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Abstract. Main objective. The article deals with the key factors of the
virality of media content in social networks and technical university stu-
dents’ media literacy in social networks. Methodology. We analyzed the
concept of virality and generalized the reasons that affect the popularity of
the information posted in social networks. The three main groups of viral-
ity factors were singled out: content (its subject and form), the audience
and the specific character of a social network. We have also analyzed the
content of the three most popular Ukrainian media in Facebook: “Ukray-
inska Pravda”, “Hromadske TV” and “TSN” to define the virality factors
in modern Ukrainian conditions. The study was conducted in National
Technical University of Ukraine “Igor Sikorsky Kyiv Polytechnic Insti-
tute” (Kyiv, Ukraine). In addition quantitative analysis of 10 closed ended
responses, qualitative analysis of 5 open ended responses and focus group
discussion experts were done. The study population included students
(n =1100) of the fourth course and 10 experts (professors in the fields
of engineering (5 persons), pedagogics (2 persons) and social communi-
cations (3 persons)). Results and conclusions. Due to the study results
there are few most popular content topics (politics, war in eastern Ukraine
and basic needs) that cause the virality of information. Given the speci-
ficity of the algorithm for ranking posts in Facebook news line, we traced
the reasons for the popularity of certain materials, which are caused by
the situation in the country, emotions, induced by the publication, type of
content and time of users’ activity in the social network. The survey ques-
tionnaire captured the attitudes of students about the social networks and
their role in everyday life and professional development, found out what
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percentage of students uses social networks for educational purposes,
revealed whether the students trust to information from posts in social
networks, as well as their reactions to messages. The qualitative analysis
found out the reasons why students use or do not use social networks
for their educational purposes, why are they joining or are not joining
social networking groups that discuss political topics, why do they react
or do not react on insults in social networks, why do they always (do not
always) critically analyze information in social media, why do they think
it is necessary (not necessary) to implement media literacy courses in the
university. The focus group discussion revealed how social networks have
influenced education, factors impacting social networks use for education,
how the experts foresee the role of social networks in education and col-
lected opinions about the media literacy as a part of engineering curric-
ulum. Overall the observations found out weak spots in students’ media
literacy. Thus, it is necessary to implement media education in technical
universities to teach students to become media “literate” in order to par-
ticipate responsibly in the new century society, analyze media information
critically and recognize misinformation.

1. Introduction

Technological peculiarities of the development and functioning of the
worldwide web and communication technologies led in general to signifi-
cant differences in the processes and methods of attracting and establishing
the audience of offline and online media. In recent years there is also a
huge increase of the role of social networks in the formation of both the
content and the audience of modern mass media. Instant update of informa-
tion in social networks, an increase of the number of information sources
and other peculiarities of the new media functioning make it possible to
speak about informational overproposition which consequently gives rise
to the competition between online media and social networks, causing not
only the improvement of quality and presentation of content, but also the
reduction of the audience of specific media websites. Therefore, one of
the tools to increase the traffic from social networks and successful media
SMM-promotion is the virality of content. In addition, viral content can
influence essentially public opinion and manipulate public conscience in
terms of hybrid warfare and lack of clear mechanisms of informational con-
frontation. Using the factors of information popularity on social networks,
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particularly emotions it evokes, the submission style, time of publication,
subject matter, and taking into account the principles of ranking reports by
particular social networks, Ukrainian media can secure an effective source
of audience, the popularity in a new media space and become a means of
countering hybrid aggression in social networks.

But to be engaged and critical media consumers, we need to develop
skills and habits of media literacy. In order to participate responsibly in the
new century society and navigate through an increasingly complex media
landscape, it is important to begin the process of media literacy education
in childhood and continue throughout life.

