16% 13% 11% 20% 7% 10% 35% 29%
X / Twitter 13% 1% 8% 16% 16% 10% 19% 14% 9% 6%
TikTok 9% 9% 8% 6% 7% 8% 14% 6% 3% 12%
O R g e | a7 13% 12% 5% 7% 6% 6% 7% 5% 18%

* belongs to Meta, recognized as an
extremist organization 24



Which information channels do you usually use to obtain information? (multiple answers allowed)

Education Financial status Relocation period
Column percentages % . . o Moved in Moved from Moved from 2014
i . W'TZOUT k;!gher Wi h|g*;.her Low-income Well-off September 2022 or|February fo August| to January 2022 é\g(])g/e.d blef_ore
education education later 2022 (inclusive) (inclusive) (inclusive)
Telegram channels 80% 6% 88% 96% 93% 98% 923% 52%
YouTube 57% 72% 74% 71% 75% 74% 55% 22%
Online media welbsites 31% 40% 33% 41% 39% 38% 38% 30%
Instagram* 34% 34% 46% 31% 39% 24% 30% 26%
Communication with relatives, 289% 34% 30% 34% 38% 06% 8% 299
friends, acquaintances ° ° ° ° ° ° ° °
Facebook* 15% 15% 12% 15% 14% 13% 25% 17%
X / Twitter 11% 14% 15% 14% 16% 10% 13% 0%
TikTok 15% 6% 15% 5% 8% 6% 8% 9%
News aggregators (Yandex /
Zen News, Google News) 12% 6% 5% 7% 5% 5% 18% 17%
* belongs to Meta, recognized as an 25

exfremist organization




Main sources of iInformation about news in Russia and worldwide

From which of the listed sources do you most often receive information about news in Russia and the world? (multiple answers allowed)
Among those who indicated an information source, n = 494

Telegram channels 58%
YouTube

Online media we bsites

Communic ation with relatives, friends, acquaintances
Instagram*

X/ Twitter

Television

News aggregators (Yandex / Zen News, Google News)

Facebook*
TikTok | 0,8%
Max | 0,4%
Radio | 0,4%
WhatsApp | 0,2%
Other | 0,6%
Difficult to answer 2%
Refusal to answer | 0,8% (—/\ ; —

* belongs to Meta, recognized as an
exfremist organization



From which of the listed sources do you most often receive information about news in Russia and the world? (multiple answers allowed)
Among those who indicated an information source, n = 494

Post-Soviet
COIU?;Q F? (e];ifvnefg)ges “ Georgia Far abroad (ggglzgliisg Serbia Male Female 18-29 30-44 45-59 60 and older
Georgia)
Telegram channels 59% 48% 40% 64% 60% 55% 62% 57% 59% 47%
YouTube 23% 26% 23% 20% 21% 25% 22% 22% 22% 29%
Online media websites 4% 6% 4% 8% 7% 3% 3% 7% 6% 0%
Communication with relatives, 3% 0% % 2% 2% 4% 1% 4% 0% 0%
friends, acquaintances ° ° ° ° ° ° ° ° ° °
Instagram* 1% 6% 4% 1% 1% 3% 3% 2% 1% 0%
X / Twitter 3% 0% 0% 1% 2% 1% 1% 1% 2% 0%
Television 2% 2% 2% 0% 2% 0% 0% 0% 3% 6%
News aggregators (Yandex / Zen
News, Google News) 1% 4% 2% 0% 1% 2% 1% 1% 0% 0%
Facebook* 0% 0% 4% 2% 1% 2% 0% 1% 1% 0%
—)
27

* belongs to Meta, recognized as an
exfremist organization



From which of the listed sources do you most often receive information about news in Russia and the world? (multiple answers allowed)
Among those who indicated an information source, n = 494

Education Financial status Relocation period
Col entages % . . o Moved in Moved from Moved from 2014
olvmn pere . W'TZOUT Tgher With h'?.her Low-income Well-off September 2022 or|February to August| to January 2022 gg?;?d blefpre
SEUERIEE education later 2022 (inclusive) (inclusive) (inclusive)
Telegram channels 55% 59% 52% 62% 60% 61% 46% 35%
YouTube 13% 23% 28% 20% 21% 28% 23% 10%
Online media welbsites 3%% 6% 2% 7% 6% 6% 8% 0%
Communication with relatives,
friends, acquaintances 5% 2% 3% 2% 3% 1% 0% 5%
Instagram* 3% 2% 1% 2% 2% 0% 5% 10%
X / Twitter 5% 1% 3% 1% 2% 1% 3% 0%
Television 2% 1% 2% 1% 1% 0% 0% 15%
News aggregators (Yandex /
Zen News, Google News) 2% 1% 2% 1% 1% 1% 3% 0%
Facebook* 3% 1% 0% 1% 1% 0% 3% 5%
* belongs to Meta, recognized as an 28

exfremist organization



Online news websites
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Online news websites

Which online news websites do you read most ofteng (multiple answers allowed)
Among those who get information from online news websites, n = 164

59%

Meduza
Mediazona

The Insider

BBC Russian Service
Novaya Gazeta Europe
Important Stories
RBC

Verstka

ASTRA

Lenta.ru
Agentstvo

Dozhd (TV Rain)
/X7

Kommersant

Ekho

Radio Svoboda
Lentach

Euronews
Tsargrad TV
Gazeta.ru

The Moscow Times
Michael Naki

CAS=




Online news websites

Which online news websites do you read most ofteng (multiple answers allowed)
Among those who get information from online news websites, n = 164

Mediazone

Echo

Important Stories . .
P > The Russian BBC Service

Euronews Gozeta cu
Radio Liberty I

C The New Newspaper Europe Agency Editorial

~Med Lii“ia

Mike Nacke Kommersant  The Moscow Times




Which online news websites do you read most often2 (multiple answers allowed)
Among those who get information from online news websites, n = 164

COIU?;Q F? g;ifvrggfes z Georgia | Far abroad Zég%z\%z Serbia Male Female 18-29 30-44 45-59 60 and older
Georgia)

