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MEDIA IMPACT TYPOLOGY IN SCIENTIFIC DISCOURSE

Abstract

This article provides a theoretical overview of existing research with particular focus on the types and models of
media impact on the individual and society. The analysis of scientific literature has revealed that despite popularity and
extensity of exploration of the issue in the scientific discourse some major inconsistencies are still observed. It should
be noted that in most cases the studies are fragmentary, the influence of the media on various social groups is mostly
considered from one specific position, and the lack of clearly developed criteria for the typology of media impact.
Summarizing the accumulated knowledge in this area, we tried, despite the complexity of identifying and systematizing
the classification of media impact, to present a complex typology of media influence on the individual and society.
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FbIJIBIMU MOTIHJAE BYKAPAJIBIK AKITAPAT KYPAJIJTAPBIHBIH
O9JIEYMETKE OCEPIH TYPI'E BOJIY

Anoamna
Maxkamaga OyKapaiblK akmapaT KypalTapblHBIH TYJIFara JKOHE OoJIeyMeTKe dcepi HiH TYpJiepi MEH MoIenbaepi
KAWJIBl KYPTi3UITeH 3epTTeyjiepre TEOpPHSUIBIK IOy jkacanraH. FeutbiMu omeOumerTepre jkacanraH Tajinmay Oy
MOCeJIeHIH FBUTBIMU 3epTTEYIIep MOTiHIHIAEC TaHBIMAJ KOHE JKETKUTIKTI TypJe eKIIelreH eKeHiH aHbpIKTan oepai. bipak,
aiiTa KeTy Kepek, KeOiHIIe 3epTTey >KYMBICTaphl (parMeHTTep peTiHmae FaHa Kyprisimin kenreH, BAK TeH opTypii
QIIEyMETTIK TONTapFa ocepi Oenrii Oip Ke3Kapac KeJeMiHAE FaHa KapacTBIPBUIFAHABIKTAaH, OyKapaiblK akmapaT
KYpaJIIapbIHBIH JIeyMETKE 9CEpiH Typre Oeiy/iH HaKThl JalbIHAANFaH KpUTepuisiepi 6oiamanbl. OcbiFaH 0ailllaHBICTHI
OCBI MaceJie TOHIPETIH/Ie )KUHAKTaIFaH OUTIMII KOPBITBIHIBUIAN Kelle, SPTYPIIi SJIeyMETTIK TOIl MYIIeJIepiHe TUTi3iIreH
acepeplliH TyplepiH KyHeney oHail OosimMaca aa, OyKapaiblK akmaparT KypallIapbIHBIH JKEKe TYJIFajlap MEH JKaJIIbl
QJIEyMETKE 9CEepiHIH KEeIIeH I TONTaCThIPYBIH YCHIHBIN OTHIPMBI3.
Tyiiin ce3nep: OyKapaiblK aKnapat KypalJapblHbIH acepi, Tunojorusanusiay, BAK, aneymerke acepi
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TUIIOJIOTU3ALIAS MEJUABO3JIENCTBUS HA COLIMYM B HAYYHOM JIMCKYPCE

Annomayus

B Hacrosimet cTatbe MmpencTaBieH TEOPETUYECKUH 0030p CYIIECTBYIONIMX HCCICAOBAHMA O BUAAX M MOJEIAX
MEAMaBO3ACHCTBHS Ha JIMYHOCTD M COLMYM. AHAJIU3 HAyYHON JUTEPaTyphl BBIABUI, YTO B HAYYHOM JUCKYpCE AaHHBIN
BONPOC ABJIACTCA BECbMa TNONYJIAPHBIM W JOCTATOYHO pa3p360TaHHI>IM. O[[HaKO, CJIeayeT OTMETHUTbL, YTO B
OOJIBIIMHCTBE CIIydaeB HMCCIENOBaHUSA HOCAT (pparMeHTapHBIN XapakTep, BimssHne CMU Ha pa3nudHble CONUAbHBIC
TPYIIIBl PacCMAaTPHUBAJIOCh C OJHOM OIpENeNeHHON IMO3UIMHK M YTO OTCYTCTBYIOT YETKO BBIPaOOTaHHBIC KPHTEPHU
TUTIOJIOTH3AIUN MEIHABO3ICHCTBHS HA COIUYM. B cBs3M ¢ 3TM, 000011ast HAKOTUICHHBIC 3HAHUS B JAHHOW 00J1acTH MO
yKa3aHHOU IpoOJIeMaTHKe, MBI TIOMBITAINCH, HECMOTPS Ha CIIOKHOCTB BBIACIICHHUS M CHCTEMAaTH3AIMH THIIOB BIUSHHS
CMHU Ha TUYHOCTH W OOMIECTBO, MPEACTABUTh KOMIDICKCHYIO THUIOJOTHIO MEIHWABO3ICHCTBHA HA WHIUBHIyyMa U
COLIYM.

