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Abstract. The relevance of the research lies in the transformation of the media part of creative industries under
the influence of digital technologies and large-scale socio-political upheavals (full-scale war, economic shocks),
which radically changed the mechanisms of production, distribution and monetisation of media content. The aim
of the study was to analyse the development trends of the media creative industries in Ukraine during 2022-2025,
assess economic losses and recovery needs, identify key barriers, and propose targeted policies to strengthen
the sector. The methods used in the research included a systematic analysis of national and international
reports, content analysis of scientific publications, statistical data analysis and a comparative approach, content
analysis of industry data, comparative analysis of subsectors (film, publishing, advertising, online media), as well
as synthesis of findings from studies conducted by the Lviv Media Forum and UNESCO. The obtained results
showed that the war caused significant losses: about 28% of media outlets suspended their activities, and the
estimated potential losses of the sector amount to hundreds of millions of dollars. Despite the publishing
industry demonstrating some resilience, advertising budgets have shifted toward digital platforms. As a result of
the study, it was established that the Ukrainian media suffered significant losses in 2022-2025; at the same time,
the digital segment has grown, the market share of online media has increased, and the level of media literacy
among the population has improved. The practical value of the research lies in formation of recommendations
for the sustainable growth of the creative industries in the media sector, particularly in the areas of digitalisation,
investment attraction, and integration into the European cultural space. The practical value of the research also
includes proposed measures such as proposals for a programmes to increase digital competence, tax incentives
for media export projects, and modelling of hybrid financing for film and publishing - all of which can be used
by the government, donors, and market participants
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# Introduction

The development of creative industries within the media
sphere under the conditions of the digital environment
is acquiring strategic importance for contemporary
Ukraine. Global digitalisation, content platformisation,
the proliferation of social networks, and artificial intel-
ligence technologies are transforming the mechanisms
of media production, distribution, and monetisation. In
turn, the full-scale war has triggered profound structural
shifts in media functioning, exacerbating economic risks,
human capital losses, and the necessity to develop and
implement innovative resilience models. As a constituent
of the creative industries, the media perform not only
economic but also cultural, social, and security functions,
shaping national identity and sustaining informational
stability within society. Under these circumstances, con-
ducting a comprehensive analysis of creative industry
development in the digital media environment is essen-
tial for the formulation of effective public policy.

Theoretical and methodological approaches to
the digitalisation of cultural space have been system-
atised by K. Pletsan (2021), who identified that digital
platforms are fundamentally altering the nature of the
cultural product, transforming it into an interactive and
multi-format entity. The author emphasises that the
digital environment fosters a new model of interaction
between the creator and the audience, where the con-
sumer becomes an active participant in communication
rather than a mere passive recipient. In 2023, researchers
focused on the resilience of the creative sector amidst
crisis-driven challenges. V. Bakalchuk (2023) argued that
creative industries possess a high potential for rapid ad-
aptation due to a significant share of intellectual capi-
tal and flexible forms of employment. A similar stance
is maintained by I|.R. Bereziuk-Rybak et al. (2023), who
emphasised the role of creative industries in shaping
Ukraine's innovation economy and note that the digital
segment demonstrates the greatest capacity for recov-
ery. In turn, O. Oliinyk (2023) analysed the integration
of artificial intelligence into creative industries and con-
cludes that the use of Al tools in media enhances the ef-
ficiency of analytics and content personalisation; howev-
er, it simultaneously creates risks of disinformation and
necessitates clear ethical frameworks.