Meduza 53% 50% 46% 68% 58% 61% 63% 63% 48% 33%
Mediazona 31% 15% 31% 33% 31% 27% 31% 32% 21% 33%
The Insider 26% 25% 23% 25% 28% 16% 22% 28% 21% 17%
BBC Russian Service 34% 15% 15% 18% 21% 30% 31% 18% 24% 50%
Novaya Gazeta Europe 26% 10% 23% 21% 19% 27% 22% 18% 27% 33%
Important Stories 21% 10% 15% 14% 18% 1% 31% 12% 9% 33%
RBC 12% 25% 23% 12% 15% 14% 19% 14% 12% 17%
Verstka 17% 15% 8% 10% 15% 7% 25% 1% 6% 17%

32



Which online news websites do you read most often2 (multiple answers allowed)
Among those who get information from online news websites, n = 164

Education Financial status Average monthly income
R PGSR Without higher with higher Low-income Wel-off o s || s s | ke e || s s

Oeliesiien Selueeifion dollars dollars dollars dollars

Meduza 38% 62% 51% 61% 27% 60% 61% 72%
Mediazona 23% 30% 29% 29% 53% 34% 24% 17%

The Insider 31% 25% 23% 28% 33% 26% 33% 1%

BBC Russian Service 31% 22% 23% 24% 33% 26% 20% 17%
Novaya Gazeta Europe 8% 23% 20% 22% 60% 16% 20% 22%

Important Stories 23% 15% 17% 16% 27% 24% 13% 0%
RBC 8% 15% 9% 17% 7% 10% 20% 1%

Verstka 8% 13% 14% 13% 13% 15% 15% 0%
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Online news websites

Which online news websites do you read most often2 (multiple answers allowed)

Among those who get information from online news websites, n = 164

Russian-language independent / emigrant media
(Meduza, Mediazona, The Insider, BBC Russian
Service, Novaya Gazeta Europe)

Russian mainstream / state-affiiated media (RBC,
Lenta.ru, Kommersant, Gazeta.ru, Tsargrad TV)

Foreign international media (Euronews,
Associated Press, BBC, DW, danas.rs)

Aggregators / platforms / public channels
(Lentach, Ateo Breaking, Gulagu.net, Nexta, etc.)

Personal channels / streams/ commentators
(Michael Naki, The Breakfast Show, Maxim Katz,
Taras Berezovets, Feigin Live)

Ukrainian media (Gordon UA, Insider UA,
babel.ua, Ukrainska Pravda)

H-
N
g

2%

CAS=




Which online news websites do you read most often2 (multiple answers allowed)
Among those who get information from online news websites, n = 164

Post-Soviet
Column percentages % Georgia | Far abroad (ggglzgliisg Serbia Male Female 18-29 30-44 45-59 ?Idoerf
Georgia)
Russian-language independent /
emigrant media (Meduza, 83% 759 9% 89% 80% 89% 88% 83% 79% 100%

Mediazona, The Insider, BBC Russian
Service, Novaya Gazeta Europe)

Russian mainstream / state-affiliated
media (RBC, Lenta.ru, Kommersant, 19% 30% 46% 16% 23% 18% 25% 20% 18% 33%
Gazeta.ru, Tsargrad TV)

Foreign international media
(Euronews, Associated Press, BBC, 10% 15% 0% 1% 1% 9% 13% 5% 21% 17%
DW, danas.rs)

Aggregators / platforms / public
channels (Lentach, Ateo Breaking, 14% 5% 0% 10% 13% 2% 16% 10% 6% 0%
Gulagu.net, Nexta, etc.)

Personal channels / streams /

commentators (Michael Naki, The
Breakfast Show, Maxim Katz, Taras 7% 10% 8% 3% 6% /% 6% 8% 3% 0%

Berezovets, Feigin Live)

Ukrainian media (Gordon UA, Insider
UA, babel.ua, Ukrainska Pravda) 2% 5% 0% 3% 3% 2% 0% 2% 6% 0%

35

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.



Which online news websites do you read most often2 (multiple answers allowed)
Among those who get information from online news websites, n = 164

Education Financial status Relocation period
Column percentages % _ _
ng%fomgzer With higher education Low-income Well-off Sepfen’;gfeeerOQQ or Februc;ron—éﬁ\ugus‘r Up to January 2022*
Russian-language independent /
emigrant media (Meduza, Mediazona,
The Insider, BBC Russian Service, 77% 85% 83% 84% 85% 86% 68%
Novaya Gazeta Europe)
Russian mainstream / state-affiliated
media (RBC, Lenta.ru, Kommersant, 8% 23% 17% 23% 19% 16% 47%
Gazeta.ru, Tsargrad TV)
Foreign international media (Euronews, 8% 10% 6% 12% 10% 8% 16%
Associated Press, BBC, DW, danas.rs) ° ° ° ° ° ° °
Aggregators / platforms / public
channels (Lentach, Ateo Breaking, 15% 9% 14% 8% 1% 8% 5%
Gulagu.net, Nexta, etc.)
Personal channels / streams /
commentators (Michael Naki, The
Breakfast Show, Maxim Katz, Taras 8% 6% 1% 5% 5% 1% 5%
Berezovets, Feigin Live)
Ukrainian media (Gordon UA, Insider
UA, babel.ua, Ukrainska Pravda) 0% 3% 3% 2% 2% 3% 5%

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.
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Small sample size — the information is indicative and insufficient for
reliable conclusions and decision-making

Attractive features of online news media

What attracts you most about the following online news media?
Among those who get information from online news websites, n = 164

Reasons (excluding “dificult o cnswer’) " emigrant modia (vecuzc, | offlted media (RAC, Loniary, | g forelgn infemational media,
Column percentages % Medlqzono, The Insider, BBC Russian| Kommersant, Gazeta.ru, Tsargrad bW, danas.rs) ' ’
Service, Novaya Gazeta Europe) TV)
Important news / General interest in information 17% 29% 14%
Obijectivity / Accuracy / Reliability 25% 12% 29%
Quality of journalism / Professionalism / Trust in editorial teams 8% 6% 0%
Investigations / In-depth reporting / Exclusive content 10% 0% 0%
Analysis / Expertise / Explanatory reporting 3% 6% 0%
Timeliness / Speed of updates 12% 12% 0%
Thematic specialization / Relevant topics 7% 29% 14%
Alignment of views / Values / Political stance 7% 0% 29%
Format / Presentation style / Ease of consumption 5% 0% 0%
Broad coverage / Completeness / Diversity of topics 2% 0% 0%
Habit / Personal loyalty / Familiarity 3% 6% 14%
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Trust in online news websites

Small sample size — the information is indicative and insufficient for
reliable conclusions and decision-making

How much do you trust the following online news media? Please rate on a scale from 1 to 5, where 1 means you do nof trust
them at all and 5 means you fully trust them.

