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1. Study Description, Methodological Notes, and Key
Findings

This series compares two quantitative studies — one of Russian-speaking emigrants and
one of respondents inside Russia — with a qualitative focus-group stage. These data
sources address different analytical tasks: the quantitative materials make it possible to
estimate the prevalence of specific practices, while the focus groups help reconstruct the
logic of source selection, the motives behind trust, and the mechanisms by which certain
practices are undercounted in survey research. Accordingly, the qualitative and
quantitative findings are compared here not as direct statistical equivalents, but as
mutually complementary levels of analysis.

The study reveals important differences in media consumption among Russian-speaking
audiences inside Russia and in exile. In exile, the media core is formed by Telegram and
YouTube, while independent and exile media are integrated into the everyday news diet
as a significant part of the digital environment. Inside Russia, the media system remains
more mixed: alongside Telegram, television continues to play a substantial role, while
access to independent content is more often platform-based, fragmented, and less
oriented toward specific media brands.

The study of media consumption among Russian-speaking emigrants was conducted as
an online survey of 500 respondents; the margin of sampling error does not exceed +4.4
percentage points. The purpose of the study was to describe which sources and platforms
the audience uses, how its attention is distributed across different channels of
information, which types of media and sources it trusts, and what stable patterns of
media consumption can be identified within it.

In terms of composition, the dataset primarily reflects the group of “new emigration”:
87% of respondents left after February 2022 — 24% between February and August 2022,
and 63% in September 2022 or later. The most frequently cited motives for leaving were
the Russia-Ukraine war and related political risks (69%), as well as other political
reasons, including concerns about personal safety and persecution for political views
(55%). Seventy-nine percent of respondents live in Serbia or Georgia, 85% have higher
education, and 66% describe themselves as financially comfortable, which makes it
possible to treat the audience under study as high-resource, socially mobile, and intensely
integrated into the Russian-language information environment.

Ifthe previous section sets out the general social profile of respondents, the segmentation
shows how that profile breaks down into different models of media behavior. The largest
segment is the “Telegram monitors” (42.2%): what distinguishes them is not merely the
use of Telegram as their main source of information (96%), but an orientation toward a
fast, continuous, and relatively low-effort way of following the news agenda. Here



Telegram functions as a single window for access to news, allowing users to stay informed
without constantly having to move to other platforms.

The second-largest segment, the “multimedia independent news users” (30.8%), is
characterized by a more complex and diversified media diet combining Telegram,
YouTube, and the websites of independent media outlets. This segment pays more
explicit attention to the source, is more accustomed to verified editorial formats, and
shows a greater willingness to engage with news as substantive content rather than
merely as a stream of updates.

“YouTube analysts” (16.2%) gravitate toward interpretive and author-driven formats.
For them, the key factor is not the platform itself, but the demand for explanation, a
coherent narrative, and the figure of the author as an intermediary between an event and
its meaning. Finally, “social and everyday navigators” (10.8%) show lower involvement
in intensive news consumption and more often use information as a resource for
everyday orientation and emotional self-regulation. In this segment, the shift from
political news toward more practical, comfortable, and interpersonal sources is
particularly visible, partly supported by its more female and less resource-rich profile.

Thus, the segmentation identifies several stable ways in which the emigrant audience
copes with the abundance of news: operational monitoring, multimedia deepening,
author-led interpretation, or partial distancing from an overloaded agenda.

Independent and exile Russian-language media occupy a visible place in emigrants’
media consumption, but more often they exist not as a sole source, but as part of abroader
platform-based set. Among Telegram users, 70% read editorially produced independent
Telegram channels; among those who obtain information through online media outlets,
Russian-language independent and exile media are especially visible. These sources are
chosen primarily for the objectivity and reliability of their information (25%), as well as
for the quality of their journalism and the depth of their materials.

This is matched by a high level of trust. The average trust score for editorial independent
Telegram channels is 4.2 out of 5; for author-led and commentary channels it is 4.3, while
aggregator and breaking-news channels score lower, at 3.7. Among online media outlets,
independent websites also receive the highest scores; the report separately indicates a
trust level of 4.75 out of 5 for them. This shows that the value of these sources for the
audience is linked not only to their alternative status, but also to their perceived
professionalism and explanatory capacity.