KuroueBble ciioBa: MeauaBo3zaeiicTeue, Tunoiorusanus, CMU, BivsHue Ha COUYM

Introduction. The influence of the media has been considered in the scientific literature from various
perspectives. Recently, the generally accepted history of scientific research in media influence has been reviewed by a
number of researchers, but still lacks the systematization.

According to W. Severin and J. Tankard, the traditional version of the process of evolution in the field of media
influence research assumes the existence of several periods [1]. The dominant paradigm of the first period, which began
approximately after World War 1, is the view that the media have a powerful impact on the beliefs, views, and actions of
the audience, in the framework of the “bullet theory." This model considered the individual as a passive element that
accepts information transmitted by the media, perceives it, and acts in accordance with the broadcast message. The most
famous work of this period was G. Lasswell's “Methods of propaganda in the World War," which considered various
propaganda methods based on content analysis of propaganda materials of World War | [2]. In the early 40s of the
twentieth century, the second period began, during which the paradigm shifted towards beliefs about the media's limited
influence. Empirical studies by P. Lazarsfeld [3] and K. Hovland [4] have shown that the media have only a limited
impact on individual audience members. The most influential work of this period is J. Clapper's study “effects of mass
communication,” conducted in 1960, which emphasized that the type and degree of media influence on an individual
depend not only on the editorial policy and content of the media text but also to an eKual or even greater extent on the
individual himself, his/her mindset, attitudes, readiness and desire to perceive such information [5]. The next two
paradigm shifts in the next two periods, when the model of limited media influence was replaced first by models of a
moderate impact and then by models of strong (significant) impact, occurred due to the need to revise the approach to
periodization in the light of the appearance of new works and identify shortcomings of the old paradigm. The new
paradigms recognized the diversity of the intensity of media influence on society as a whole and on the individual, in
particular, in the range from limited to strong, sometimes to very significant.

Currently, the scientific community recognizes that the media have a significant impact on society and individuals
being considered the “fourth power”, but finally, the degree of influence depends on many factors and is a two-way
process of information transmission from a broadcaster to a recipient, where the importance of the effect has the
characteristics of the translator (posture, gestures, appearance, gender, race, information channel, and its reputation), the
contents of the transmitted messages, a method of transmitting messages (tone, choice of words, intonation),
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characteristics of the recipient (gender, age, knowledge, values, internal settings, psychological characteristics, previous
experience) and environment etc.

In general, despite the popularity and degree of development of media influence on society, research is
fragmented, and Kuestions about the system and/or hierarchical structure of the types and results of media influence
remain open. Also, J. Bryant and S. Thompson note the need to review certain points in the history of scientific research
in the field of media influence and recognize the contribution of less well-known works. The authors note the lack of
standard empirical criteria that allow classifying the impact of mass media by the degree of intensity of impact, the
ambiguity of circumstances and conditions that explain the features of influence at different levels, as well as cause
various forms of media influence. In addition, a number of authors note the lack of a unified concept and methodology,
the ability to cover all aspects of the complex phenomenon of media influence [6].