In 2024, research shifted toward a more applied and
sectoral focus. |. Dulska (2024) substantiated that the
digitalisation of creative industries during wartime is a
necessary prerequisite for their survival, as it provides
alternative income streams and expands opportunities
for international cooperation. N. Stoliarchuk (2024) ex-
amined the socio-economic potential of creative indus-
tries and concludes that their development requires a
balance between economic efficiency and the preserva-
tion of the cultural value of the media product, along-
side the refinement of legal and regulatory frameworks.
At the same time, a 2024 European Commission ana-
lytical report indicates that digital media have become
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the dominant segment of the advertising market in EU
countries, prompting states to implement support pro-
grammes for local audiovisual production and digital
skills development. A comprehensive study by UNESCO
in collaboration with the Lviv Media Forum (n.d.a) re-
vealed that while the war caused significant economic
losses for Ukrainian media, it simultaneously accelerat-
ed the transition to online formats, remote work, and
donor-based funding models. The further develop-
ment of analytics in 2025 demonstrates a deepening
of research into sectoral transformations. In their study,
S. Kucherenko & Y. Kostyk (2025) established that digi-
tal marketing and online distribution have significantly
altered the revenue structure of the publishing industry,
increasing its dependence on social networks and plat-
forms. The authors emphasise the necessity of investing
in digital infrastructure and developing new competen-
cies in content monetisation. Updated analytical mate-
rials from UNESCO (2025) highlight the need for long-
term media sector recovery programmes that combine
financial support, digital skills development, and the
strengthening of cybersecurity.

Thus, scholarly works from 2021-2025 consistently
reveal the evolution of approaches to the development
of creative industries in the media: from conceptualis-
ing the digital transformation of the cultural space to
analysing the sector’s resilience during wartime and the
implementation of innovative technologies. At the same
time, there remains a noticeable gap in comprehensive
empirical research that unite aspects of legislation, tech-
nology, competence and funding in media creativity.
The purpose of this study was to analyse current trends,
opportunities, and limitations in the development of
Ukraine’s media and creative industries in digital envi-
ronment to develop practical measures for the sustain-
able growth of media subsectors. To achieve this aim,
the study set and fulfilled the following objectives: to
identify the key features of media creativity develop-
ment in the digital environment; to compare the Ukrain-
ian experience with international practices; to propose
political and practical recommendations for strengthen-
ing the television, radio, print, and digital media sectors.
The scientific novelty of the study lies in combining the
analysis of technological, legislative, and educational di-
mensions of the development of Ukraine’s media and
creative industry, based on empirical data and interviews
with industry participants.

# Materials and Methods

The research methodology was based on an interdisci-
plinary approach, covering the period 2020-2025. Meth-
ods of content analysis of academic and specialised
publications, as well as statistical analysis of data from
UNESCO (2025), the Chytomo (2024), Nielsen (n.d.), and
Lviv Media Forum (n.d.a; n.d.b), were used. Comparative
analysis was used to assess the dynamics of development
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across specific subsectors — film, print media, and dig-
ital platforms. The study applied the following meth-
ods: system analysis to identify structural components
and trends; content analysis of digital media platforms;
comparative method — comparison of Ukrainian models
with international ones; analysis of legislative acts and
regulatory frameworks to complement data and under-
stand practical barriers. During 2022-2025, a number of
key publications appeared that shed light on the state
and challenges of the sector, which were analysed in
the study: EU reports on the integration and recovery
of creative industries (2024); analytical materials by the
Cabinet of Ministers of Ukraine (2025); Lviv Media Fo-
rum (n.d.a; n.d.b) and UNESCO (2025) studies on media
losses and needs; analysis of the publishing market by
the Chytomo (2024); reports on advertising budgets and
digital spending (industry reviews 2023-2024); and me-
dia literacy indices (Detector Media, 2024). These publi-
cations reveal the key trends: the digital orientation of
markets, the increasing role of online platforms, and the
need for large-scale support for media recovery.

Furthermore, the study incorporated a supplemen-
tary comparative analysis of the development of crea-
tive industries in Ukraine and Poland. This comparative
element was employed as a secondary analytical tool to
better contextualise the trajectories of digital transfor-
mation within the Central and Eastern European (CEE)
region. The objective of this auxiliary approach was to
provide a broader perspective on the resilience and
adaptability of the Ukrainian media market by refer-
encing the Polish experience as a regional benchmark
for integration into the EU digital single market. Such a
comparison facilitates a more nuanced identification of
potential best practices and supports the formulation of
strategic recommendations for the post-crisis recovery
of Ukraine's creative sectors.

