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IMPERFECTION IN THE MARKETING RESEARCH SYSTEM IN MEDIA
ORGANIZATIONS

The article describes the imperfections of the marketing research system in media organizations in the aspect of
studying the media needs of the audience. The problematic aspects of studying the information needs of the media
audience have been identified. Thus, we have determined that the imperfection of the system of media research of the
audience in Ukraine is revealed in such aspects. Practically high-quality media researches are not carried out (or are not
carried out properly). In most cases, they are replaced by quantitative media research, which does not provide information
about the information needs of the target audience of the media. The imperfection is presented in the lack of feedback from
media recipients and media producers, which can be established, in particular, by systematically studying the opinion of
consumers of media content about the information received. The implementation of such a practice can enable mass media
marketers to find out which media products can attract the audience’s attention, get an assessment of the existing media
content, and understand which media products to produce in the future.
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MleBuenko T.C. HEJOCKOHAJICTb CHCTEMHU MAPKETHHI'OBUX JOCJIIKEHb Y
MEAIAOPT AHIZALIAX

Onucana cneyughixa mapkemunzo8ux O00CniONCeHb, WO NPOBOOSMbC 6 OpeaHizayisx mac-media. Buoxpemnerno
npobnemy HeOOCKOHANOCHE CUCIEMU MAPKEMUH208UX O0CHIONCeHb y Media-Oi3Heci 8 acnekmi @ueueHHs media-nomped
ayoumopii. Buseneno npobnemui acnekmu eusyenHs iHpopmayiinux nompebd media-ayoumopii. PosensHysuiu ocHOGHI
MemOOUKU Media-00ciodiceHb ayoumopii ma ixni HeOoniku ceped pizuux 6udig 3MI, modcemo 3aysadcumu Ha 20106HII
HeOOCKOHANOCMI cucmemu — 8Ii0CYMHOCMI HeoOXIOHUX Media-0ocniodxceHb. Addce nesnoro Mmiporw Kodxcer 6ud 3MI
BUKOPUCMOBYE Mi YU THWE THCMpPYMenmu OJid OMPUMAHHA OAHUX NPO AyOUmopiro, aie UCOKAd 8apmicms CHeyidlbHUX
pemenvHux 00cnioxceHb ma iHwi acnekmu He 0ozsonsarome 3MI nosnoro miporo eusuamu iHghopmayiini nompebu
ayoumopii, opicnmysamucs 8 ii inmepecax i 3anumax. Mooswcemo xoncmamyeamu, wjo oaa 3MI, 30kpema YKpaiHcoKux,
bazamo 4020 npo Mmedia-ayoumopito 00Ci € HeGiOOMUM, 60HU He Maromb HimKo20 VAGNEHHA NP0 NeSHi BaAXCIUSI
napamempu media-ayoumopii. Haubinvwuil ingpopmayiiinuii 8aKyym cnocmepicacmucs y O0CHIOHCEHHAX MOMUBAYINUHOT
chepu 6ubopy ayoumopicto Kawmauie Macogoi iH@opmayii, 0e NOGUHHe Mamu Micye pI3HOOIYHe SUSUEHHS. OYIHOYHUX
cyoocenv  media-ayoumopii, il inmepecie, Hacmpoi, nobadcanv. Hatlbinbue nedockonanicmv cucmemu Mmeoia-
00CniOdCeHb  NPOSGIAEMbC HA menebaueHtl, Oe PISHOMAHIMHI Memoou SIKICHUX OOCHIOMNCEeHb [ZHOPYIOMbCS |
3amiHOIOMbC e peumuneosumu. Ll media-eumipiosanus Hanedxcamov 00 KIIbKICHUX Mmedia-0ocriodicens. Tlonpu
icmomui nepesacu immepHemy K CAPUAMAUBO20 Cepedosuyd Ol NpPoeedeHHs Media-00Cniodicenb  ayOumopii,
BUOKPEMIICHO HU3KY HeOOJIKI6, W0 YCKIAOHIOIMb 30UupanHs HAOMIHOI iHgopmayii. Busnaueno, wo HeOOCKOHAnicmy
cucmemu Media-0ocaioxcenv ayoumopii 6 Ykpaini eusgiacmocsa 6 nusyi acnekmis. Ilpakmuuno e npogoosmscs (a6o
NpOBOOAMbCA He HANEHCHUM YUHOM) AKICHI media-0ocniodcenHs. YV Oinbwiocmi 8Unaokie ix 3aMiHIOIOMb KilbKICHUMU
MeOia-00CcnionceHHAMY, AKI He Oaromb iHpopmayii npo iHgopmayiini nompebdu yinbosoi ayoumopii mac-media.
Heoockonanicmo nposignacmocs y iocymHocmi 360pOmMHO20 36 'A3KY Media-peyuniceHmis i meodia-npooyyenmis, AKull
Modice OYmu HANA200AHCEHU, 30KPeMAa WISIXOM CUCEMAMUYHO20 GUGUEHHS! OYMKU CHONCUBAYIE Medid-KOHMEHNY U000
ompumyeanoi’ inghopmayii. 3anposaddicenns makoi NPaAKMuKU Modce Oamu MONCIUBICIMb MAPKEMONI02AM Mac-Medid
Oi3Hamucs, AKUMU came Media-nPOOYKMAMU MOJICHA NPUBEPHYMU V8A2y ayOUmopii, ompumamu ii oyinKy wooo eaice
ICHYI01020 Media-KOHMEHmMY, 3p03YMImu, Kl Meoia-npooyKmu supoOIsImu HaAoaJi.