Research in media influence (media impact, media effects, media impact) is extremely numerous. Still, last
attempts to generalize and systematize the results of such research were made in the 60-80s of the twentieth century.
Though there are well-developed models of media influence on society and individual social groups at the present stage,
as a rule, most studies do not consider groups in comparison. Furthermore, to our knowledge, despite the
comprehensive theoretical and practical justification of individual media impacts types and effects, there are no up-to-
date attempts to synthesize the typology. In view of the above, the main goal of the article is to build up the typology of
the media impact and systematize the accumulated knowledge regarding media impact types.

The main body of the article includes the sections as follows: a) brief description of methods and research design
logic; b) review results including the sub-sections; ¢) discussions; and d) conclusion.

Methods. In the view of the main goal set, the objectives determined for this review article are as follows: a)
propose a comprehensive typology of media influence; b) systematize the findings of existing scientific papers in the
view of the typology proposed; c) pay tribute to most prominent scientific works in the subject area.

The basic research method is a mixed methods review which in its essence generally relies on systematic literature
review related to the subject area including comprehensive searching and typological analysis aimed at descriptive
Kualitative analysis according to the selected criterion resulting in the development of a set of related categories within
the mass media impact. To summarize, the research design logic implies such stages as a) extensive review of scientific
literature related to media impact; b) determining typology criteria based on the empirical evidence obtained from
previous stage; ¢) description of typology based on the literature review with justification of the typology by brief
description of the selected works in line with it; d) systematization of media impact types according to the criteria
determined and comments on observations.

Results. The first criterion of media impact typology is the coverage. This implies to at least 2 categories broadly
covered by media impact related research papers: a) impact on an individual; b) impact at the level of social groups and
society.

Models and research on individual media influence look at the impact in terms of the effect on a particular
individual. In almost all such studies, the individual impact of the media on a person is considered not only from the
point of view of coverage (individual — social group — society) but, like many other studies in the field of media
interaction, several aspects of influence are considered simultaneously in the aggregate. Thus, the model by G.
Comstock and co-authors, focusing on individual media influence, simultaneously takes into account such aspects of
media influence typology as an influence on behavior, direct impact, and cognitive impact [7]. The Comstock Model
shows how the process of learning and adopting behavior patterns broadcast by the media takes place. Although the
model investigated the influence of television broadcasts, its postulates can also be transferred to the description of the
influence of Internet news media. By reading analytical articles, an individual can learn how to interpret and analyze
information and adopt the author's point of view. According to this model, the results of influence and adoption of
behavioral patterns are determined by individual characteristics of a person, the psychological significance of the
message, and the degree of excitement (“agitation”) the individual achieved as a result of using such behavioral
patterns. In this model, the intensity of influence depends on how real the broadcast media images seem to the
individual: the more realistic, the stronger the psychological impact on the viewer and their behavior.

Along with the model by G. Comstock, the model of individual influence recognized by the scientific community
is the Thorson model of cognitive processing [8]. Just like the previous model, in addition to individual impact, this
model simultaneously considers other aspects of the typology of media influence, for example, its cognitive aspect. In
addition to the factors considered by other authors, the Thorson model considers the viewer's interest, the level of
memory development, and language abilities when describing the factors and stages of processing information
transmitted by the media. Like the previous one, this model focuses on the influence of visual information (TV
commercials). Still, processing and taking into account the individual characteristics of the individual perception of
information is also applicable to news texts.

According to Sandra Ball-Rokeach and Melvin Defleur, there are many ways in which people become dependent on
the media to meet the needs of obtaining information. There are several forms of dependence, of which the first is due to
the desire to understand your own social world; the second is based on the need for meaningful and effective activity in
this social world; the third— the form of dependence is associated with the need to release from stress, everyday life, and
vanity. It should be noted that if the need and dependence are very strong, then the probability of the influence of
information received from the media on public perception, feelings, and behavior increases significantly [9].
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Theoretical models that consider the influence of the media at the social level are extremely numerous. So, one of
the famous models by Sandra Ball-Rokeach and Melvin Defleur, examining the relationship between media and society,
involves the continuous growing dependence of society from the media, acting as the main sources of information,
including news, and the level of such dependence and the intensity of the impact is related to the stability of society and
social value media. This model emphasizes the increasing role of the media and their influence in critical situations or
in cases where the audience does not have information about the situation (for example, the audience is not a direct
participant in events or does not have access to documentation), and the media becomes the only channel for obtaining
such information. In this model, the media can become a source of information and a means to obtain psychological
comfort. The dependence of society on news information is due to the social nature of a person, his/her belonging to a
particular category of society, as well as certain individual needs. Also, the uniKue information functions of the media
system affect people's dependence on the information. It should be noted that the information load of the media varies;
some of them have a higher social significance. In other words, not all media are very important for society's well-being
and the individual in particular.