At the same time, high engagement does not translate into a strong willingness to pay.
Only 7% already have paid subscriptions to online media outlets or Telegram channels,
while 89% do not; few would hypothetically be willing to subscribe (8%), whereas most



would be more likely to refuse (58%). Even where trust is high, consumption of such
media remains largely free and platform-based.

It is also important for interpreting these data that the audience more often remembers
a source in general terms than a specific newsroom or author. Eighty-one percent of
respondents usually pay attention to the name of the source, but only 35% pay attention
to the author’s name. A user may therefore regularly consult independent content that
they consider reliable, yet not retain a specific brand in memory in the form presumed by
a direct survey question.

Finally, media consumption in this context is undergoing a noticeable emotional
restructuring. Among those who became more interested in new topics over the past
year, 31% explain this by fatigue with other topics, and 25% by a search for something
that brings joy or calm. This points to demand not only for political and war-related news,
but also for calmer, more explanatory, and less exhausting formats.

2. Key Findings and Comparisons across the Three
Stages of the Study

1. Television vs. Telegram. Among Russians inside the country, a hybrid model
persists with two centers of gravity: television and Telegram. Television remains
the largest source by reach (42%) and the main source of news (28%); Telegram
has nearly caught up in reach (39%) and is only slightly behind as the main source
(25%). Among emigrants, this structure has broken down: media consumption is
almost entirely digital, dominated by Telegram (93% reach; 58% main source) and
a strong role for YouTube (71% reach; 22% main source), while television has
virtually disappeared (2% reach; 1% main source).

2. The different function of Telegram. In Russia, Telegram is one of two central
channels, but more often in combination with television, aggregators, and websites.
In exile, Telegram is no longer simply one channel among others; it is the basic news
environment. This is also visible in the segmentation: among emigrants, the largest
segment is the “Telegram monitors” (42%), 96% of whom name Telegram as their
main source. Telegram also plays a systemic role among respondents inside Russia,
but users have not moved toward full Telegram-centricity: a significant share of the
audience continues to organize media consumption around television, while using
Telegram as a supplement and an operational source of information.

3. YouTube as a marker of the difference between the Russian and emigrant
media environments. For Russians inside the country, YouTube remains a
relatively peripheral mass channel (10% reach; 4% main source). For emigrants, it



is already the second most important pillar of media consumption (71% reach; 22%
main source). Among emigrants, YouTube serves as a platform for long-form
explanatory and analytical content, whereas inside Russia this type of consumption
remains concentrated in narrower, younger, and more critical groups. In practice,
YouTube is the platform that most clearly separates the emigrant model of
consumption from the domestic Russian one: Telegram solves the problem of
access to the news itself, while YouTube addresses the need for interpretation and
explanation.

. Age is the main dividing line inside Russia. Among surveyed Russians, the age
gap is very sharp: among younger respondents aged 18-29, Telegram is more often
the main source (46%), while television plays a minimal role (6%); among those
aged 60 and over, the pattern is reversed — television (54%) and Telegram (8%).
Education and urbanization work in a similar way: among people with higher
education, Telegram is more often the main source (30%) than television (20%),
whereas among those without higher education, television (41%) is clearly ahead
of Telegram (19%). Telegram-centricity is also above average in Moscow and St.
Petersburg. In exile, age no longer creates the same divide: Telegram dominates
almost all groups, including older respondents. In other words, within Russia,
generation continues to structure media consumption strongly, while in exile the
digital environment partially levels this effect.

. Different principles of trust formation. Both surveys show the high importance
of Telegram as a trust infrastructure, but the set of media within that infrastructure
differs. Among respondents inside Russia, higher ratings go to large and
institutionally recognizable channels; among emigrants, the trust core is built
around independent newsrooms and author-led sources, with independent
channels receiving high average scores (4.2-4.3). This is not only a difference in
preferences, but also evidence of two different principles of trust formation: inside
Russia, institutional recognizability matters more; in exile, the reputation for
independence and editorial autonomy is more important.

. A contradictory picture of information verification. Although most respondents
notice different framings of the same news story (66% of Russians and 88% of
emigrants), systematic verification remains a niche practice. Half of surveyed
Russians do not know any methods of verification, while 48% of emigrants either
do not know them or declined to answer the question. Within the critical segment,
however, these practices are more developed: about one-third (32%) say they
check news “always or almost always.”