ASTRA

Average level of frust (maximum = 5)
Higher scores indicate higher trust

Agentstvo

Mediazona

Important Stories

TV Rain (Dozhd)

The Insider

Verstka

Novaya Gazeta Europe

BBC Russian Service

Meduza

RBC

Lenta.ru

e
e
I T
T

Russian-language independent /
emigrant media (Meduza,
Mediazona, The Insider, BBC
Russian Service, Novaya Gazeta
Europe)

4,1

Russian mainstream / state-
affiliated media (RBC, Lenta.ru,
Kommersant, Gazeta.ru,
Tsargrad TV)

3,1

Foreign international media
(Euronews, Associated Press,
BBC, DW, danas.rs)

T CASS
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Topics covered by online news websites

Which topics do you most often read about in online news media¢ (multiple answers allowed)
Among those who get information from online news media, n = 192

News

Politics

Economy

Military action / war
Information technology / IT
Science and technadogy
Culture and arts

History

Hobbies and interests
Humor

86%
80%

Nature / animals

Incidents / road accidents
Beauty and health

Lifestyle

Cryptocurrencies

Sports

Celebrities / entertainment news
Relationships / love / sex

Cars and motorcycles
Religion

Esotericism / spiritual practices
Other

Difficult to answer

No answer

%



. . . . . . Small sample size — the information is indicative and insufficient for
Which topics do you most often read about in online news media? (mulfiple answers allowed) reliable conclusions and decision-making

Among those who get information from online news media, n = 192

Post-Soviet
Column percentages % Georgia Far abroad (ggglzgiiisg Serbia Male Female 18-29 30-44 45-59 60 and older
Georgia)
News 82% 82% 76% 93% 82% 96% 88% 84% 90% 83%
Politics 73% 82% 71% 87% 83% 72% 83% 80% 82% 33%
Economy 66% 59% 53% 72% 68% 62% 69% 70% 56% 50%
Military action / war 63% 55% 59% 66% 66% 55% 57% 62% 74% 50%
Information technology / IT 42% 41% 35% 49% 51% 26% 48% 55% 18% 0%
Science and technology 49% 27% 35% 39% 47% 26% 55% 46% 21% 0%
Culture and arts 34% 18% 29% 44% 32% 45% 36% 41% 26% 17%
History 25% 18% 29% 26% 27% 21% 21% 27% 28% 0%
Hobbies and interests 28% 14% 18% 21% 23% 21% 40% 19% 13% 17%
Humor 30% 23% 12% 16% 21% 23% 31% 20% 18% 0%
Nature / animals 14% 27% 6% 16% 15% 17% 17% 15% 18% 0%
Incidents / road accidents 20% 0% 6% 10% 12% 13% 10% 13% 13% 0%
Beauty and health 1% 9% 18% 10% 4% 28% 17% 11% 5% 0%
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. . . . . . Small sample size — the information is indicative and insufficient for
Which topics do you most often read about in online news media?2 (multiple answers allowed) reliable conclusions and decision-making

Among those who get information from online news media, n = 192

Education Financial status Online news websites
Russian- Russian . Personal
A . . L . Foreign Aggregators /
et percenfoges % nggj%léfomgger \gggségﬁgir Low-income Well-off incllcén%%?jgei y S:g?'erjg;fe”%?qeé international [Ukrainian media Cs?rzgrrfsls // platforms /

emig%n‘r media media media commentators |PUPlic channels
News 80% 86% 88% 87% 90% 77% 88% 100% 60% 94%
Politics 70% 81% 76% 83% 85% 80% 82% 100% 90% 88%
Economy 45% 70% 57% 73% 71% 77% 71% 50% 100% 63%
Military action / war 45% 66% 57% 68% 66% 63% 59% 75% 80% 56%
Information technology / IT 45% 44% 43% 49% 45% 46% 35% 50% 50% 56%
Science and technology 65% 39% 40% 44% 40% 43% 35% 50% 50% 50%
Culture and arts 30% 37% 45% 35% 42% 31% 35% 50% 30% 38%
History 25% 24% 26% 26% 28% 26% 24% 0% 20% 13%
Hobbies and interests 30% 21% 33% 19% 20% 14% 29% 50% 30% 25%
Humor 40% 19% 29% 19% 20% 14% 12% 0% 40% 25%
Nature / animals 25% 14% 12% 17% 15% 6% 18% 50% 30% 6%
Incidents / road accidents 20% 1% 12% 13% 1% 1% 0% 0% 0% 19%
Beauty and health 20% 10% 14% 10% 9% 14% 0% 25% 10% 0%
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Telegram channels

%



Telegram channels

Which Telegram channels do you read most oftene (multiple answers) AMONG THOSE WHO READ TELEGRAM CHANNELS, n = 355

Meduza
Mediazona

The Insider

Novaya Gazeta Europe
BBC Russian Service
Ateo Breaking
ASTRA

Earlier than everyone. Well, almost
Important Stories
Varlaomov News
Baza

Caution, news
Verstka

Lenta.ru

Topor

Agency

News of Serbia
Levshi

Wave Serbia
Context

Ploschad

Mash

7x7

DW

Rain

NEXTA

34%

Maxim Katz

Maika Naki
Emigration

Echo

Faridaily

Oleg Kashin
Present Time

SVTV

To be or

The Moscow Times
Nevzorov

War with the Horde
The Breakfast Show
The True Story

EK

The Bell

Bumaga

SOTA

Shulman

Yoshkin Krot

Shot

1,4%
1,4%
1,4%
1,4%
1,1%
1,1%
1,1%
1,1%
1,1%
1,1%
1,1%
0,8%
0,8%
0,8%
0,8%
0,8%
0,8%
0,6%
0,8%
0.8%
0.8%

CAS=




Telegram channels

Which Telegram channels do you read most oftene (multiple answers) AMONG THOSE WHO READ TELEGRAM CHANNELS, n = 355