Many local and foreign researchers studied media in social networks.
Having analyzed the articles from the “Times”, American scientists J. Berger
and K. Milkman single out a number of content features, which affect its
virality, in particular readers’ emotions the content causes. However, there
is a lack of analysis of the peculiarities of preparing the virality content for
social networks in Ukrainian reality. This fact determines the relevance of
our study. The aim of this paper is to define the factors of content virality
of Ukrainian media in social networks under conditions of hybrid warfare
and to explore the general attitude and perceptions of students of technical
specialties at the last year of bachelor program about social networks and
their role in professional development.

Methods of the study. The task required a combination of general and
specific scientific methods — theoretical and empirical. In particular, we
used the methods of generalization and terminological analysis to clarify
the definitions of the term “virality” and “virality content”. Analytic and
synthetic method allowed us to single out the virality factors of the con-
tent and to get an idea of the whole system of measures applied for the
promotion of information on social networks. The method of observation
and measurement was used for collecting the actual source material for
the theoretical study of the factors of virality content under Ukrainian
conditions; the comparison method made it possible to define the fea-
tures of popularization of information under special circumstances, such
as during the hybrid warfare. The method of content analysis was used
for in-depth study of text messages of social networks in order to select
the indicators, which allowed us to interpret the study results into specific
recommendations concerning the promotion of media content under pres-
ent-day comditions.
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To understand the media literacy level of students of technical specialties
the questionnaire based study was conducted in National Technical Univer-
sity of Ukraine “Igor Sikorsky Kyiv Polytechnic Institute” (Kyiv, Ukraine).
Study sample consists of 1100 students. 8 students aren’t registered in any
social network and 34 are registered but they visit networks twice a month
or more rarely. So really 1058 students were polled: 925 males (87.43%)
and 133 females (12.57%). They had an average age of 24.5 years, with
a range of 20 to 29 years. The survey questionnaire (10 closed ended and
5 open ended items) and Focus group discussion (FGD) captured the per-
ceptions and attitudes of students about social networks. Th internal con-
sistency of closed ended items were calculated. The study population was
briefed about the nature and purpose of study. The survey questionnaire
was sought from all the 1058 students. The students were answered the
questionnaire in a lecture classes. The survey was followed by a structured
FGD (n = 10). The participants of FGD were carefully selected. The selec-
tion of FGD participants were based on the representation of professors
in the fields of engineering (5 persons), pedagogics (2 persons) and social
communications (3 persons). The FGD, which lasted for two hours, was
conducted by two members of Publishing and Printing Institute, one as a
facilitator, and other who recorded the discussion verbatim. The FGD was
an attempt to find out attitudes and perceptions regarding social networks
and its potential role in engineering education.

Quantitative data was analyzed by percentage distribution and Qualita-
tive data by categorization. The transcripts of the focus group were collated
and categorized.

2. The factors of the content virality
of Ukrainian media in social networks

Virality content is the publications that have the ability to the virus-like
self-replication, i.e. to the natural replication of materials by the users of
social networks. The audience, uses the “sharing” buttons (e.g., “tell your
friends”, “share”, “tweet”), for spreading interesting publications [1]. The
researchers of Internet communication explain the phenomenon of virality
by Metcalfe law, due to which the network utility is proportional to the
square of the number of its users [2]. According to this law, the reason of
content virality may be in the increasing number of users interested in it,
and as a result the value of the content increases.
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However, it should be noted that the phenomenon of virality is more
complex and versatile. In general, we can talk about three major compo-
nents of virality factors:

— content — its features, form, subject area, etc. (for example, an article
consisting of 10 000 signs will be less popular among users than a striking
infographics on the same subject);

— audience (the users of social networks share only the information that
will be interesting or useful among their friends, wanting to get a “bonus”
in return — “like” thanks, admiration, etc.);

— the peculiarities of social network that influence the form and type of
content, as well as the activitiy and characteristics of the audience (the best
hours for posting, peculiarities of ranging materials in the news line, etc.).