. VPN as a marker of media strategy. In the Russian sample, about one-quarter of
respondents use tools to circumvent blocking (24%), while the majority do not
(70%). In practice, however, this is a highly stratified behavior: VPN use is



noticeably more common among young people (35% among those aged 18-29),
people with higher education (29%), financially comfortable respondents (29%),
men (29%), Muscovites (34%), and high-income groups (up to 42% in some income
categories). This makes VPN use a strong indicator of digital autonomy and
willingness to move beyond the available platform environment. Among emigrants,
the access situation is different, so VPN use does not function as a dividing line in
media consumption.

8. Information fatigue and “low-emotional-burden” consumption. Among
Russians inside the country, fatigue exists but is more often diffuse or moderate: in
the section on desired topics, most respondents say they do not need more
information on any topic at all (65%). At the same time, focus-group participants
speak of moving toward “emotionally gentle” content, while the surveys register
declining interest in political and war-related topics. Fifteen percent of surveyed
Russians have become less interested in politics and 13% in military operations;
among emigrants, these figures are substantially higher: 42% are fatigued by the
topic of the war, and 32% by politics in general.

9. Demand for practical utility and positivity. Under conditions of burnout,
audiences seek “positive news” (44% of emigrants report demand for positivity and
good news). Even critical audiences among Russians filter news in order to preserve
calm, switching from politics to travel blogs and educational content. An entirely
negative agenda, as well as “propagandistic optimism” that contradicts everyday
experience, produces irritation among Russians and a sense of manipulation.

Inside Russia, a hybrid and partly inertial system persists, in which television remains in
place because of age, ritual, and its integration into everyday routines, while Telegram
becomes its main digital competitor. In exile, the system is different: Telegram and
YouTube form a full-fledged digital core, and independent sources create a new regime
of trust. At the same time, analytical video consumption and news fatigue are more
pronounced among emigrants, while among respondents inside Russia the central
features are social segmentation in access, trust, and criticality.

3. The Audience of Russian-Language Exile Media

If all segments are ranked by their proximity to independent and exile media, the lower
pole is formed by institutional users inside Russia and social-and-everyday navigators
among emigrants — groups in which either television or everyday-practical logic
dominates, or news consumption is weakened overall. The middle level consists of
mainstream hybrids and alternative users inside Russia: here digital consumption is
already developed, but independent media do not constitute a stable core. Above the



middle are emigrant Telegram monitors and YouTube analysts, for whom independent
content is already regularly embedded in the everyday news diet. The highest level of
engagement is shown by two groups: critically oriented users inside Russia and, to an
even greater extent, multimedia independent news users among emigrants. Only the
latter, however, truly resembles a concentrated and self-aware audience for independent
and exile media; even the Russian segment closest to it remains less homogeneous.

The focus groups help explain why, even inside Russia, the link to independent and exile
media often remains partial and becomes blurred at the level of survey response. Among
critical audiences, consumption is organized as a hybrid everyday repertoire: YouTube,
Telegram, Instagram, and news aggregators are used in parallel. YouTube is used for
political videos, reviews, and interviews; Telegram for quickly scanning the news; and
short videos for situational and relaxing consumption.

The motive for turning to different sources is described not as loyalty to a single media
outlet, but as an attempt to obtain an “objective picture” through source diversity.
Informants note a mismatch between their own experience and what they see “on
screens,” and therefore seek more balanced, professional, and independent voices. Trust
is more often generated not simply by “opposition” or “foreign” media, but by those
perceived as rational, factual, and not falling into either official or hysterically critical one-
sidedness.

At the same time, the qualitative data also reveal an important limitation: even within this
audience, consumption does not always turn into stable self-identification as the
audience of a particular independent media outlet. A large share of contact with such
sources occurs through platforms, recommendations, forwards, and fragments of
content. Content hygiene is also at work: users consciously filter out difficult topics, scroll
past politics and the war/SVO, switch to facts without commentary, or turn to distracting
content. As a result, actual contact with independent and exile media may be regular, but
at the level of survey response it does not always become a confident naming of a specific
media outlet.

An additional argument for this interpretation is contained in the Russian quantitative
data themselves. Even among those who obtain information through online media
outlets, a substantial share of the audience does not reproduce the names of specific
websites or media brands. This means that the survey records not every actual contact
with independent content, but a narrower situation in which the respondent remembers
the source’s brand, is willing to name it, and perceives naming it as safe. In conditions of
platform-based consumption through Telegram, YouTube, reposts, and forwards, this is
precisely where substantial underestimation arises.