# Results and Discussion

The absence of a clearly defined term “creative indus-
tries” in Ukrainian legislation, widely used in EU employ-
ment through cultural (artistic) and/or creative expres-
sion, makes it impossible to have an appropriate state
policy in the field of culture (Zaxid.net, 2018). Neverthe-
less, I.V. Skavronska (2017) demonstrates that the effi-
ciency of creative industries is of significant importance
to the Ukrainian economy. Her study illustrates how cre-
ative industries can facilitate Ukraine's transition toward
a creative economy. Specifically, four primary objectives
are identified that can yield economic, social, creative,
and cultural benefits: the preservation and development
of creative talent, the encouragement of Ukrainian cre-
ative entrepreneurship, the promotion of a “culture of
openness”, and the formation of a creative ecosystem.
R. Tomlins et al. (2021) emphasise that the concepts of
the “creative economy” and “creative industries” have
rapidly gained prominence in Ukraine. Their work ex-
amines creative economy operations within the country,
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including the strategic developmental trajectory of its
creative industries. In their study, O. Lyubchenko & A. Ly-
ubchenko (2024) focus on creative businesses encom-
passing media, arts, technology, and design. They argue
that identifying the strengths of key sectors will facilitate
the formulation of effective strategies to support the in-
dustry. Furthermore, the authors conduct an analysis of
development trends, allowing for the forecasting of fu-
ture opportunities and challenges, including the impact
of international trends. The significance of developing
creative industries is further highlighted by O. Zavaden-
ko (2025), who asserts that they not only stimulate na-
tional economic growth but also shape the cultural iden-
tity of society, influence urban processes, and create new
avenues for creative self-expression.

According to the UNCTAD classification (Creative
economy report, 2010), the creative industries also in-
clude audiovisual media such as film, television, and ra-
dio broadcasting, as well as media that include software
and video games. The definition of the concept “cre-
ative industries” was formalised in the Law of Ukraine
No. 2458-VIII (2018), which states that these are "types
of economic activities aimed at creating added val-
ue and jobs through cultural (artistic) and/or creative
expression”. As T.B. Semenchuk et al. (2024) note, the
process of communication often involves the confron-
tation of different viewpoints, since each individual has
a unique worldview and way of processing and inter-
preting information and this contributes to the emer-
gence of new ideas. However, it also brings certain risks:
creativity and innovation rely on collaboration among
people who perceive the world differently. Consequent-
ly, instead of constructive dialogue, destructive conflicts
may arise within teams, slowing down the creative pro-
cess of creating the media product and cooperation.
When it comes to creative industries within the media
sector, it is essential to consider the study of A. Maslow,
who proved that creativity is an innate human inclination
that can be lost under the influence of environment, ed-
ucation, and social conditions. For personnel engaged
in a company’s innovation activities, it is important to
be able to generate unique ideas, which, once imple-
mented, become profitable and provide additional in-
come (Semenchuk et al., 2024).

The official website of the Ministry of Culture of
Ukraine (2024) provides the substantiation of the con-
cept “creative industries” Namely, it has been proved that
“this is the sector of economy which unites a wide range
of industries based on creativity, innovation, and cultural
products”. Creative industries cover a broad spectrum of
various fields, in particular, such as media (including film,
television, radio, publishing), arts, design (graphic, indus-
trial, web design), music, literature, architecture, adver-
tising, fashion, exhibition activities, video games, as well
as culinary arts, theatre, and many others. Each of these
fields has its own distinct characteristics, yet all use cre-
ativity and creative approach in the process of creating
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goods and services. In 2022, due to the onset of full-scale
war and its consequences across all sectors of the nation-
al economy, Ukraine's creative industries entered a state
of crisis. Despite these challenges, representatives of the
creative industries continue their activities by adapting
to new conditions and external changes. International
partners have provided support not only to ensure the
basic safety of Ukrainian professionals and but also to re-
sume activities, offering many opportunities both abroad
and in Ukraine (Ministry of Culture of Ukraine, 2024).
Also, in 2022, Ukraine exported creative services worth
USD 3,766 million, imported worth USD 724 million, thus,
the positive balance amounted to USD 3,042 million.