I‘ PaHble Bcex. Hy no4Ytn Bapnamos News_

enuv a 3 OHQd -~

OCTOpOH-(HO HOBOCTVI Ateo Break“']q

aaaaaaa

ooooooooooo HoBan ra3eTa EBpona

Hosoctn Cepbun NEXTA Smurpuuen es3opos AreHTCTBO

SVTV J1leHTau
Bazae BaxHble I/ICTOpVIM Nniowses
JleBwiny
BonHa Cepbusa
BepCTHa

- PyccKasi cnym6a QMWGM o

KoHTeKcT
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Telegram channels

Which Telegram channels do you read most oftene (multiple answers) AMONG THOSE WHO READ TELEGRAM CHANNELS, n = 355

Editorial independent / media channels
(Meduza, Mediazona, The Insider, Novaya Gazeta
Europe, BBC Russian Service)

69%

News publics / breaking / aggregators (Ateo
Breaking, Earier than everyone. Well, almost,
Baza, Caution, news, Lentach)

42%

Author / commentary channels (Varlamov News,

Levshits, Plyushchev, Maika Naki, Maxim Katz) 30%

Local / country-specific / relocation channels
(News of Serbia, Wave Serbia, Volna, 8%
@voiceofisrael, Nizh mash)

CAS=




Which Telegram channels do you read most oftene (multiple answers) AMONG THOSE WHO READ TELEGRAM CHANNELS, n = 355

Post-Soviet
Column percentages % Georgia Far abroad (ggglzgliisg Serbia Male Female 18-29 30-44 45-59 fflge”rf
Georgia)
Editorial independent / media 74% 64% 73% 65% 68% 70% 63% 67% 79% 83%
channels
News publics / breaking /
aggregators 42% 54% 27% 41% 41% 43% 57% 39% 38% 42%
Author / commentary channels 32% 23% 23% 30% 32% 26% 28% 30% 27% 42%
Local / country-specific / 4% 0% 4% 15% 8% 8% 3% 9% 14% 0%
relocation channels ° ° ° ° ° ° ° ° ° °
46

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.



Which Telegram channels do you read most oftene (multiple answers) AMONG THOSE WHO READ TELEGRAM CHANNELS, n = 355

Column percentages %

Education

Financial status

Relocation period

Wi;g%%!;ggzer With higher education Low-income Well-off Sepfen’;gfeeerOQQ or Februc;ron—;\ gL Up to January 2022*
Editorial independent / media
channels 57% 70% 71% 70% 72% 65% 59%
News publics / breaking /
aggregators 51% A% 45% 40% 44% 36% 41%
Author / commentary channels 29% 30% 35% 29% 27% 42% 15%
Local / country-specific / 9% 8% 10% 7% 7% 13% 6%

relocation channels

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.
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Attractive aspects of Telegram channels

What attracts you most in the following Telegram channels? AMONG THOSE WHO RECEIVE INFORMATION FROM ONLINE

MEDIA, n = 355

Reasons (excluding “difficult to answer”)
Column percentages %

Editorial independent /
media channels (Meduza,
Mediazona, The Insider,
Novaya Gazeta Europe, BBC

News publics / breaking /
aggregators (Ateo Breaking,
Earlier than everyone. Well,
almost, Baza, Caution, news,

Author / commentary
channels (Varlamov News,
Levshits, Plyushchev, Maika

Naki, Maxim Katz)

Local / country-specific /
relocation channels (News
of Serbia, Wave Serbiq,
Volna, @voiceofisrael, Nizh

Russian Service) Lentach) mash)
Timeliness / Speed / Breaking 12% 30% 8% 6%

Factual accuracy / Objectivity / Neutrality 22% 16% 30% 18%
Investigations / Exclusives / Insights 7% 3% 2% 0%
Analytics / Explanation / Expertise 8% 3% 5% 6%
Closeness of views / Values / Political stance 4% 4% 6% 0%
Trust in quality / Professionalism / Editorial standards 5% 0% 0% 6%
Format / Presecrgr?\tlgrr:iénB(r:eevﬁy / Humor / 5% 19% 59 0%
Thematic / Regional / Country specialization 5% 0% 14% 47%
Digest / Selec’r!on / Qomplefeness / Many news 2% 4% 59 6%

items in one place

Habit / Personal sympathy / Author 1% 0% 6% 6%
Relevant news / Informational value / General 299, 21% 0% 6%

interest

*Small sample size — the information is indicative and insufficient for reliable conclusions and decision-making.




Small sample size — the information is indicative and insufficient for
reliable conclusions and decision-making

Trust In Telegram channels

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

Average agreement score (max = 5)
The higher the score, the greater the trust

Novaya Gazeta Europe 44
Important Stories 4,4
Editorial independent / Author / commentary
Varlamov News 4,3 media channels channels
(Meduza, Mediazona, The (Varlamov News, Levshits,
Mediazona 4,3 Insider, Novaya Gazeta Plyushchev, Maika Naki,
Europe, BBC Russian Service) Maxim Katz)
ASTRA 4,2 4,3
Verstka
The Insider

BBC Russian Service

Meduza

Ateo Breaking

Lentach

Baza

Caution, news

Earlier than everyone. Well,

almost

News publics / breaking /
aggregators
(Ateo Breaking, Earlier than
everyone. Well, almost,
Baza, Caution, news,
Lentach)

3,7

Local / country-specific /
relocation channels
(News of Serbia, Wave
Serbia, Volnag,
@voiceofisrael, Nizh mash)

4,1
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Availability of paid subscriptions

Do you have paid subscriptions to online media or Telegram channelse If yes

Georgia

Farabroad
/ Post-Soviet countries (except Georgia)
/‘ Serbia

Men
Women

18-29 years
30-44 years
45-59 years

mYes mNo mRefusal to answer m Difficult to answer
60 years and older

Without higher education

Online media (Meduza, Mediazona, Dozhd, etc.) 2,6%

With higher education
Personal / author projects (Shtefanov, Maxim Katz, etc.) 0,8%
Low-income

Telegram channels (Clever Foundation, Telega, Minute by Minute, etfc.) 0,6%
Well-off

Support / donations to media without a formal subscription (“I donate to 0.6%
several media outlets”) 070

YouTube Premium 0,6%

Other (Raznoe/Telegraf, Redaktsiya, News of Serbia, Volna, etc.) 1,4%

, which ones exactlye (% )