While considering the first factor of virality — the very content — one
should mention the results of the studies of American scientists J. Berger
and K. Milkman, who have analyzed nearly 7,000 articles, published in
“Times” from August 30 to November 30, 2008 to find out the materials
that have been most frequently shared by users. Having taken into account
such factors as time of article posting, the author's popularity, author’s sex,
length and complexity of the material, J. Berger and K. Milkman revealed
two characteristics which define the virality of an article. They found out
that the popularity of the material depends primarily on how positive its
basic idea is and how strong reader’s emotions it can evoke [3]. In general
there are several features that affect virality of materials in social networks:

— emotions the publication causes. More emotional materials are being
more frequently shared in social networks. Positive emotions contribute to
popularity more than negative;

— vitally important information. The users of social networks react emo-
tionally to the information relating to their basic needs (according to Maslow's
pyramid), events that significantly affect or may affect their lives, etc;

— usefulness of the information. Users share the materials that may be
useful, valuable and practical. Usually, this information is posted and shared
in the form of lists and short notes, rolls or instructions;

— the latest information. The content that publishes exclusive informa-
tion first usually gains considerable popularity among the users of social
networks [4, p. 51].

However, considering the factor of content peculiarities together with
another factor — the peculiarities of the audience, namely psychological fea-
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tures that encourage people to share some information, the most important
factor of information virality is its ability to activate the audience emotion-
ally [5, p. 108]. Only those materials that cause the state of arousal and
readiness for action or encourage users to emotional activity have a chance
to become viral sharing online. This is explained by the psychological
state of a person caused by different emotions: positive emotions, such as
inspiration, a great joy, laughter, induce us to share impressions. They also
increase the activity and stimulate the feeling of fear and anger. However,
such emotions as sorrow or satisfaction, vice-versa, reduce users’ activity.

In addition, the content sharing in social networks is also influenced by
another feature of users’ psychology — the desire to get attention from their
virtual friends via “like”, thanks, and other methods of post appraisals in
social networks, that is why users will share only that information which is
likely to attract his audience.

The popularity of content also depends significantly on the peculiarities
of the very social networks: the hours of users’ greatest activity on the net,
the algorithms for ranking posts in the news line, etc. As the services of
web analytics show, for example, in Facebook the traffic begins to grow
from 9 am and falls by 4 pm. The best time for publishing materials in this
network is from 1 pm to 4 pm on weekdays. As the studies show, the most
clickable links appeared to be those which were posted in Facebook on
Wednesday at 3 pm. Similar data for Twitter indicate that one can get the
highest amount of clicks on this network on Monday between 1 pm and
3 pm. The Twitter audience is the most active between 9 am and 3 pm, but
after 8 pm the publication of content in the network is the least effective
[6]. The VKontakte network, which is popular in Ukraine, becomes most
effective for posting information is after 7 pm and between 1 pm and 3 pm
[7]. However, one should also take into consideration the peculiarities of
the target audience and the subject area of the resource that can also affect
user’s activity in social networks.

Besides, some networks have their own algorithm for ranking posts in
the news line, so, it is important to mind this fact while creating the virality
content. For example, Facebook often changes the ranking factors and one
of the recent changes, reported by the company in 2014, was the creation
of an algorithm based on trending topics and the speed of user’s interaction
with the post [8]. Also this network continues taking into account the rank-
ing factors from a previous mechanism EdgeRank:
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— affinity (the frequency of interaction with certain users);

— type of action (e.g. a comment makes the post more valuable than
“like”);

— time of publication (new posts weigh more) [9].

Most social networks are likely to abandon the chronological news line
in the nearest future. It was already announced by such popular networks as
VKontakte and Instagram, so we may also consider this peculiarity of social
networks as important factor of content virality.

In considering the issue of creating the virality content, it is worth men-
tioning not only the tools but also the goal of sharing such viral informa-
tion. With the help of virality content media, companies, organizations can
achieve not only extreme popularity, better SMM indicators or conversion.
Virality content makes it possible to manipulate the audience. An incredible
amount of information that appears in the news line in the internet, satiety
of information space makes the users focus on the choices of other people
interested in the content, and not to look for the best posts in the net on one’s
own. As J. Berger notes, consequently the lists of the most popular content
can generate topics for wide discussion. For example, the more people saw
and shared an article about financial reform, the more likely that others will
get the belief that financial reform deserves more attention from the state
than the reform of environmental protection, even if the core of financial
reform is not as important as environmental [5, p. 96].