s

The share of exports of creative services, according to
the State Statistics Service of Ukraine, in total exports of
services was 41.1% (in 2021 — 30.1%). From the share of
creative services which make 41.1%, 40.5% are telecom-
munications services, computer and information services,
0.4% — royalties, and 0.2% — cultural and recreational ser-
vices. That is, almost all exports in the creative industries
come from the IT sector, which provides computer ser-
vices (Ministry of Culture of Ukraine, 2024). The research
into existing problems that have arisen in the develop-
ment of creative industries in the digital environment
allows for making the following generalisation, which is
given in Table 1.

Table 1. Problematic aspects of the development of creative industries in the digital environment

Indicator

Result

Share of media projects
with digital distribution

Approximately 70-80% of media creativity projects use digital platforms, social networks,

and streaming services (expert data)

Legislative certainty

The Law of Ukraine “On Culture” provides a definition of the term “creative industries”,
yet in national classifier the list of creative industries does not fully account

for all media-related spheres

Level of digital competence
of creators

Many authors possess a basic level of digital literacy; however, there is a significant lack
of knowledge in areas such as content promotion, monetisation, and platform algorithms

Source: developed by the authors based on A. Shtefan (2024), Cabinet of Ministers of Ukraine (2025)

The results of such a generalisation are consistent
with the conclusions of I. Dulska (2024), who proved
that digitalisation is an important condition for the
survival and development of creative industries in cri-
sis circumstances. At the same time, as in the works of
K. Pletsan (2021) and N. Stoliarchuk (2024), it was proved
that legislative and educational barriers remain key ob-
stacles to the development of creative industries in the
digital environment. Compared to international expe-
rience, for example, EU countries that actively use grant
programmes, state support, focuses on digital platforms
and the media economy, the Ukrainian model of the de-
velopment of creative industries lacks comprehensive

support. For example, in the EU there is the clear sup-
port through programmes such as Creative Europe,
connected by Ukraine to media subcomponent in 2024,
which opens new opportunities for cooperation and
funding (European External Action Service, 2024). It was
also found that social networks and platforms are not
only distribution channels, but also an environment that
shapes new business models, promotion, and interac-
tion with the audience. After the full-scale invasion of
the Russian Federation into Ukraine, certain changes
have occurred in the development of creative industries,
in the media environment in particular. Some indicators
can be considered to observe these changes (Table 2).

Table 2. Statistics of changes of creative industries in Ukraine’s media, 2022-2025

Indicator Time / Period Value
Decrease in the number of taxpayers | quarter of 2022 / | Approximately 60% decrease in the number of taxpayers
in the creative industries quarter of 2021 in the creative industries
Reduction of income in creative industries | quarter of 2022 /1 Decline in declared revenues by approximately 41%
quarter of 2021

Share of media outlets that suspended

operations due to the war July 2024

Late February 2022 —

28% of media outlets suspended their operations;
some have not yet fully resumed work

Number of media outlets that have not
resumed work or function in a limited capacity

As of July 2024

One in six of the media that suspended operations are still
not fully operational; 38.3% of those that suspended - did
not work for more than half a year; 10 media outlets
had not resumed work at the time of the survey

Economic losses / needs for recovery
of the media sector

2025 (UNESCO)

Investments needed to fully restore the sector —
USD 392 million to cover salaries, equipment,
psychological support, training, etc.

Source: developed by the authors based on R. Tomlins et al. (2021), IMI (2024), Detector Media (2024), Ministry of Culture

of Ukraine (2024), Cabinet of Ministers of Ukraine (2025)
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Based on the data presented in Table 2, the follow-
ing generalisation can be made: the development of
the creative industries has been significantly affected
by the war. A considerable number of media outlets
suspended their operations (28%), and some have still
not been able to resume activity. This has influenced
media content production, revenues, and human re-
source potential. From the very first months of the war
(in February-March 2022), the creative sector experi-
enced a decline in income, specifically a decrease in
revenues and in the number of taxpayers during the
first quarter of 2022 compared to 2021. Although many
media organisations ceased operations, some have
managed to resume work or continue functioning in a
modified mode.