The discrepancy between the quantitative survey data and the data published by
independent media outlets themselves is primarily not a contradiction between
two sources of evidence, but a difference in the object being measured. The survey
captures declared consumption: a respondent must recall a specific media outlet,
associate themselves with its audience, and name it in conversation with an interviewer.
Digital analytics, by contrast, do not capture a person'’s self-identification as part of the
audience of a given media outlet, but observable digital contacts with materials: visits,
page views, app openings, video views, and referrals from messengers and other
platforms. These are different units of measurement from the outset and therefore cannot
be read as direct equivalents.

External estimates therefore usually distinguish from the outset between the number of
people and the volume of digital consumption. According to JX Fund, independent
Russian media in exile likely reach 6.7-9.6 million people inside Russia, while their main
websites account for 27.8 million total visits. JX Fund separately emphasizes that this
volume is likely underestimated because of mirrors and circumvention routes. In an
earlier estimate, the fund referred to 2.7-3.9 million people inside Russia by
geographically distinguishable audience, and 5.4-7.8 million when consumption through
social platforms was included. The very structure of this calculation shows that the
number of people, the number of visits, and the number of platform contacts are different
quantities.

4. Specific Features of Digital Analytics

The data published by newsrooms belong to a specific class of indicators: monthly
readers, views, reach, subscriber base, number of donors, viewing audience, and platform
contacts. These indicators are important for assessing the scale of content distribution
and for the internal analytics of media organizations themselves.

For example, in a public campaign text, Meduza states that despite being blocked in
Russia it retains more than 10 million monthly readers in the country. This figure does
not mean that the same number of people would name Meduza in a survey. It describes
the newsroom’s estimate of monthly readership — that s, the intensity and scale of actual
access to its materials. Mediazona reports a different type of indicator: before February
24, 2022, it was supported each month by almost 10,000 Russian readers, while as of
September 2024 the newsroom wrote of roughly 1,500 readers with non-Russian cards
and 2,000 people inside Russia who continued to support it. This is not an indicator of
readership as such, but of the donor core: the most engaged and motivated part of the
audience. TV Rain, on its corporate page for cable operators, provides a different set of
figures: reach of 30 million, with a stable audience of 12 million viewers in 2014; it then
states that in 2021 the audience reached 39 million; and it separately uses the



formulation “hundreds of thousands of loyal viewers.” This is not a research
measurement of readership at all, but corporate data on reach and viewer base.

It is also important to take into account the character of consumption itself. In the digital
environment, users often interact not with a media outlet as a coherent object, but with
individual materials distributed through messengers, video platforms, reposts, mirrors,
and external links. As a result, the same person may leave numerous digital traces
without forming a stable answer in terms of “I read such-and-such media outlet.”

5. Specific Features of the Telephone Survey

Under Russian conditions, admitting to reading exile and opposition-coded media is not
a neutral statement about an everyday habit. Access to such media is often associated
with circumventing blocks, using VPNs, and turning to sources officially labeled as
undesirable, foreign, or politically suspect. In this situation, some respondents may
choose a safer response strategy: underreporting the frequency of use, replacing a
specific brand with a general category such as “Telegram” or “YouTube,” or not naming
the source at all. In this context, the survey will almost inevitably produce a lower-bound
estimate of the audience for such media.

Finally, the survey requires not merely the fact of contact with independent content, but
the ability to name a specific media outlet. Under conditions of platform-based
consumption, this in itself narrows the audience being measured. A user may regularly
encounter materials from independent newsrooms, yet remember not the name of the
outlet, but the topic, intermediary channel, video platform, or messenger through which
the link arrived. The survey therefore effectively measures not all reading of independent
content, but a narrower category: reading that is at once sufficiently regular, conscious,
name-recognizable, and safe to verbalize. This is a noticeably narrower category than the
full actual audience of these media.

The newsroom data and external reviews cited below are used not as another
“measurement” within this study, but as external context for interpreting the discrepancy
between survey estimates and the media outlets’ own digital metrics.