Imposing certain topics to the audience for discussion or diverting atten-
tion from important, but problematic issues with the help of the factors
of virality content may be regarded as a method of manipulating public
consciousness that makes it possible to achieve the desired response to the
information, for example, in terms of hybrid warfare.

In order to determine the factors of virality content of Ukrainian media
in social networks, we have analyzed the Facebook pages of the three media
that are the most popular on this network according to the rating of an inter-
national company in the segment of social marketing Socialbakers [10]:
“Ukrayinska Pravda”, “Hromadske TV and “TSN” in the period from
April 18 to 24, 2016. These three media have more than 500 thousand read-
ers. Overall we have analyzed 683 pages of posts on these media.

The results of our analysis were considered at in terms of such groups
of factors as type of content, date and time of publication and the subject
area of messages.
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Type of content that is being shared in social networks has appeared
to be the one of the most important factors of post popularity. The pages
of media under analysis most frequently contained published links to the
web site with a short message about the content of the article. Thus, for
example, all the materials on “Ukrayinska Pravda” pages were the links
to the site with the full text; the “TSN” page besides publications with
links, several times there were only photos posted; “Hromadske TV”
contains various types of content: photo, video, link to the site, gif-an-
imation, etc. And it turned out that the posts from “Hromadske TV” on
the same subjects as in other media, published at the same time, appeared
to be the most popular and most shared among users. For example, the
news about a new video of “Okean Elzy” was published on “TSN” at
11:16, and received 631 likes, 7 comments and 147 shares. The news
was actually the link to the TSN website, where everybody could watch
the very video. At the same time, the same news on the “Hromadske
TV” was published at 12:08, and received 7,400 likes, 77 comments and
4,296 shares. The number of shares is nearly 30 times higher than the
number of shares on TSN, probably due to the format of the post. “Hro-
madske TV” published the very clip on its page in the social network,
not just the link to the site with this news. The mobility of users on
social networks and the specificity of the services having entertainment
purposes (communication, viewing photos, videos, listening to music)
cause the greater popularity of the content that can be viewed imme-
diately in the news line of social network. This is the reason of great
popularity of other such posts on various topics (pictures of V. Klyc-
hko riding a bicycle, photos from the ceremony of lighting the Olympic
flame in Greece, video of Kyiv from the bird's-eye view, photos of tulips
exhibition in Kyiv, video dedicated to 26™ anniversary of the Hubble
telescope, etc. — they all received 2,000-6,000 likes).

In addition to the format of the material, the determining factor of con-
tent popularity in social networks is the subject matter of information.
According to our analysis, the most popular posts (Fig. 1) on the media
pages in Facebook are the following: 24,7% — on policy and public manage-
ment; 16.8% — the war in the east of Ukraine; 14.2% — the culture; 14.2% —
basic needs (education, health, material well-being, improvement of the
city, etc.); 11.3% — on world politics; 11.3% — cognitive information, sports,
space, etc.; 7.5% — tragic events in Ukraine and the world.
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The subject area of popular materials on the
pages of Ukrainian media in Facebook

m Politics and public management
® War in the east of Ukraine

® Basic needs

m Culture

= World politics

= Cognitive information

w Tragic events

Fig. 1. The subject area of popular materials
on the pages of Ukrainian media in Facebook

According to international studies, the most viral is the content which
evokes positive emotions. However, our research shows that in Ukraine, the
highest percentage of top posts is about the war and politics and under current
conditions such posts do not arouse the sense of joy and satisfaction of the
audience. The dominance of negative emotions in the media of social net-
works can explain by the transformation of the sense of materials on given
topics into the sphere of vital needs (according to the Maslow pyramid); under
conditions of a hybrid warfare, most people see even politics through the lens
of survival, security, being able to provide themselves with food, heat and
other urgent resources. Among the most popular posts are those that have been
commented by the most active users, they are also dedicated to the politics:

— “Klychko says he “decided to ride a bike to work and in the down-
town” — 521 comments.