As for publishing activities, despite the infrastruc-
ture blows: the destruction of printing houses, logis-
tical problems, in 2024 the publishers who continued
to work generated a total sales volume (AIN, 2024).
This shows the stability of demand for books, as well
as market fragmentation and price increases, which
must be taken into account for the development of
creative industries. However, logistics, the complexity
of the work of printing houses, small print run, un-
profitable local initiatives, etc. remain problematic.
But there are also positive aspects — this is the growth
of interest in translations and the modernisation of
electronic formats. Nielsen (n.d.) research shows that
the locomotive of improving the work of the media is
digital, namely the fact that advertising budgets are
increasingly focused on online media. The improve-
ment of media performance is also influenced by the
increasing level of media literacy in the country, which
opens opportunities for digital creative projects, but
also increases competition with global platforms. In-
vestment is needed to improve the work of the media
sector, that is, significant support is needed, and not
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only from the state, but also from international donors,
grants and private business.

Thus, increasing of competitiveness and econom-
ic potential of the cultural and creative industries sec-
tors, in particular the audiovisual sector, is carried out
through the implementation of the Programme “Crea-
tive Europe”. The Diia. Business (n.d.) contains informa-
tion that starting in May 2021, the European Commis-
sion officially announced the new Programme “Creative
Europe” for the period from 2021 to 2027. This pro-
gramme is aimed at financing projects and initiatives
that aim to strengthen cultural diversity, as well as meet
the needs and challenges of the sector of cultural and
creative industries. In accordance with this programme,
it is proposed to participate in competitions aimed at
developing advanced digital skills, implementing digi-
tal technologies in enterprises, developing digital infra-
structure, and making digital services even more acces-
sible for citizens and public institutions of the European
Union and associated countries to the Programme "Dig-
ital Europe” (Diia. Business, n.d.).

The total budget of the Programme “Creative Eu-
rope” (2021-2027), which consists of three sub-pro-
grammes, includes EUR 2.44 billion, which are distributed
as follows: “Culture” — 33%; "Media” — 58%; “Cross-Sec-
toral Cooperation” — 9%. That is, the main emphasis
is on the use of creative industries in the media (Diia.
Business, n.d.). The sub-programme “Media” is focused
on supporting cooperation in the audiovisual sector to
expand business and distribute European content inter-
nationally. It promotes talent development, expands op-
portunities for cooperation between countries, supports
the introduction of new technologies, and contributes to
the ecologisation of the industry and achievement of so-
cial goals such as gender balance and national diversity.
The thematic sectors of the sub-programme competi-
tions cover three main areas, which are given in Table 3.

Table 3. Main directions of the competitions of the sub-programme “Media”

Direction of sub-programme

Substantiation

Focuses on cooperation and innovation in the creation

Content and production of high-quality media projects
Busi Supports innovation to improve competitiveness, scale opportunities and develop talents
usiness . PR
to strengthen Europe’s position in the global market
Audience Provides access to European works and develops initiatives

for their distribution among potential viewers

Source: developed by the authors based on Diia. Business (n.d.)

In accordance with the sub-programme “Cross-Sec-
toral Cooperation”, which focuses on common chal-
lenges and opportunities for the sectors of cultural and
creative industries (CCl), it includes competitions to sup-
port news media, in particular through the promotion
of media literacy, pluralism and freedom of speech in
relation to quality journalism (Diia. Business, n.d.). Based

on the research conducted, several proposals have been
formulated for the development of creative industries
within the Ukrainian media sector. The identified chal-
lenges and corresponding strategic recommendations
are examined for each specific media type. In particular,
Table 4 presents a detailed analysis related to the ad-
vancement of creative industries in the field of television.
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Table 4. Problems and proposals for their solutions related to the development of creative industries on television

Problems Proposals for solving problems Comments on proposals

Tax holidays for investments
in production

VAT reduction or tax credits for the purchase of equipment
and production studios for 3-5 years

Grant competitions for the production of local content, which will

High production strengthen the presence in the regions and create jobs.