Functions depend on time circumstances, situations, and units of analysis. For example, for politically active
population groups, the functional load of information about national sports is likely to be significantly lower than that of
information about the national economy or politics. Conversely, the opposite effect is possible for a politically passive
population [9].

Also, a number of works consider the types of media impact in terms of its intensity. The influence can be divided
into a) zero; b) limited; ¢) moderate; d) strong.

Although this differentiation is common in research, there are no generally accepted empirical criteria for
determining specific parameters according to which influence can be classified as zero, limited, moderate, or strong.
Thus, a significant number of authors rely on statistical parameters (for example, statistical significance). For example,
to differentiate the influence, W. J. McGuire calculated the percentage of variations caused by various dependent
variables of the media effect [10]. Also, a number of researchers in the course of surveys rely on the individual
assessment of research participants, who in the framework of the study on the degree of intensity of the influence of
certain materials, choose the degree of intensity from the proposed options, ranked on the Likert scale in accordance
with their own opinion. Uniform intensity criteria, therefore, remain an issue that reKuires further clarification.

In addition, J. Bryant and S. Thompson note that “an obvious lacuna in the scientific literature on media impact is
the absence of a 'zero-impact model’. These authors claim that, except for the study by F. Mott [11], scientists do not
pay enough attention to the analysis of variables or cases of lack of media influence, calling zero impact as “the missing
piece of the puzzle” [12].

Analysis of the scientific literature also revealed another common typology of a media impact: a) direct; b)
indirect.

However, the criteria for attribution to one of the classes of this typology also remain insufficiently developed. In
general, there are two different lines of interpretation of the terms “direct — indirect influence” in the scientific
literature. A striking example of the work of the authors of the first line of interpretation is the study of K. Seymour-Ur
[13], who gives the most illustrative analogs of the term “direct influence” — “primary influence" and the term “indirect
influence” — “secondary influence.”" Here, the media's primary influence is shown in cases where the individual directly
participated in the communication process. And the secondary (indirect) influence of the media is shown in cases where
individuals or groups of individuals subjected to primary influence impact those who were not subjected to primary
influence. Thus, according to this typology, indirect influence is a conseKuence of direct influence on individuals
exposed to the media. Within this line of interpretation of the terms “direct — indirect influence,” which is supported by
a number of authors, an important role is played by agents involved in the communication process. These are the so-
called “opinion leaders” who broadcast their own interpretation of media materials to the part of the audience that is
either not familiar with the materials themselves or is only superficially familiar. Typology criteria are objects of
influence or agents through which influence occurs.

In another line of interpretation of the terms “direct — indirect influence,” the criterion for determining class
affiliation is not the object, but the way information is presented. So, those media materials that directly describe the
pattern of behavior and activity are considered to have a direct impact, and texts or materials that have an indirect
impact using psychological techniKues and cognitive features of the brain (for example, broadcasting the image of a
successful person in advertising videos) often have an unconscious influence, defined as indirect [14]. This line of
interpretation is often supported by authors who consider the psychological effects of media influence.

Within the first line of interpretation, H. Kepplinger distinguishes three types of indirect influence [15]. An
example of the first type, called by the author as “administrative reaction, ” can serve as a change in a group of
decision-makers' behavior under the influence of the reaction of large social categories that were directly influenced by
news information. The second type of “impact on society” occurs in the opposite direction, when decision-makers
under the influence of news media information change their behavior in a certain way, which in turn affects broad social
categories or society as a whole. The third type is the “snowball effect” when large groups of recipients of information
presented in the media indirectly impact large social categories that were not initially affected by such media
information.
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Types of media influence by the duration of influence include short-term, medium-term and long-term impacts. In
this case, as in the case of typology depending on the intensity, precise empirical criteria for the boundaries between
classes are not defined.