— “The new government is preparing a new rise of prices” — 414 com-
ments.

— “If you haven’t come to the session — pay a fine” (about MPs) —
280 comments.

— “Russian special squad soldiers Alexandrov and Yerofeyev are found
guilty and sentenced to 14 years in prison” — 240 comments.
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— “Hroisman increased MPs’ salaries on the same day when they sup-
ported his candidacy for prime minister” — 229 comments.

And since, according to the algorithm of ranking information in the
Facebook news line, a comment is more valuable for a post than “like”, the
information of such subject matter becomes the most popular.

The most shared posts on media pages in the social network were the
following:

— The new video of “Okean Elzy” — 4,296 shares.

— When to expect the visa-free regime — 1,512 shares.

— How does Kyiv look like from the bird's-eye view — 1,268 shares.

— An Easter township is opened in the center of Kyiv — 1,109 shares.

— Travelers created an interactive Google-map and marked there the
most interesting and outstanding places in Ukraine — 829 shares.

All the posts, the most popular for sharing, cause joyful emotions and
concern good news. This fact confirms the idea that the audience shares
mostly positive data on their pages, expecting to receive some encourage-
ment or gratitude from their friends in social networks — “like”, share, etc.

The highest number of likes received those popular posts the basic idea
of which is approved by users, they refer positively to that event:

— The new video of “Okean Elzy” — 7,400 likes.

— “Klychko says he “decided to ride a bike to work and in the down-
town” — 6,300 likes.

— “Adidas company stops using plastic bags” — 5,300 likes.

— “An Easter township is opened in the center of Kyiv” — 4,900 likes.

— “Lviv wants to ban concerts and shows of Ukrainian and foreigners
who support Russian aggression and propagate separatism” — 4,000 likes.

However, “likes” for ranking posts in Facebook are not as valuable as
comments and “shares”.

Besides the content and subject forms, the date and time of posting mate-
rials can also affect the popularity of information in social network. But the
importance of this factor depends primarily on the characteristics of the social
network, its algorithm for constructing user’s news line, etc. For example, for
social networks with chronological news line, the time of information post-
ing may be crucial to its virality. But most social networks have abandoned
this type of news line and rank users’ posts using more complex algorithms.
Therefore, according to the analysis of Ukrainian media pages in Facebook,
there is no clearly evident link between the popularity of a material and the
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time of its publication. The materials that appear in the news line most often
are those which have the highest interaction with users — they comment it,
share, like, regardless of the time of posting. It should be noted that the users
become most active in the evening, so the posts published in the afternoon
and later usually attract more attention of the audience.

3. Technical university students’ media literacy in social networks

Modern society is a society of social networks. They provide an opportu-
nity for all to create a profile with photos and information about themselves,
exchange messages, change a status, post messages on the own and others’
walls, upload photos and videos, create communities of interest and even earn
real or virtual money. Social networks provide contact with virtual friends
24 hours a day 7 day a week and create understanding of the world. However,
the modern people do not always think about the influence of social networks
on their beliefs, decisions, deeds. They are not always critical about informa-
tion in social networks and do not pay attention why certain information has
been included in a message, what has not been included, what the key ideas
are, and how such ideas affect them? Moreover, along with the emergence of
social networks individuals are expected not only to consume but also pro-
duce, share and criticize digital contents [11, pp. 834-843; 12]. So, we always
must understand that our messages have an impact as well as clearly articu-
late our thoughts to avoid misunderstanding.

Media literacy has crucial influence on all levels of education, including
higher education. The last one, “once a bastion for traditional instruction,
has begun a transition to media-based teaching” [13].