Targeted subsidies

reducggsrt':gional for regional content Possible through partial co-financing by the state and business
presence; Distribution programmes in digital Support for the creation of national VOD platforms or subscription

job security risks; channels

loss of advertising

channels, subsidising the adaptation of content for online platforms

Risk insurance system for the State (donor) programmes for insurance of projects during war

revenue production of TV products

and post-conflict recovery

Training of professional personnel

Internship programmes in large productions, courses
in digital production and interactive scriptwriting, etc.

Source: developed by the authors based on S. Galyuk (2024), I. Dulska (2024), Lviv Media Forum (n.d.a)

The table outlines the key challenges hindering the
development of creative industries within the television
production sector. These are dominated by high con-
tent production costs, a diminishing regional presence,
increased security risks under martial law, and a de-
cline in advertising revenues. The proposed measures
focus on establishing systemic state and institutional
support for the industry, specifically through the im-
plementation of tax incentives for production invest-
ment, targeted subsidies and grant support for region-
al content, and the development of digital distribution

channels and national VOD platforms. Particular at-
tention is paid to the introduction of production risk
insurance mechanisms, as well as the enhancement of
human capital through professional training and re-
training. The comprehensive implementation of these
tools can improve the resilience of the television in-
dustry, preserve regional content diversity, and estab-
lish the prerequisites for the sustainable development
of creative industries in the medium and long term. Ta-
ble 5 provides information related to the development
of creative industries on radio.

Table 5. Problems and proposals for their solution related to the development of creative industries on radio

Problems

Proposals for solving problems

Comments on proposals

Digital transformation FM—DAB+/IP

State support for the transition to digital radio broadcasting
(pilot DAB+ networks) and the deployment of streaming
platforms for local stations

Need for digital distribution;

financial vulnerability of small communities

Grants for radio journalism for local

Financing socially important radio communication projects at
the local level

radio stations;

loss of local infrastructure Creation of content sharing

platforms

The ability for several radio stations to share programmes on
the network, which will help reduce costs

Hybrid revenue model

A combination of listener micropayments, local advertising with
state startup grants

Source: developed by the authors based on IMI (2024), T.B. Semenchuk et al. (2024), I. Dulska (2024), S. Kucherenko &

Y. Kostyk (2025)

Table 5 presents the primary challenges facing the
development of creative industries in the broadcast-
ing sector. Key issues include the necessity for digital
transformation, the financial vulnerability of small and
local radio stations, and the progressive erosion of lo-
cal broadcasting infrastructure. The proposed solutions
focus on incentivising the transition to digital content
distribution formats by supporting the implementation
of DAB+ and IP-radio technologies, as well as the devel-
opment of streaming platforms for local broadcasters.
Grant support for community-oriented radio journalism
and the funding of socially significant local radio pro-
jects are identified as vital instruments for stabilising
the sector. Particular emphasis is placed on establish-
ing content-sharing platforms as a mechanism for cost
optimisation, alongside the introduction of hybrid reve-
nue models that integrate commercial and institutional

funding sources. The implementation of these measures
will enhance the economic resilience of the radio indus-
try, preserve local broadcasting, and facilitate the adap-
tation of creative industries to the conditions of the digi-
tal economy. Table 6 provides information related to the
development of creative industries in print media, which
include publishing, newspapers and magazines.