6. Sources
1) X Fund — Russia: Reach and Distribution of Russian Independent Media in Exile

https://jx-fund.org/countries /russia/
2) Reuters Institute — Audience Strategies of Russia-Focused Media in Exile

media-exile


https://jx-fund.org/countries/russia/
https://jx-fund.org/countries/russia/
https://reutersinstitute.politics.ox.ac.uk/still-listening-audience-strategies-russia-focused-media-exile
https://reutersinstitute.politics.ox.ac.uk/still-listening-audience-strategies-russia-focused-media-exile
https://reutersinstitute.politics.ox.ac.uk/still-listening-audience-strategies-russia-focused-media-exile

3) Meduza — Where Other Headlines End, Meduza Begins

https://meduza.io/en/feature/2024/11/25/where-other-headlines-end-meduza-begins

4) Mediazona — Mediazona Turns 10. And Now We Need Our Readers’ Help to Keep Going
https://en.zona.media/article/2024/09/02 /mediazonal0-trl

5) TV Rain — Corporate Page
https://cable.tvrain.tv/

Appendix. How the Telephone Survey Segmentation
Was Conducted

1. Classification Variables

The following classification criteria were used:

e Type of Dominant Media Source (Core)
The segmentation is based on a combination of two questions about information sources,
which makes it possible to capture the multichannel nature of everyday media
consumption. The first question establishes the repertoire of regularly used channels.
The second performs a focusing function: the respondent identifies their main channel
for obtaining information among those already named.

Question 5 (Please tell us which channels you usually use to obtain information.)

Question 6 (From which of the listed sources do you most often obtain information about
events in Russia and the world?)

e (riticality Index
The level of criticality toward information received from the media, formed by practices
of verifying information for accuracy and searching for alternative points of view. This is
a composite of:

Question 17. Methods of Verifying Accuracy
Please tell us which methods of verifying the accuracy of news you know.

Question 18. Frequency of Accuracy Checking
Please tell us whether you personally check the accuracy of news.

Question 19. Use of Fact-Checking Websites
Have you ever heard of fact-checking websites? If so, do you use them or not?


https://meduza.io/en/feature/2024/11/25/where-other-headlines-end-meduza-begins
https://meduza.io/en/feature/2024/11/25/where-other-headlines-end-meduza-begins
https://en.zona.media/article/2024/09/02/mediazona10-trl
https://en.zona.media/article/2024/09/02/mediazona10-trl
https://cable.tvrain.tv/
https://cable.tvrain.tv/

Question 20. Use of Tools to Circumvent Blocking
Please tell us whether you use tools to circumvent blocking on the Internet.

The proposed segmentation is not a direct projection of political preferences or
ideological attitudes. Rather, it describes stable strategies of interaction with
the information environment. It is based on a combination of two independent

° dimensions: the type of dominant information source and the level of criticality in
media consumption.

2. Final Segments

The final segments are formed on the basis of the combination “media type” x “criticality”:

Core: online media  sites/aggregators +  social networks/video
platforms/messengers (a mixed media strategy without television or Telegram as
the core)

Criticality: low/medium.

VPN: #13.5% (moderate).

Essence: a broad set of sources used “as needed,” without a stable verification
routine.

Institutional Users

Consumption core: television (¥99.6%).

Criticality: low/medium; often choose “I do not know any methods of
verifying the accuracy of news.”

VPN: #5.8% (minimum).

Essence: trust familiar channels; news verification is not a routine practice.

Critically Oriented Users
Core: not a single channel; these are people with high criticality across different
media strategies, among whom Telegram and online media sites are more common
than elsewhere.
VPN: 256.1% (maximum).
Verification: “I always/almost always check” *31.9% (among the others, almost 0).
Essence: verification of accuracy is a constant practice; they compare sources more
often than the others.

Alternative Users

Consumption core: Telegram (x99.4%).

Criticality: medium/low (high criticality is captured by the critically oriented
segment).

VPN: 223.9% (above average).

Essence: Telegram as the main source of news; an orientation toward speed and
convenience; part of the audience uses tools to circumvent blocking.



Segment Sizes (shares, %)
e Mainstream Hybrids — 35.0%
(Social networks/video/messengers + medium/low criticality)
e Institutional Users — 25.5%
(Television-centric + low criticality)
e (ritically Oriented Users — 24.7%
(Online media/Telegram + high criticality, regardless of platform)
e Alternative Users — 14.8%
(Telegram-centric + high criticality / VPN / distrust of institutional channels)

All 1,000 respondents are assigned to these segments.