To become media literate responsible citizen, students need media edu-
cation, namely developing expertise with the increasingly sophisticated
information, affecting the way they think, feel, and behave. According to
G. Gerbner [14], the goal of media education is the formation of a broad coa-
lition to enhance the freedom and diversity of communication, to develop a
critical understanding of the media as a new approach to liberal education.
A. Fedorov [15] considers media education to be “a process of personal
development with the help and on the material of mass media (media) in
order to form a culture of communication with the media, creative, com-
municative abilities, critical thinking, the ability to fully perceive, interpret,
analyze and evaluate media texts, learning different forms of expression
with the help of media technology, but at the same time he stresses that
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there is no single and only theory of media education in the world.” Being
media educated requires critical thinking skills from future professional that
empower them make socially responsible decisions in workplace [16].

J. Share [17] has categorized the different approaches to media education
to fit into four different areas. These are the protectionist approach, media
arts education, media literacy movement, and critical media literacy. The pro-
tectionist approach views audiences of mass media as dupes of the media,
vulnerable to cultural, ideological or moral influences, and needing protection
by education. The media arts education approach focuses on creative produc-
tion of different media forms by learners. The media literacy movement is an
attempt to bring traditional aspects of literacy from the educational sphere
and apply it to media. Critical media literacy is defined as an educational
response that expands the notion of literacy to include different forms of mass
communication, popular culture, and new technologies. It deepens the poten-
tial of literacy education to critically analyze relationships between media
and audiences, information, and power. Along with this mainstream analysis,
alternative media production empowers students to create their own messages
that can challenge media texts and narratives [18, pp. 59-69].

H. Jenkins et al. [19] suggest that the media literacy skills required for
participation in this new world are all essentially social skills, including:
play, performance, simulation, appropriation, multitasking, distributed cog-
nition, collective intelligence, judgment, transmedia navigation, network-
ing, and negotiation.

Media literacy on the level of higher education includes the ability to
notice propaganda or recognize fake, bias, spin, misinformation, the ability to
seek information in various sources and types of media, synthesize it, reflex,
knowledge of how media messages shape our culture and society, mecha-
nisms of destructive media information influence, theory of reasoning, under-
standing how Internet and mobile technologies affect personality; under-
standing the functioning of the media space, knowledge of media owners.

Social networking sites such as Facebook, Twitter, image and video
sharing sites (e.g., Facebook, YouTube, Instagram), promote proactive par-
ticipation and contribution, and diverse interactions [20]. But Stanford’s
report summary states, that “our ‘digital natives’ may be able to flit between
Facebook and Twitter while simultaneously uploading a selfie to Instagram
and texting a friend. But when it comes to evaluating information that flows
through social media channels, they are easily duped” [21]. As M. Lynch,
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a philosopher who studies technological change, observed the Internet as
“both the world’s best fact-checker and the world’s best bias confirmer —
often at the same time” [22]. The luck of media literacy may widen exist-
ing society divides whiele creating new barriers which impede engagement
with and participation in society [23, p. 42].

Quantitative data analysis

The questionnaire had ten closed ended items, which dealt with the regu-
lar use of social networks among the sample population (n = 1058) (table 1).

Table 1
Percentage of responses to closed ended items

No Item gt;gzgg Disagree | Neutral | Agree Sgg:fsy Res;lj(?l: ded
1 2 3 4 5 6 7 8
1 | Do you use social 8.60 8.22 974 |6229| 9.64 1.51

networks for
your educational
purposes?
2 | Are you joining 23.25 10.30 19.19 [ 19.09 | 27.98 0.19
social networking
groups that have
to do with the
direction of your
training?
3 |Is it fun to read 9.28 11.72 13.43 |44.56 | 21.01 0

posts about technic
in social networks?

4 | Are you joining 19.84 31.07 | 17.34 |23.75| 7.19 0.81
social networking
groups that discuss
political topics?