Before proceeding to description of the next typology criterion, it is noteworthy to mention some fundamental
theories that underpinned it. First of all this refers to the theory of cognitive dissonance, proposed by L. Festinger in
1957, that gave impetus to other media effect theories and also initiated a number of concepts within the theory of
selective exposure to media influence. According to L. Festinger, cognitive dissonance occurs as a result of the conflict
of cognitive elements of consciousness that contradict each other [16]. An example is the inconsistency of beliefs and
actions, knowledge, and behavior. According to L. Festinger, a person strives for cognitive balance, i.e., seeks to reduce
or eliminate dissonance in two ways: 1) reducing the significance or number of dissonant elements; 2) changing
dissonant elements to achieve consistency. In cases of dissonance between knowledge about the environment (for
example, the individual's attitudes and knowledge about the norms of behavior in society) and behavior, its elimination
is either by changing the behavior so that it comes into harmony with the environment or by changing the knowledge
about the environment itself. In cases where the elimination of dissonance is not possible, individuals tend to reduce it.
To illustrate, here is an example of a person with a cognitive dissonance between knowing about the dangers of fatty
foods and being unable to give up eating habits. This person seeks to eliminate dissonance by adding new cognitive
elements, for example, by reading materials that refute the harm of fatty foods.

This theory formed the basis of one of the largest theoretical trends in the scientific literature on selective exposure
to media impact (selective exposure hypothesis). In this direction, it is argued that the desire for cognitive balance is the
reason why individuals are more affected by certain types of media content and play an important role in the
individual's media preferences. Thus, the audience's selectivity shows when choosing materials in the media to read, as
well as when making decisions based on the material read in the media, including changes in their own behavior,
depends on many personal factors that form their cognitive field. One of the assumptions made within the framework of
selective exposure to media influence, which has been confirmed in scientific research, is the desire to avoid
reading/ignoring materials that contradict existing cognitive attitudes. In the study by J. T. Klapper, it is noted that in
order to preserve the integrity of their own system of knowledge and beliefs, readers prefer those media materials that
are consistent with their own attitudes formed earlier (selective exposure to influence), interpret media materials in
accordance with such attitudes (selective perception) and remember such materials longer than those that are not
consistent with their attitudes (selective memory) [5].

Another model developed within the theory of cognitive dissonance, and the paradigm of selective exposure to
influence is the SESAM (Selective Exposure for Self and Affect-Management) model. It assumes that media users
choose materials in such a way as to adjust their perceptions of their own personality in accordance with affective and
cognitive states and behavioral patterns. Exposure to and reaction to media materials, in turn, have an impact on
individual self-determination, which is a dynamic and interdependent process. Thus, a person's gender can be
considered as one of the elements of self-determination, which reKuires compliance with gender norms of behavior.
Media materials represent a social context that confirms or refutes various elements of self-determination of the
individual. In turn, the latter determines the individual's choice of materials to read and the degree and type of influence
of materials on personal development and behavior. The SESAM model postulates were used in separate studies to
determine selective exposure to media materials related to concepts such as gender, race, politics, and health [17].

The following typology criterion - type of affected aspect — is most extensively covered by the academia. We
believe that, W. J. Potter’s classification of media impact typology as physiological, cognitive, influence on beliefs,
influence on attitudes, influence on emotions (affective), and influence on behavior to be one of the most relevant [18].

The physiological impact of the media on the individual is associated with the so-called state of excitement. It is
due to the peculiarities of the human brain and neuropsychological processes. The message transmitted by the media is
processed by the brain, causing physiological effects such as skin reactions (redness, pallor, etc.), sexual arousal, failure
of the spatial orientation reflex, agitation, etc. In connection with the physiological impact of the media on the
individual, the habituation effect is often mentioned, when due to regular or freKuent exposure to the same type of
media messages, the intensity of their influence on the individual gradually decreases, and in some cases disappears
completely [19]. The strongest impact in physiological terms has a TV; print media's impact from the point of view of
physiology has limited effects.