Breakdown by country of residence, gender,
age, education level and income

4
3 91 6
8 89 3
5 92 )
8 88 4
mYes mNo mDifficult to answer / Refusal to answer

(NS =



Willingness to subscribe

How would you react to an offer to purchase a paid subscription to an online media outlet or Telegram channel that you are
interested in and trust? (% ) AMONG THOSE WHO DO NOT HAVE A SUBSCRIPTION, n = 466

Breakdown by country of residence, gender,
age, education level and income

Georgia 31
Farabroad 26
Post-Soviet countries (except Georgia)
Serbia 3
Men 86
Women 32
18-29 years 30
30-44 years 35
45-59 years 32
60 years and older 38
Without higher education 25
With higher education 8
B Would rather subscribe
Low-income €
B Would rather not subscribe Well-off 35

Difficult to answer / depends on the specific media = Would rather subscribe

outlet or situation
m Refusal fo answer

m Would rather not subscribe

%

Difficult fo answer / depends on the specific media outlet or
situation



Difficult fo answer / depends on the specific media outlet or situation

Which factors would be most important for you when deciding whether or not to purchase a paid subscription to

an online media outlet or a Telegram channele (multiple answers) AMONG THOSE WHO DO NOT HAVE A
SUBSCRIPTION, n = 466

Subscription price / value for money / ability to afford it

47%

Neutrality, balanced coverage 41%

Style and manner of presenting information
Uniqueness of content (something available only there)
Political position of the media outlet

Editorial office located outside the Russian Federation

Media outlet designated as a “foreign agent” / “undesirable organization™ in
Russia (would be more likely to subscribe to such media)

Availability of bonuses and special content for paid subscribers

Media outlet designated as a “foreign agent” / “undesirable organization™ in
Russia (would be less likely to subscribe to such media)

Free sources are sufficient / no need for a paid subscription

In principle, | do not subscribe / do not consider paid subscriptions to
news/media

Other
Difficult to answer

CAS=

Refusal to answer




Which factors would be most important for you when deciding whether or not to purchase a paid subscription to
an online media outlet or a Telegram channele (multiple answers) AMONG THOSE WHO DO NOT HAVE A

SUBSCRIPTION, n = 466

Post-Soviet
Column percentages % . countries :
(top answers) Georgia Far abroad (gxclu d_in )g Serbia Male Female 18-29 30-44 45-59 60 and older
eorgia
Subscription price / value for money /
ability to afford it 47% 39% 40% 50% 47% 46% 44% 49% 41% 50%
Neutrality, balanced coverage 39% 45% 32% 43% 45% 34% 41% 43% 36% 31%
Style and manner of presenting
information 37% 41% 26% 42% 39% 37% 36% 43% 30% 31%
Uniqueness of content (something
available only there) 33% 31% 26% 47% 39% 35% 43% 38% 26% 56%
Political position of the media outlet 31% 25% 32% 38% 35% 31% 34% 36% 26% 31%
Editorial office located outside the
Russian Federation 20% 10% 15% 15% 19% 12% 15% 17% 19% 6%
Media outlet designated as a
“foreign agent” / "undesirable
organization™ in Russia (would be 13% 8% 17% 1% 15% 7% 15% 1% 13% 6%
more likely to subscribe to such
mediq)
Availability of bonuses and special
content for paid subscribers 1% 14% 4% 1% 10% 1% 15% 10% 7% 13%
Media outlet designated as a
‘foreign agent’ / “undesirable 6% 2% 6% 6% 6% 6% 1% 4% 2% 13%

organization” in Russia (would be |ess
likely to subscribe to such media)
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Which factors would be most important for you when deciding whether or not to purchase a paid subscription to
an online media outlet or a Telegram channel? (multiple answers) AMONG THOSE WHO DO NOT HAVE A

SUBSCRIPTION, n = 466

Education Financial status Average monthly income
Column percentages % . . 0 17 Less than 1 From 110 3 From 3 to 7 From 7 to 10
P 9 ng%go?;gzer ve\/gzsﬁigir Low-income Well-off thousand euros / | thousand euros / | thousand euros / | thousand euros /
dollars dollars dollars dollars
Subscription price / value for money
/ dboility to afford it 40% 48% 57% 44% 52% 50% 45% 45%
Neutrality, balanced coverage 30% 42% 33% 45% 20% 44% 49% 40%
Style and manner of presenting
information 30% 40% 39% 39% 28% 41 % 43% 30%
Uniqueness of content (something 299 39% 399 37% 33% MN% 40% 35%
available only there) ° ° ° ° ° ° ° °
Political position of the media outlet 22% 36% 42% 31% 38% 40% 30% 23%
Editorial office located outside the
Russian Federation 13% 17% 20% 16% 16% 19% 14% 15%
Media outlet designated as a
“foreign agent” / “undesirable
organization” in Russia (would be 19% 1% 16% 11% 13% 14% 10% 8%
more likely to subscribe to such
media)
Availability of bonuses and special
content for paid subscribers 6% 1% 1% 10% 1% 12% 8% 10%
Media outlet designated as a
“foreign agent” / “undesirable
organization” in Russia (would be 5% 6% 6% 6% 5% 6% 7% 8%

less likely to subscribe to such
mediq)

fo o)



Verification of iInform

reliability and diversi

SOUrces
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ty of
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Author's name

When reading a news or analyfical publication on the Breakdown by country of residence, gender,
Internet, do you usually pay attention to the author’s age. education level and income
name (first and last)2 (%) Georgia

Farabroad

Post-Soviet countries (except Georgia)
. Serbia
m Pay aftention |
Men

. Women
B Do not pay attention

18-29 years
30-44 years
45-59 years
60 years and older

Sometimes / difficult to answer

Do not read publications on the

Without higher education
Internet

With higher education

m Refusal to answer Low-income

Well-off

m Pay attention mDo not pay attention Sometimes / difficult to answer

(NS =
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Source name

Do you usually pay attention to the name of the source

where the material was published (for example, a website or

Telegram channel)?