5 |Is it fun to argue 34.17 24.02 21.58 [34.09| 5.32 0,82
with social networks
members?

6 | Do you react on 26.71 17.59 5.01 [37.93]| 12.76 0
insults in social
networks?

7 | Do you always 0 4.60 18.04 |49.85| 27.51 0
critically analyze
information in

social networks?
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Ending of Table 1

1 2 3 4 5 6 7 8
8 | Do you tend to 38.75 15.68 19.76 | 18.14| 6.16 1.51
share not verified
information?

9 | Do you always trust | 12.04 14.97 1345 |46.13| 8.98 443
citations?
10 | Do you think it 15.75 16.45 12.87 [39.99| 13.34 1.60
is necessary to
implement media
literacy courses in
your university?

The results of the survey indicate that 71.93% of the students use social
networks for their educational purposes. At the same time, 16.82% does
not do this. Only 47.07% students are enrolled in social networking groups
that have to do with the direction of their training, although 65.57% of the
respondents likes to read posts about technic in social networks. Meanwhile
only 30.94% of students are joining social networking groups that discuss
political topics. 39.41% of the respondents are sure that it fun to argue with
social networks members, 50.69% of the students usually react on insults in
social networks. 77.36% of the respondents suppose that they always crit-
ically analyze information in social networks. But 24.30% responded they
tend to share not verified information, and 55.11% of the students always
trust citations. Thus, although nearly 80% believe that they critically eval-
uate information on the social networks, it is alarming that more than half
of the students respond to insults in social networks, almost a quarter of
students share unverified information, and more than 55% are accustomed
to trusting quotes without thinking about their authenticity.

Qualitative data analysis

Categorization of responses to open ended item “Why do you use or do
not use social networks for your educational purposes?”

71.93% of the students use social networks for their educational pur-
poses. The reasons put forth are categorized into: (1) social networks are
user friendly, (2) information is relevant and interesting, (3) vast informa-
tion available, (4) information being interactive and personalized, (5) the
opportunity to discuss professional information and share it, (6) the oppor-
tunity to connect with their lecturer, (7) the opportunity to join a group on
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professional interests. However, 16.82% students did not support the idea
to use social networks for their educational purposes and emphasized that
social networks: (1) do not always give reliable and authentic information,
(2) distract from learning, (3) give simplified and not verified informa-
tion, (4) give biased information, (5) offer repetitive information, (6) offer
unsuitable information, (7) give unsystematized information.

Categorization of responses and their percentage distribution to open
ended item “Why are you joining or are not joining social networking
groups that discuss political topics?”

30.94% of students are joining social networking groups that discuss
political topics. The reasons are following: (1) enjoy the criticism of author-
ities, (2) believe that they can influence political processes by expressing
their opinion, (3) get information about the political situation in the coun-
try, (4) unite around political forces, which they sympathize with, (5) leave
angry comments. But 50.91% of the respondents are not joining social net-
working groups that discuss political topics. The reasons were following:
(1) I do not want to, (2) I would like to, but do not have the time, (3) [ am
irritated by any policy.

Categorization of responses to open ended item “Why do I react or do
not react on insults in social networks?”

50.69% of the students react on the insults in social networks. The rea-
sons put forth are categorized into: (1) I cannot restrain myself; (2) [ want to
win the dispute, (3) [ want to punish the offender, (4) I like to insult people
on the Internet. But 44.30% of the respondents do not react on insults in
social networks. The reasons were following: (1) everyone has the right to
their opinion, (2) I know that, responding to insults, I provoke trolls, (3) I do
not read any comments.

Categorization of responses to open ended item “Why do I always
(do not always) critically analyze information in social metworks?”

77.36% of the students suppose that they always critically analyze infor-
mation in social networks. The reasons: (1) I do not want to be deceived,
(2) I like to unmask the authors of the posts, (3) I am an educated person and
should perceive information responsibly. Only 4.60% of the student accept
they do not always critically analyze information in social media. The rea-
sons were following: (1) I have no time, (2) [ am sure that my friends share
only verified information, (3) I have no clue how to analyze information
critically, (4) I think, it is not important.
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Categorization of responses to open ended item “Do you think it is neces-
sary (not necessary) to implement media literacy courses in your university?”