The media's cognitive impact is related to the process of assimilation and processing of information by the brain,
the learning process, cognitive and thought processes. Media messages trigger various cognitive and thought processes,
which are then transformed into knowledge. In the cognitive influence of the media, the individual's knowledge of the
world around them also changes. Changes in the previous system of human knowledge occur over time as new facts are
learned, social norms and phenomena that occur in the world are understood, and they are integrated with the existing
system of knowledge (frames). Such authors have studied the influence of mass media on cognitive processes as D.
Scheufele [20], who developed the “theory of learning,” and R. M. Entman [21], who described the process of drawing
conclusions based on information received by the reader (viewer) from fragmentary information and frames. R.
Nickerson supplemented the description of the cognitive process by studying the processes of frame verification and
reinforcement [22]. K. Braun LaTour also studied the processes of consolidating the existing knowledge system and M.
LaTour [23], while the consolidation of thought processes were studied by Langer and A. Piper [24]. Researchers S.
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Ball-Rokeach and M. Defleur [9] note that most people receive information about unexpected and sudden events (for
example, natural disasters, the death of political leaders) from various media channels.

The cognitive effect is also related to the role of the media in developing the agenda, that is, the choice of a certain
range of topics and issues of interest to the audience. In other words, the selection of media outlets that sort potential
topics of broadcast information is mostly not controlled. The media transmit information covering a wide range of
topics. But, as a fact, the recipient of information often does not have enough time and energy resources to process all
the information and form an attitude to it. In other words, the agenda is formed in the process of interaction. There is a
filter of information through the system of collecting and processing information in the media, and then its selective
distribution.

The impact of media on individuals' beliefs is often considered part of the influence on cognitive processes since
the process of influence involves the construction of concepts and interpretations and is associated with memory.
However, despite the obvious relationship, there are a number of aspects that allow us to distinguish the impact on
beliefs and beliefs from the impact on cognitive processes. If the construction of concepts at the level of knowledge (the
cognitive element) is based more often on facts, then beliefs and beliefs are more abstract and often do not reKuire
confirmation by facts. According to A. H. Eagly and S. Chaiken [25], beliefs are recognized by an individual as true or
false by analyzing objective external criteria. In some cases, the individual's beliefs are formed immediately after
reading/viewing the media message.

The impact of the media on attitudes. W. J. Potter notes that even though many authors consider beliefs and
relationships synonymous and their obvious relationship, these concepts still need to be distinguished [18]. The key
difference between these two concepts is that the basis of a person’s attitude to something is not the plausibility of how
much the knowledge received by the individual corresponds to reality (as in the case of a belief), but a value judgment.
As well as research on the influence of the media on beliefs, research on the influence of the media on attitudes
examines the processes of formation, change, adoption, and consolidation of attitudes to certain objects and phenomena.
However, many studies consider the influence of the media on relationships as part of or analogous to the media's
influence on beliefs.

The impact of media on emotions. The impact of the media on people's emotions and feelings can take many
forms. One of them may be learning and acKuiring emotions. For example, an individual can get information about
what they can/should feel from video or text media materials. An example is Goleman's work, “teaching proper
emotional responses, ” published in 1995 [26]. The second most freKuently encountered and studied form of media
influence on emotions is emotional arousal. Researchers working on this topic looked at what emotional reactions
media materials cause in the audience, as well as the mechanisms and processes that lead to certain types of emotional
responses. Analysis of such studies has shown that the bulk of the research consists of 3 large groups: studies on
emotional arousal [27]; studies on generalized categories of emotions (negative/positive) [28]; studies that consider
specific emotions (fear, anger, hostility, empathy, pride, etc.) [29].