AMONG THOSE WHO READ PUBLICATIONS ONLINE, n = 481 Georgia

Farabroad
Post-Soviet countries (except Georgia)

1%

Serbia
E Pay aftention
Men

Women

18-29 years
30-44 years
45-59 years
60 years and older

m Do not pay attention

Sometimes / difficult to answer
Without higher education
With higher education

m Refusal to answer Low-income
Well-off

Breakdown by country of residence, gender,
age, education level and income

82
80

76
8
83
80

78
81

75 12 1
83 K] 13

m Pay aftention m Do not pay attention Sometimes / difficult to answer

(NS =



Different presentation

Have YOU ever encou ntered situations when the Breakdown by country of residence, gender,
same news is presented differently in different age. education level andincome
sources?e (%) Georgia

Farabroad

Post-Soviet countries (except Georgia)

1%

Serbia

EYes, | have
Men

Women

1829 years
30-44 years
45-59 years
60 years and older

B No, | have not

m Refusal to answer
Without higher education
With higher education

m Difficult to answer

Low-income 81 9 11
Well-off 92 v’y 5
mYes, | have mNo, | have not Refusal to answer / Difficult to answer

(NS =
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Knowledge of methods for veritying reliability

Which methods of verifying the reliability of news do you know?e (open-ended question)

Searching for the primary source / original / documents
Verification / comparison across multiple sources
Searching on the Infernet / Google / open sources (looking for information)

Consulling experts / acquaintances / eyewitnesses

Fact-checking / verification using open data / specialized checks (fargeted
verification whether somethingis frue)

Logic / critical thinking / own analysis

Comparing sources from different positions / countries / languages
Neural networks / aggregators / digital services

Assessing the author / reputation / affiliation of the source

Trust in verified / independent / authoritative sources

Waiting / observing how the news develops over time

Do not know any methods / difficult fo answer

Refusalto answer

“Referring to the primary source”
“I read different sources about the same material”
“Google it in English / French”

“I check what acquaintances who are nearby or involved in the
events are writing”

“OSINT, fact-checking, multiple verification™

“I think for myself”

“Reading different sources from different political camps”
“I ask Perplexity to fact-check it”, “"ChatGPT”

“I look at whose interests the author represents”

“Sources that have proven themselves”, "l tfrust independent media’

“Time shows the fruth”

24%
24%

(NS =
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Knowledge of methods for veritying reliability

Which methods of verifying the reliability of news do you know?e (open-ended question)

The high share of refusals to answer the question about methods of verifying the reliability of news requires separate
interpretation. Most likely, several factors overlap here at once — from the specifics of the online survey format to the sensitivity
of the topic itself for an emigrant audience.

Formal or inattentive completion of the online questionnaire. Some refusals may be explained by the survey format itself: in
online surveys there is a higher probability of superficial completion, especially for questions that require pausing and
reflecting on one’s own experience.

Difficulty reflecting on one’s own media practices. A question about methods of verifying information assumes that
respondents are able to consciously describe everyday actions that are often performed automatically. Therefore, some
refusals may be related not to the absence of such practices as such, but to difficulty formulating them quickly.

Sensitivity of the topic and caution regarding the survey situation. For an audience of emigrants from Russia, the very fact that
they were contacted and asked about news, sources and verification of information may have been perceived as a
potentially vulnerable situation. Against this background, some respondents may have preferred not to disclose their
practices at all.

Crisis of trust in information as such. It cannot be ruled out that for some respondents refusal is connected with a deeper
attitude: after leaving one information environment and entering another, they may have formed a feeling that objective
truth is still difficult to achieve, since different sides broadcast their own versions of events. In this case, refusal reflects not only
difficulty answering, but also skepticism, informational fatigue or disappointment in public communication in general.

Overall, this allows the high share of refusals to be interpreted not as a purely technical data defect, but as a potentially
meaningful indicator: for part of the audience the issue of verifying news turns out to be either sensitive, or difficult to articulate,
or in principle deprived of practical meaning due to low trust in the information environment.

(NS =
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Knowledge of methods for veritying reliabllity (net rating)

Which methods of verifying the reliability of news do you knowe (open-ended question, %)

Searching for the primary source / original / documents

Verification / comparison across multiple sources

Searching on the Internet / Google / open sources

Consulting experts / acquaintances / eyewitnesses

Fact-checking / verification using open data / specialized checks
Logic / crifical thinking / own analysis

Searching for sources from different positions / countries / languages
Trust in verified / independent / authoritative sources

Assessing the author /reputation / affiliation of the source

Neural networks / aggregators / digital services

Waiting / observing how the news develops over time

Overall, a substantial share did not provide a
substantive answer.

Among those who were able to name at least one
method of verifying the reliability of news, the most
frequently mentioned were searching for the
primary source and comparing several sources.
Fact-checking, own analysis, and the use of digital
services and neural networks were also mentioned.

(NS =
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Which methods of verifying the reliability of news do you knowe (open-ended question, %)

Post-Soviet
Column percentages % . countries .
(fop answers) Georgia | Far abroad ( gxclu din )g Serbia Male Female 18-29 30-44 45-59 |60 and older
eorgia
Searching for the primary source / 8% 9% 4% 13% 8% 159 5% 0% 0% -
original / documents
Verification / comparison across 7% 13% 19% 9% 9% 9% 5% 5% - 1%

multiple sources

Searching on the Internet /
Google / open sources (looking 6% 5% 6% 7% 8% 3% 6% 7% 7% 0%
for information)

Consulting experts /

acquaintances / eyewitnesses 4% 0% 6% % 4% /% 3% 5% 5% 12%
Fact-checking / verification using
open dafa / specialized checks 5% 2% 2% 6% 6% 2% 8% 4% 2% 6%
(targeted verification whether
something is frue)
Logic / critical Thl'nklng / own 6% 4% 6% 2% 6% 2% 4% 4% 3% 19%
analysis
Do not know any methods / 22% 31% 35% 22% 20% 32% 24% 23% 28% 29%

difficult to answer

Refusal to answer 28% 24% 20% 21% 26% 21% 33% 23% 17% 18%




Which methods of verifying the reliability of news do you knowe (open-ended question, %)