Knrouogi cnosa: mapkemunzosi 0ocniodxcents meoia-ayoumopii, media-nompedu, mediamempisi.

Problem statement. Marketing research in mass media
organizations has its own specifics, both in terms of setting
problems, goals and objectives, and in the use of specific
tools. However, the constant criticism of mass media
products by experts and the media audience itself raises
doubts about the perfection of the system of marketing
research in the media business.

Analysis of recent research. Studies that describe
specific techniques used in media audience marketing
research constitute the broadest group [1-2; 6; 9-10]. A
number of scientific papers are devoted to evidence of the
need and importance of organizing such research for the
media [4-5]. Researchers also offer a critical analysis of the

tools and techniques used by the media to find out about
their audience [7-9]. This problem, in our opinion, is the
most interesting and not sufficiently studied.

Paper objective. Therefore, the purpose of our study is
to identify in various aspects of the imperfections of
marketing research for the media.

Major research findings. In mass media organizations,
media products are media content and its consumers are
readers, viewers, listeners, users, i.e. the target audience of
these media products. Therefore, according to the rules of
marketing, it is necessary to find out what content attracts
the target audience, what media needs has the target
audience, what assessment of the TA provides to the
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available media products, and so on. As the principle of
commercial mass media is to sell advertisers the attention
of the target audience, the need to study the media interests
of target audience becomes even more obvious. Mass
media marketers need to know exactly what content can
attract the audience’s attention.

It should be noted that the constant participation of the
media audience in mass media communication,
establishing feedback with it, implementing the function of
the forum — is not only a tool to ensure pluralism, but also
an effective means of clarifying the mood, interests, needs
and wishes of the audience for which, first of all, the media
are called to exist. At least it is difficult to deny that «the
mass media is a socially important and public organization
by its nature» [9, p. 133].

The idea that the media should research different data
about their audience is supported by a large group of
researchers. This activity is called a separate term — media
research.

The areas in which media researches are usually
conducted are determined by the structure of the
communication process: the author of the message, content,
communication channel, audience, social effects. The issue
of media research is also different. The broadest direction is
the research of the mass media audience; they are divided
into quantitative and qualitative.

It should be noted that many Ukrainian media do not
properly provide insight into this analysis (press, radio,
Internet — as a communication field where the integration
and convergence of different media forms take place), and
the media (television) under the research entirely do not
conduct quality media research of the audiences. This is
primarily due to the high cost of the most effective methods
and, unfortunately, the reluctance of media executives to
order a qualitative analysis of the media needs of the
audience, focusing only on the data of quantitative media
research (ratings). In addition, these studies of the «portrait
of the media consumer» leave unanswered the question:
what determines the behavior of the media audience and
the motivation to appeal to certain media content, whether
the media in commercialization performs its main
function — to meet the media needs of the audience?

Qualitative media research that reveals the ability of
media content to satisfy the needs and preferences of
various social subjects and the «representation of these
interests in the content» is often ignored by media
organizations [1; 4; 10]. As rightly noted by S. M. Kvit
while characterizing the relevant situation in the Ukrainian
media space: «Until now, media research in Ukraine is
quite sporadic and often unprofessional» [5].

Qualitative media researches involve identifying
indicators of the audience’s attitude to the media, among
which I. D. Fomicheva identifies «motives of people’s
appeals to media channels, certain parts of their content;
needs; preferences; ideas about the functions of different
channels and the media in general (attitudes); assessment
(values) of content and its parts, leading and other
characters on the pages, on the airwaves, on the TV screen,
as well as by comparing different channels of information;
tastes; wishes» [10].