3. Aggregated Segments

Aggregated segmentation of the full sample: 60% to 40%

1) Institutional Users (~25%) + Mainstream Hybrids (~35%)
approximately 60% of the sample, characterized by the following:

e consume mainstream sources (television, aggregators, social networks),
e do not demonstrate high criticality,

e rarely verify information systematically,

e almost never use VPNs.

This does not imply loyalty. It indicates orientation toward the mainstream media agenda
without active critical filtering.

2) Critically Oriented Users (~25%) + Alternative Users (~15%)
approximately 40% of the sample, characterized by the following:

e use Telegram and online media more often,
o verify information more often,
e use VPNs more often,
generally distance themselves from institutional channels.

This does not guarantee opposition-mindedness, does not necessarily mean political
disagreement, and does not imply a unified position. It is more accurate to describe this
group as an audience with non-mainstream media consumption and heightened
criticality toward information sources.

About 60% of the audience is oriented toward mainstream information sources and does
not demonstrate stable practices of critical news verification, while roughly 40%
consume information through non-mainstream channels and more often show a critical
attitude toward sources.



4. Segment Profiles

1)

Sociodemographics and Geography

e A relatively “middle” age structure: many respondents aged 30-44 and 45-59;
those aged 60+ constitute a visible share but do not dominate

¢ Women are more numerous (about 57%)

e Moderately urban: large and medium-sized cities ~58%; the remainder are small
towns and rural areas

¢ Income and material status are closer to the “middle,” but low per-capita income is
common (up to 20,000 rubles — about 38%)

e Higher education — slightly more than half (~58%)

Media Diet (Behavior)
e Primary media logic: news aggregators (~30%) + online media websites (~24%)
as main sources
e As “usually used” channels: aggregators (~32%), online media (~28%), television
(~23%), VK (~21%)
e Television and Telegram almost never serve as the “main source” (in this
segment, they are not the “core”

e Messengers: moderate Telegram use (about 51%), visible Max use (~38%), plus
VK/WhatsApp

Online Media (What They Read / Why)
e Within the online-media audience, many respondents “do not specify the site” (a
high share of difficulty answering)
e Topics read in online media: “News” + “Politics”; economics is noticeably weaker
than among the “critical” segment.
e Motives for using online media more often include “news/events” and relevance;
“analysis” appears less often.

Telegram (Which Channels / Motives)
e Byaggregated channel groups, neutral channels dominate (~74%), official channels
are visible (~25%), and opposition channels are almost absent.
¢ Among motives for using Telegram, local and thematic reasons are unexpectedly
strong (for example, local news and “subject matter”): it appears to be used as an
applied or niche channel rather than as a channel of “alternative politics.”



Verification / Criticality

News is often not checked: “I do not check” accounts for about half (~53%)
Knowledge of verification methods is weak: “I do not know any methods” accounts
for a very high share (almost 7 out of 10)

VPNs are used rarely (~13%)

They pay attention to the source name less often than the “critical” segment:
roughly 44% pay attention to it.

Topics (Dynamics / Fatigue / Requests)

2)

Less often report that they have become “more/less interested” in particular topics
— arelatively stable agenda

Fatigue with politics/the war is moderate; more often say “there are no such topics”
Would mainly like more information about positive news / useful everyday topics,
but overall “no requests” dominates

Institutional Users (=26%)

Sociodemographics and Geography

The oldest segment: those aged 60+ account for about 64%; young people are
almost absent (~2%)

Women dominate (~63%)

Territorially skewed toward small towns and rural areas (about 59%)

Materially weaker: low-income respondents ~60%, with a higher share of low
incomes

Higher education is less common than in other segments (~43%)

Media Diet

Absolute television-centricity: television as the main source *x96% (several
times higher than in all other segments)

Other channels are secondary: aggregators/online media/Telegram may serve as a
supplement, but not as the core

Among messengers, there are noticeably more respondents who use “none at all”
(about half)

Online Media

Often “do not read online”: in the question about attention to publications, “I do not
read” is *30% (several times higher than in other segments)

Topics in online media (among those who read): the war/SVO and politics appear
more often, but the conclusion should be treated cautiously because of the base size



Telegram
e By channel groups, neutral channels dominate, official channels are more visible,
and independent and opposition channels are weaker.
e Among motives for using Telegram, “news/information” and “interest in the
war/world” are stronger, while “style/presentation” is weaker