Education Financial status Verification of news reliability
Column percentages %
(top answers) Without higher With higher Low-i Well-off | always or almost | | verify and do not | | rarely verify, only | do not verif
education education ew-ncome elo always verify  |verify equally often some news o notvernty
Searching for the primary source
/ original / documents 5% 11% 11% 10% 22% 16% 20% 17%
verfication f comparison across| g, 10% 12% 8% 15% 10% 23% 0%
Searching on the Internet /
Google / open sources (looking 3% 7% 5% 7% 1% 1% 13% 8%
for information)
Consulting experts /
acquaintances / eyewitnesses 5% 5% % 4% 4% 20% 5% 25%
Fact-checking / verification
using open dafa / spgglollged 5% 4% 5% 5% 7% 11% 9% 0%
checks (targeted verification
whether something is true)
Logic / crlfg:rc]}(lj;r;\;izklng /own 6% 4% 6% 3% 11% 11% 5% 0%
PO not know any mefhods / 35% 23% 29% 24% 0% 0% 0% 0%
Refusal to answer 29% 22% 15% 26% 0% 0% 0% 8%




Experience of veritying reliability

. ) L Breakdown by country of residence, gender,
Do you personally verify or do you not verify the reliability of news? age, education level and income

Among those who know verification methods, n = 259
Georgia

Farabroad
Post-Soviet countries except Georgia

Serbia
m | always or almost always
verify
Men
. . Women
m | verify and do not verify
equally often 1899
years
. 30-44 years
“lrarely verify, only some 45-59 years

news
60 years and older

® | do nof verify Without higher edu cation

With higher education

m Difficult to answer / refusal

Low-income 14 24 55 5
fo answer welloff [IE 23 62 4
m | always or aimost always verify = | verify and do not verify equally often
| rarely verify, only some news m| do not verify

NS =
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Fact-checking welbsites

Have you heard about fact-checking welbsites? If yes, do Breakdown by country of residence, gender,
age, education level and income

you use them or note (%)

Georgia

Farabroad

Post-Soviet countries except Georgia

Serbia

B know and use them
Men

Women

18-29 years
30-44 years
45-59 years
60 years and older

m | have heard about them
but do not use them

Without higher education
With higher education

=1 have not heard about

them / difficult to answer Low-income  IEE = =

Well-off 11 64 25

m | know and use them | have heard about them but do not use them

=1 have not heard about them / difficult to answer
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Circumvention tools for blocking

Please tell whether you use or do not use tools for bypassing
blocking on the Internet (%)

2%

\

H| use them

B | do not use them

m Difficult to answer

m Refusal to answer

Post-Soviet countries except Georgia

Without higher education
With higher education

| use them

Farabroad

18-29 years
30-44 years
45-59 years
60 years and older

Breakdown by country of residence, gender,
age, education level and income

Georgia

Serbia

Men
Women

Low-income 36 59 5

Well-off 43 52 5

m Difficult fo answer / Refusal to answer

(NS =

H| do not use them
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Circumvention tools for blocking and reliabllity

In your opinion, if access to an information source requires using tools BreOkggg”egﬁggﬁ’g‘:\r}’egferle;ind de%i%rﬁinder'
to bypass blocking on the Internet, is information from this source '
perceived as more reliable or less reliable? (%)

Georgia 10
Farabroad 15
Post-Soviet countries except Georgia 27
. Serbia 10
® More reliable
Men 9
Women 18
. 1%
[ ]
Less reliable 18-29 years 8
30-44 years 12
45-59 years 16
) ) 60 years and older 18
Sometimes more, sometimes
less / depends on the
/ P Without higher education 18
source
With higher education 11
m Difficult to answer / refusal Low-income 17
to answer

Well-off

B More reliable

H Lessreliable
Sometimes more, sometimes less / depends on the source
Difficult to answer / refusal to answer
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Topics In media

%



Growth of interest — topics

Please tell whether there are topics that you have become more interested in over the past year than before. If yes,
please name these topics (multiple answers)

Economics 24%
Politics

Information technologies / IT
History

Military actions / SMO / war

News

Science and technology

Hobbies and interests

Culture and ort

Cryptocurrencies

Humor / memes

Beauty and health

Nature / animals

Sport

Love / relationships / sex

Lifestyle

Religion

Cars and motorcycles

Esotericism / spiritual practices
Incidents / road accidents
Celebrity news / celebrity life
Other (legalization, residence permit, work/business, language, etc.)
No such fopics / difficult to answer

27%

%

Refusalto answer



Growth of interest — reasons

Why did you become more interested in these topicse (multiple answers) AMONG THOSE WHO BECAME MORE

INTERESTED IN TOPICS, n = 354

Simply became interested / growing interest

Fatigue from other topics / desire to “switch”

These topics are positive / bring joy / calm down

These topics became more relevant / personally important / affect life

Practical necessity / work / life changes

Difficult fo answer

Refusal to answer

W~
B

5%

lz%

CAS=




Why did you become more interested in these topicse (multiple answers) AMONG THOSE WHO BECAME MORE

INTERESTED IN TOPICS, n = 354

Are there topics that you have become more interested in over the past year than before?
If yes, please name these topics.

work / life changes

Column
percentages % it i N
. firary . . cience ntrormation Cryptocurre|Culture and| Hobbies Nature / Humor / |Beauty and
NETE Felliies S(ﬁ/\cgo/nvf/ér ECRenTEs slsiony Tecr?r?g:ogy Teck;n/ollTogle ncies art and interests| animals memes health speit
Simply became
interested / growing 63% 66% 67% 57% 62% 60% 53% 62% 45% 41% 48% 42% 47% 51%
interest
Fatigue from other
topics / desire to 19% 6% 10% 26% 34% 37% 42% 34% 45% 64% 50% 49% 47% 43%
“switch”
These topics are
positive / bring joy / 9% 7% 5% 13% 16% 35% 32% 28% 47% 57% 60% 51% 42% 40%
calm down
These topics became
more relevant / 9% 13% 10% 1% 6% 5% 7% 2% 2% 3% 2% 4% 4% 9%
personally important
/ aoffect life
Practical necessity /| o¢ 7% 5% 5% 4% 3% 8% 10% 6% 2% 7% 7% 11% 0%
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Decline of inferest — topics

Are there topics that you have become less interested in over the past year than before? If yes, please
name these topics (multiple answers)

Military actions / SMO / war 40%
Politics

News

Incidents / road accidents
Celebrity news / celebrity life
Sport

Cryptocurrencies

Humor / memes

Economics

Cars and motorcycles
History

Religion

Esotericism / spiritual practices
Information technologies / IT
Love / relationships / sex
Culture and ort

Beauty and health

Lifestyle

Science and technology
Hobbies and interests

Nature / animals

No such fopics / difficult to answer

Refusal to answer

%



Decline of inferest — topics

Are there topics that you have become less interested in over the past year than before? If yes, please

name these topics (multiple answers)