It can be seen that many indicators are taken into
account to identify the interests of the media audience.
Whereas, for example, modern Ukrainian commercial
audiovisual media in the most cases in order to clarify the
media needs of the audience check only the presence or
absence of its interest in a particular media product through
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the identification of the concepts of time— attention —
interest. By measuring the time that the audience spends on
consumption (of a specific media product or media),
according to media practitioners, it is possible to
understand how much attention the audience pays to media
materials, and this, in turn, should indicate interest in
content. At the same time, such an aspect as finding out the
reason for the audience’s attention to a certain media
product is ignored. Rating data (quantitative research)
answer the questions «What did viewers watch?», but do
not answer the questions «Why did viewers watch it?»,
«What exactly attracts or distracts viewers in a particular
media product?» and «Which moments of a certain media
product are highly valued, and which are not liked at all?»
[10, pp. 69, 76]. The audience may be less interested in the
topic being covered than in other less important aspects,
such as impressing the presenter, or the habit or ability to
consume media products in a specific period of time, and
so on. Thus, measuring the time spent on media
consumption by the audience, do an impression of the high-
quality media research and does not provide information
about the media needs of information recipients.

Qualitative media research that helps to learn about
«thoughts and expectations, facts and circumstances of
people’s livesy is a rather complex process that requires the
use of sociological and psychological methods and
approaches [10]. However, we are forced to state that
modern Ukrainian commercial mass media do not use these
methods, and in most cases they try do not organize the
feedback, independently choosing topics for coverage.

The mass media space of the Internet in general has the
maximum  possibilities for  «establishing remote
synchronous or almost synchronous feedback in the form
of receiving a response to their messages or a request for
information through the same Internet channel» [2]. The
Ukrainian media mostly try to organize a feedback channel,
allowing the audience to leave comments on the media site
or on the social media pages of a particular media product
(site or blog of a series, movie, show). The important
question remains whether the media, by giving the
audience the opportunity to express themselves, do not
ignore the comments, really analyze and listen to the
opinions expressed by the audience in this form. Also from
the point of view of sociology, this method of finding out
the opinion of the audience is not correct due to the
anonymity of the respondents. After all, this does not make
it possible to determine the socio-demographic portrait of
commentators and find out which of them belongs to the
target audience of a particular media product.

The main disadvantage of the media research system in the
press can still be called a rather low initiative of the editors to
conduct advanced thorough research. In most cases, decisions
about coverage of certain topics are made intuitively, there is a
«constant guessing of what their audience needs, and media
research is seen as nothing more than an attempt to test the
harmony with the algebra» [6, p. 76].

The greatest imperfection of the media research system
is appearing on television, where various methods of
qualitative research are ignored and replaced only by
ratings. As noted above, these media measurements are
quantitative media researches. The mechanism of their
implementation is that on the television of households that
were included in the sample, special devices are installed —
people-meters or TV meters. These electronic counters
record the amount and time of viewing certain television
channels or programs. It should be noted that in the process
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of obtaining information about the number of televisions
that were turned on at a particular time on a particular
channel, the question remains unanswered — why did each
of the viewers choose to watch this program. After all, the
reason may be not only interest in the topic. Many
subsidiary motives can influence the choice of the viewer,
and therefore, the rating approach can no longer be
considered exhaustive for the audience’s media research.

It is not necessary to be guided by data of quantitative
media research also because of such controversial aspects:

e inmediametry there are no ways to measure out-of-
home audience behavior (out-of-home consumption
of television information);

e the reliability of information is reduced due to
«panel tiredness». For panel studies, the sample
composition is constant, formed over a long period
of time. If after 1-2 years its rotation does not take
place (replacement of the panel composition), then
there is a «panel tiredness», i.e. a certain behavior of
those respondents who have long been involved in
the measurement;

e there is a fairly conventional understanding of what
can be considered a television viewing.
I. D. Fomicheva notes that «the people-meter
registers the switching on of the television, not the
actual presence, and even more so the viewer’s
attention» [10, p. 60]. The researcher emphasizes
the ambiguity of the question, «how to distinguish
the work (switching on) of the means of
transmitting information from the activity of the
user?» [10, p.62]. Mediametry does not allow to
state precisely that the viewer, having turned on a
certain channel, «came into contact with the real
messagey, paid attention to it [10, p. 113];

e it is also considered conditional to include in the
amount of viewers those who are delayed on a certain
channel for at least 5 minutes, while the rating of the
switched on channel includes the entire 15-minute
slots, the airview is usually divided into. The
imperfection of mediametry is revealed in the fact
that one viewer in 15 minutes can be counted among
the viewers of three channels [10, pp. 42-43];

e  «the nature of the sample survey is such that the
results obtained only with a certain degree of
probability reflect what is actually in the general
population, no matter how carefully the sample is
calculated and implemented». However, in the
absence of the best optimal methods, sample studies
have to be believed in [10, pp. 18, 19, 32, 42, 43,
59, 60-62, 85, 90, 92, 94, 113].