Verification / Criticality
e The lowest criticality: “I do not check news” is about 58%
e “I know verification methods” is lower than in other segments; “I do not know any
methods” appears frequently
e VPNs are almost never used (~6%)
¢ In questions about circumventing blocks, they more often have difficulty answering
and offer fewer nuances

Topics
e Growth of interest is more often connected with the war/SVO (roughly twice as
often as in some other segments)
e Fatigue with politics/the war is less pronounced; they more often say “there are no
such topics”
e They want more information on the war/SVO and “practical” topics, but overall
demand is moderate

3) Critically Oriented Users (=25%)

Sociodemographics and Geography
e The most “male” segment: men account for about 59%
e More urban: large and medium-sized cities ~73%; Moscow is more visible
¢ The most educated segment: higher education about 76%
e Higher incomes: low per-capita income is rare (~15%), and high incomes are
noticeably more common

Media Diet
e Multichannel consumption: Telegram as the main source =43%, with
aggregators/online media/YouTube as support
e Among “usually used” channels: Telegram ~61% and online media ~37%;
television is also present, but does not dominate

Online Media
e Reading topics: politics (~44%) + economics (~28%), with more
“science/technology,” “social sphere,” etc.

e Motives for using online media more often show analysis/quality/breadth of
coverage (compared with institutional users)



Telegram

By channel groups: neutral (~70%), official (~34%), independent (~18%), and
opposition (~10%); these are the highest shares among the segments.

Motives for using TG are stronger in: speed, “presentation/style,
filler,” and more visible “objectivity /neutrality”

current/no

Verification / Criticality

The most verification-oriented segment: “I always/almost always check” is
about 32%,

“I do not check” is marginal (~4%)

Verification practices: comparing several sources (~64%), searching for the
primary source (~23%), and choosing a more reliable source — several times more
often than the others

Fact-checking: almost half have “heard of it”; “use it” is noticeably higher than in
other segments (although the absolute figure remains low)

VPNs are used by *56% — two to three times more often than in most other
segments

More often notice different framings of the same news story (~90%)

Almost always look at the name of the source (~83%)

Topics

4)

More often than others say that their interest in topics has changed (fewer “no such
topics” responses)

Fatigue with politics and the war/SVO is higher: politics ~24%, war/SVO ~19%
(stands out against other segments)

They want more information across a broad spectrum:
politics/economics/culture/science, plus “positive news”

Alternative Users (=15%)

Sociodemographics and Geography

The youngest in structure: 18-29 (~26%), 30-44 (~41%), and only ~10% aged 60+
Women are more numerous (~61%)

Urban: large and medium-sized cities ~71%

Materially stronger than institutional users: financially comfortable respondents
~53%, and high household incomes occur more often

Higher education is high (~68%)



Media Diet
e Telegram-centricity: Telegram as the main source x92% (several times
higher than in all other segments)
e Among “usually used” channels: Telegram ~99%, followed by VK (~30%) and Max
(~18%);
e Television is present as an additional channel, but not as the core
e Among messengers: Telegram ~87%, Max ~42%, VK ~24%

Online Media
e When they read online media, their media consumption looks more “politicized”:
politics (~59%), economics (~26%), and the war/SVO (~21%); “just news” is less
pronounced (~14%).
e Motives for using online media more often include “convenience/presentation” and
“speed” (although the online-media base within the segment may be small)

Telegram
e By channel groups: neutral ~83%, official ~37%; independent and opposition
channels are present but much less pronounced (about 8% and 6%).
e Motives for using TG more visibly include “news/information” + speed + short
summaries; “objectivity/without emotion” appears more often than among
institutional users

Verification / Criticality

e Verification is more often “occasional”: “I check rarely” about 65%, “I do not check”
about 31%

¢ “I do not know any verification methods” is common (more than half)

e VPNs are used moderately (~24%), noticeably more often than among institutional
users, but much less often than among critical users

e They pay attention to the source more often than mainstream users (about 59%),
but less often than critical users

e They often notice “different framings of the same news story,” but not as radically
as representatives of the critical segment.

Topics
e Growth of interest more often moves toward economics and “lifestyle/travel”
(higher than in other segments)
o Fatigue with politics/the war is present, but the segment more often says “there are
no such topics”
e Therequest “I would like more information” is minimal: “no such topics” ~74% (the
highest figure).
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