Fatigue from the topic
Too much negative information
Growing interest in other topics

Lack of neutradlity / bias

Nothing changes / everything repeats itself / information seems
meaningless

The topic no longer concerns me personally / does not affect my life /
Nno necessity

Difficult fo answer

Refusal to answer

2%

1.7%

3%

0.8%

25%

21%

40%

67%

CAS=




Why did you become less interested in these topicse (multiple answers, %)
AMONG THOSE WHO BECAME LESS INTERESTED IN TOPICS, n = 355

Are there topics that you have become less interested in over the past year than before?2
If yes, please name these topics.
Column percentages %
Incidents / Military CleleE e e Celebrity ol @l
News road Politics actions / SMO| Economics History Religion rypic news / Sport
accidents / war cies memes celebrity life motorcycles
Fatigue from the topic 72% 69% 78% 80% 84% 58% 57% 70% 43% 68% 67% 63%
Too much negative 58% 46% 60% 56% 53% 35% 33% 23% 14% 21% 16% 2%
information
Growing 'gsirff nother | 939 30% 21% 15% 34% 35% 47% 4% 43% 39% 44%, 47%
Lack of neutrality / bias 27% 24% 31% 28% 34% 32% 23% 23% 18% 25% 22% 16%
Nothing changes /
everything repeatsitself /| 5y 1% 2% 4% 0% 3% 3% 2% 0% 2% 0% 3%
information seems
meaningless
The topic no longer
concerns me personally /
does not affect my life / 3% 0% 0% 2% 0% 0% 0% 0% 0% 0% 0% 0%
No necessity
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Requests by topics

%



Fatigue from topics

Are there any topics in mass media, social networks, or messengers that make you feel tired or unwilling to

receive information about them? If yes, please name these topics (multiple answers)

Military actions / SMO / war

Celebrity news / celebrity life

Politics

Incidents / road accidents / disasters / accidents

Other (economy, prices / laws / visa restrictions / Al, IT / religion /
esotericism / info-gypsy content)

| feel fired of all topics / of news in general

No such topics / difficult to answer

Refusal to answer

42%

38%

%



Fatigue from topics

Are there any topics in mass media, social networks, or messengers that make you feel tired or unwilling to
receive information about them? If yes, please name these topics (multiple answers)

Desired topics

Column percentages %

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.

Politics

Military actions / SMO /

Events in different

Positive news / good

Information useful in

No such topics / difficult
to answer

war regions of Russia evenfts everyday life
Military actions / SMO / war 14% 0% 1% 55% 55% 33%
Celebrity news / celebrity life 69% 74% 57% 43% 44% 31%
Politics 3% 6% 31% 39% 37% 28%
Incidents / road oc;aden’rs / disasters / 23% 19% 30% 3% 34% 26%
accidents
Other (economy, prices / laws / visa
restrictions / Al, IT / religion / esotericism 0% 0% 1% 2% 3% 1%
/ info-gypsy content)

| feel tired of all topics / of news in 1% 10% 17% 28% 299 3%

general
No such topics / difficult to answer 14% 16% 16% 6% 7% 20%
Refusal to answer 3% 6% 1% 0% 1% 3%
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Are there any topics in mass media, social networks, or messengers that make you feel tired or unwilling to
receive information about them? If yes, please name these topics (multiple answers)

Post-Soviet
Column percentages % Georgia Far abroad (ggglzgliisg Serbia Male Female 18-29 30-44 45-59 60 and older
Georgia)
Military actions / SMO / war 47% 44% 43% 37% 42% 43% 52% A% 38% 29%
Celebrity news / celebrity life 39% 31% 43% 38% 43% 30% 32% 38% 1% 59%
Politics 31% 31% 41% 30% 33% 29% 40% 31% 28% 12%
Incidents / road accidents / 29% 33% 2% 33% 30% 29% 27% 29% 33% 53%
disasters / accidents
| feel fired of all topics / of news 27% 35% 2% 27% 22% 36% 5% 29% 27% 12%
in general
No such topics / difficulf to 13% 1% 10% 14% 13% 13% 1% 12% 14% 18%
answer

79



Desire to recelve more information

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)

Positive news / good events 44%
Information useful in everyday life
Events in different regions of Russia

Politics

Military actions / SMO / war

Other (science, technology, popular science / ecology, climate /
eventsin the world outside Russia / in-depth analytics, etc.)

4%

No such topics / difficult to answer 32%

Refusal to answer ' 4%

%



Desired topics

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)

Fatigue from topics

Column percentages %

Are there any topics in mass media, social networks, or messengers that make you feel tired or unwilling to receive
information about them? If yes, please name these topics

Politics

Military actions / SMO /

Events in different

Positive news / good
evenfts

Information useful in
everyday life

No such topics / difficult
to answer

war regions of Russia

Positive news / good events 53% 53% 56% 49% 45% 20%

Information useful in everyday life 40% 41% 45% 40% 37% 19%

Events in different regions of Russia 14% 14% 14% 21% 9% 17%

Politics 5% 1% 2% 13% 3% 8%

Military actions / SMO / war 4% 1% 0% 12% 2% 8%
Other (science, technology, popular
science / ecology, climate / eventsin

the world outside Russia / in-depth 5% 4% 4% % 4% 2%

analyfics, etc.)
No such topics / difficult to answer 27% 28% 25% 26% 38% 50%
Refusal to answer 3% 3% 3% 3% 1% 2%
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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)

Post-Soviet
Column percentages % Georgia Far abroad (ggglzgliisg Serbia Male Female 18-29 30-44 45-59 60 and older
Georgia)
Positive news / good events 44% 36% 45% 45% 40% 49% 49% 44% 39% 29%
Information US”?(‘;U' in everyday 34% 25% 41% 36% 29% 45% 36% 35% 34% 29%
Events in different regions of 13% 1% 20% 15% 16% 10% 15% 16% 7% 18%
Russia
Politics 6% 7% 12% 7% 9% 3% 6% 7% 9% 6%
Military actions / SMO / war 6% 7% 16% 4% 8% 4% 8% 5% 6% 18%
No such topics / difficult to answer 30% 44% 24% 32% 36% 25% 30% 31% 34% 29%
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