For television, such research in Ukraine has for a long
time been conducted by the international company «Gtk
Ukraine» commissioned by the «Industrial Television
Committee» (ITC — Ukrainian professional association of
leading television channels, media agencies and
advertisers). During the work of «Gfk Ukrainey, it received
many critical remarks and complaints from representatives
of the Ukrainian media industry. There were concerns
about the degree of transparency of «Gfk Ukraine’s»
measurements. Media practitioners insisted on conducting
a professional examination of the company’s activities.
Therefore, after the great scandal [3; 7-8] in 2014, the
Industrial Television Committee selected another research
company to measure TV ratings, «Nielsen.

The fact that ITC does not trust «Gfk Ukraine» already
raises suspicions about the reliability of the ratings
provided by the company for a long time. So, we have
reason to say that the information of «Gfk Ukraine» about
«What exactly did viewers watch?» may not be true.

However, as in the case of traditional mass media, the
method of calculating the quantitative media research of
the online media raises many claims, in particular that the
frequency of visits to the online media cannot be taken as
an indicator of its influence. Recording only the fact of
visiting the site of a particular media provides us very
limited information. Comments from the user on the
reasons for visiting a particular website are necessary.
Therefore, the most complex studies of the motives for
accessing online media can be difficult to determine only
due to the interactive nature of the Web [2].

There is a trend that only those journalists who want
feedback from their audiences offline use a variety of
online interactive features. Unfortunately, not many
journalists are aware of the importance of receiving a
reaction from the recipient. Only a few ones see some sense
in using interactivity with the media audience, which can
control the content through their inquiries, evaluations,
participate in its formation, offering the necessary coverage
and discussion of the problem, exchange views with other
users, etc. [2]. Of course, one cannot count on the complete
interchangeability of roles in the process of mass media
communication, however, the Internet allows to regulate
the «degree of rigidity of polarization» [2, p. 91].

Despite the significant advantages of the Internet as a
favorable environment for media research of the audience,
communicators identify a number of shortcomings that
complicate the collection of reliable information. Among
such 1. D. Fomicheva names the following barriers for
conducting online surveys:

e  «despite the technical convenience, the counters on
the sites cannot help to establish real connections
between researchers and users;

e some methods of surveys on the Web, such as
filling in self-download questionnaires, require
users to have quite serious computer skills;

e those who collect information, with rare exceptions
(self-uploading questionnaires), cannot control the
process of filling in the questionnaires and, if
necessary, help the respondent;

e the volume of questionnaires on the Internet is
limited, because there is nobody who supports the
recipient’s interest in questions and answers to them;

e the technique of reading information through the
browser may not work, because the user is able to
disable a certain function;

e in the Web it is impossible to fully comply with the
confidentiality of the survey, as technically it is
possible to achieve user identification through data
from the browser;

e Response Rate, ie. the number of completed
questionnaires in online surveys in relation to the
number of users is as low as in traditional offline
correspondence surveys. In addition, a significant
proportion of respondents do not reach the end of
the questionnaire;

e serious efforts are needed to attract users’ attention. The
usual problems of achieving representativeness of the
composition of those who responded to the composition
of all visitors, the faithfulness of their answers;
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e researchers note another difficulty: fuzzy work of
providers and poor communication, which can lead
to losses in information when receiving completed
questionnaires» [2, p. 133].

Conclusions. Thus, considering the main methods of
media research of the audience and their shortcomings
among different types of media, we can see the main
imperfection of the media research system — the lack of
necessary media research. After all, to some extent each
type of media uses certain tools to obtain information about
the audience, however, the high cost of special careful
research and other aspects do not allow the media to study
the information needs of the audience to the full extend, to
focus on its interests and needs.

We can state that for the media, in particular Ukrainian,
much about the media audience is still unknown; they do not
have a clear idea of certain important parameters of the
media audience. The greatest information vacuum is
observed in studies of the motivational sphere of the
audience’s choice of media channels, where there should be
a comprehensive study of the evaluative judgments of the
media audience, its interests, moods, desires. Characteristic
of the Ukrainian media industry is the uncertainty about the
need to study «various instance of the internal, subjective
attitude of the audience to the media», there is not even a
proper theoretical basis in «setting goals, choosing indicators
or obtaining techniques» [10, p. 302]. The development of a
thorough theoretical level of quality media research is
blocked by the inability to obtain initial data (media
companies are not interested in performing complex media
research audiences at a low price) for the advanced analysis
of competent researchers interested in it [10].

Thus, we have determined that the imperfection of the
system of media research of the audience in Ukraine is
revealed in such aspects. Practically high-quality media
researches are not carried out (or are not carried out
properly). In most cases, they are replaced by quantitative
media research, which does not provide information about
the information needs of the target audience of the media.
The imperfection is presented in the lack of feedback from
media recipients and media producers, which can be
established, in particular, by systematically studying the
opinion of consumers of media content about the
information received. The implementation of such a
practice can enable mass media marketers to find out which
media products can attract the audience’s attention, get an
assessment of the existing media content, and understand
which media products to produce in the future.
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