The impact of the media on behavior. After reading media materials, people can learn new behavioral features,
“launch"” already formed behavioral attitudes (start behaving and acting in a certain way), change their own behavioral
features, or consolidate existing patterns (form habits). Media influence on behavior is one of the most
methodologically complex types of impact to study. This is primarily due to the need to distinguish between the
concepts of “intent to change behavior” and “actual behavior change. ” The difficulty is also that an individual can
temporarily change behavior under media materials' influence and then return to previously established habits. Tracking
such fluctuations in behavior reKuires long-term observation of the study objects, which is not always possible. It
should also be noted that this type of influence is closely related to other types of media influence, such as cognitive
influence and influence on beliefs and emotions. Among the studies on the impact of media on behavior, it is possible to
highlight the work of D. Tewkesbury [30], studied the effect of e-news about public policy on behavior. Some studies
look at changing people's behavior under the media's influence positively, contributing to positive changes in society
and the life of an individual. These include research by K. Harrison and co-authors [31], studying habit acKuisition and
behavior changes towards a healthy lifestyle.

The typological analysis results are shown in Table 1 below.

Table 1 - Media impact typological analysis

Criteria Media impact typology categories Availability of
established/universal empirical
classification criteria
Coverage impact on the individual Yes
impact at the level of social groups and society | Yes
Intensity zero No
limited No
moderate No
strong No
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Impact chain/Information | direct No
presentation indirect No
Duration of influence short-term Partially
medium-term No
long-term Partially
Type of affected aspect physiological No
cognitive No
impact on beliefs No
impact on attitudes No
affective (on emotions) No
impact on behavior No

Discussions. The limitations of the research include bias occurring when selecting the typology criteria relying on
personal experience of the authors, the bias related to the sampling of literature reviewed based on which the
systematization of typology criteria was conducted.

The main finding of the research is the lack of established commonly accepted empirical criteria for classification
according to the typology, in other words, the lack of understanding the exact measurements or Kualitative criteria
based on which media impact can be attributed to a certain type. To illustrate, there is no clear understanding how
exactly intense the observed media impact should be to assume it belongs to the “strong” class, or what the exact
grounds to argue that the observed media impact was made on behavior but not on attitude are.

Another finding is the lack of coverage of certain typology classes in scientific literature. For example there is
almost no research related to zero-intensity media impact in scientific discourse.

Also in case of the research on the impact on behavior, there is a little clear evidence and methodology on the
actual change in behavior affected by media, particularly with regard to the difference between actual change in
behavior and reported change in behavior resulting from the media impact. SubseKuently, in the view of the lack of
clearness the attribution to the media impact type is highly Kuestionable.

Conclusions. In general, the described types of media impacts are interrelated. This is especially true for news
media materials since familiarization with any news material involves the cognitive aspect of influence and influence on
emotions, beliefs, and attitudes (often in an unconscious form). Changing an individual's behavior under the influence
of the media is also impossible without the previous three aspects and often reKuires more time. The same refers to
other types of media impact.

The typology proposed in this article is based on extensive literature review on media impact (effects) and can be
considered Kuite comprehensive. The future research areas still reserve a substantial room for established empirical
classification criteria between the media impact types systematized thereof.

This article was prepared as part of the implementation of the PTF # BR05236839 on the topic “Development of
information technologies and systems to stimulate sustainable development of the individual as one of the foundations
of the development of digital Kazakhstan”.
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DIGITAL TRANSFORMATION IN THE KAZAKHSTAN

Abstract

This research presents the results of a sociological study on the media behavior of the adult population of
Kazakhstan. The aim of the research is to identify the specifics of media consumption of digital technologies and media
preferences of the adult population.

The main task of our empirical research is to determine the mechanism of access to the main technical means, and
the media behavior of active users. The research methodology includes Kuantitative and Kualitative methods: a survey
among the target group, sampling over 2500 respondents from all regions of Kazakhstan. We conclude that three
Kuarters of the respondents will use three main channels: television, informal channels and Internet resources.
Currently, there is a preserved tradition of formalized passive perception of information through television. The results
of the study can be used in applied work in media marketing and digital business.
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