53.33% of the students suppose it is necessary to implement media lit-
eracy courses in university. The reasons put forth are categorized into: (1)
it will help me to identify false information, (2) I do not have enough infor-
mation on how to behave in social networks, (3) it is important how to use
social networks in the right way, (4) it is important for my career. But 32.2%
of'the students think it is not necessary to implement media literacy courses,
because: (1) I have enough knowledge, (2) media literacy is required only
for journalists, (3) these knowledges will not help me in professional activ-
ity, (4) media literacy is a pseudoscience.

Focus Group Discussion supported the hypothesis of increasing role of
media literacy in engineering curriculum (table 2).

Based on the results of the survey, focus group discussion and own
teaching of the theory of mass communication, we summarized the basic
media competencies that students need while working on the social net-
works (table 3).

Table 3
Basic media competencies while working on a social network

Understanding messages | Using social networks
(how they work and (in professional Communication
influence on individuals | activities and achieving (interaction)
and society) own goals)
1.How do they affect my | 1.How true and reliable |1.Do I need this information?
personal well-being and | information is? 2.Do other people need
well-being of my country? | 2. Do not I look at information that I share?
2. How do they strengthen | message from just one | 3. How might other people
or weaken society’s perspective? understand or interpret this
democratic structures? 3.Can I identify facts message differently from me?
3.How do I decode versus opinions? 4. What arguments do I use to
massages | get? 4.How much do | support my opinion?
4. What actions do I get control the level of 5. Am I polite in social network?
impelled by the messages? | access to personal 6.How do I react to hate
information? speech in social networks?
5.Do not I violate the 7.Do I know a foreign
law of intellectual language at a level sufficient
property? for communication?
8. What values and lifestyle do
I promote?
9. What feedback do I expect
from an audience?
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4. Conclusions

The results of the study showed that in the Ukrainian context, given the
political situation and hybrid warfare, the most popular content in social
networks is on burning topics — politics, war, basic life needs; in the form of
video, photos or short text without links to external resources for full infor-
mation; posted in the afternoon or later. The audience most often “likes” the
content, which causes positive emotions, however, according to the princi-
ples of ranking information in the news line of Facebook, the posts receive
the biggest coverage of the audience when they are shared and commented
by users. So, to increase the information virality in social networks the pub-
lication must encourage people to discuss and comment (include questions
or call in the text, to have a bit conflicting implication), correspond to the
subject area of popular topics for Ukrainians, and for sharing the material —
enable the user to get reaction from friends for his “repost”, for example,
owing to the usefulness of the material, emotions of joy, pride, exaltation
and importance of information to a wide audience.

In addition this study was conducted to analyze the attitude about role
of social networks among technical students and estimate the need social
networks media literacy in their curriculum.

The present study revealed that students are aware of the disadvantages
attached to social networks as a reference source in terms of vulnerability
to misuse and unreliability resource of information.

The Focus group discussion experts further the assumption that stu-
dents are getting more and more influenced by social networks as a ready
source of information. The teachers support the idea of incorporating its
basic training in curriculum. The faculties themselves understood that they
should receive a formal training about how to optimally use social networks
for better teaching activities.

Due to gathered qualitative data, we can safely determine that social
networks use amongst engineering students is a part of their daily routine.
Most of the students actually depend on it for retrieval of information. We
can conclude that students tend to overestimate the influence of social net-
works on beliefs and behavior of others and underestimate their influence
on themselves. Modern youth needs higher education with solid media
education backgrounds combined with professional training. We propose
not so much to offer a specific course on media literacy, but to democra-
tize the technical schools themselves and to form critical thinking through
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the whole educational process. Because critical thinking cannot be taught
through one course. There should be a systematic approach.
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