As a result of military actions and structural trans-
formations of the media market, systemic challenges in
the development of creative industries within the print
media segment have intensified. Key challenges include
the destruction of production and logistical infrastruc-
ture, rising printing costs, declining circulations, a defi-
cit of financial and material resources, and increasing
complexities in distribution processes. The proposed
solutions focus on the restoration and modernisation
of critical printing infrastructure through investment,
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credit, and grant support, as well as on incentivising
the digital transformation of the publishing industry by
developing electronic and audio formats and expand-
ing international distribution channels. A vital role is as-
signed to support programmes for small and local print
initiatives in affected regions, which will facilitate the
preservation of media pluralism and cultural diversity.
Additionally, the necessity of developing professional
competencies in marketing and content monetisation
is emphasised, alongside strengthening the export

The development of creative industries in media in a digital environment

potential of national literature through state support for
international promotion and translation programmes.
The comprehensive implementation of these measures
establishes the prerequisites for enhancing the adapt-
ability and long-term resilience of print media within
the context of post-crisis recovery. It is also necessary
to consider information related to the development of
creative industries in digital media, which also includes
online publications, video projects, streaming, content
studios, etc (Table 7).

Table 6. Problems and proposals for their solution related to the development of creative industries in print media

Problems Proposals for solving problems

Comments on proposals

Investments in critical printing
infrastructure

Credit programmes or grants for modernisation of printing houses
and logistics; tax breaks for purchase of equipment

Support for the digital

Destruction of transformation of publishing houses

Obtaining subsidies for the creation of e-books, audiobooks
and distribution through international platforms

infrastructure; rising prices;
decreasing circulation;
lack of resources; logistical

Programmes for small print
initiatives

Microgrants for local publishing houses and newspapers
in affected regions

problems Educational programmes on

marketing and monetisation

Training modules on digital marketing for publishers, authors
and editors

Promotional campaigns for the
export of literature

State support for participation in international fairs
and translation competitions

Source: developed by the authors based on Chytomo (2024),

UNESCO (2025), S. Kucherenko & Y. Kostyk (2025)

N. Stoliarchuk (2024), Cabinet of Ministers of Ukraine (2025),

Table 7. Problems and proposals for their solutions related to the development of creative industries in digital media

Problems Proposals for solving problems

Comments on proposals

Development Fund for Digital
Productions

Accelerators and grants for digital content startups

Preferential financing/investment

Competition with global guarantees for projects

Project localisation, Saa$S tools for media

platforms; with export potential
monetlgatlgn; ; P Creation of national micropayment solutions
copyright; Platforms for collective monetisation and subscription tools to subport authors
ethics of using artificial p pp
intelligence, Responsible attitude to content creation, simplified content

Protection of copyright,

cybersecurity ) /
data and licensing

registration system, collective rights management mechanisms,
support for integration with international partners

Investments in cybersecurity
and backup

State grants for cyber protection measures, content
and infrastructure backup

Source: developed by the authors based on O. Oliinyk (2023), I.R. Bereziuk-Rybak et al. (2023), I. Shkodina et al. (2023),

Y. Trach. (2024), IMI (2024), I. Dulska (2024), UNESCO (2025)

Based on the developed proposals for the advance-
ment of creative industries within the media sector, sev-
eral key generalisations can be formulated. Regarding
the television industry, priority is given to the moderni-
sation of the technical infrastructure, the production of
high-quality, socially significant content, and the promo-
tion of local series and documentary filmmaking. In the
realm of radio broadcasting, strategic development fo-
cuses on the expansion of podcasts and digital radio for-
mats, integration with mobile applications, and the pres-
ervation of regional broadcasting as a vital instrument
for maintaining cultural identity. Furthermore, the stabi-
lisation of print media necessitates the comprehensive

digitisation of publications, the advancement of elec-
tronic libraries, and the provision of state support for
regional printing houses, alongside the international
promotion of Ukrainian-language products. Finally, ad-
dressing the deficit of investment in multimedia content
within the digital media segment requires enhanced cy-
bersecurity for editorial offices, the creation of robust
platforms for Ukrainian-language content distribution,
and the implementation of incentives to stimulate the
export of digital creative services.

Creative industries in the media sphere (UNESCO, 2025)
are based on innovation, intelligence and creativity.
Tools that expand the possibilities of creativity in media
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include the use of artificial intelligence. This allows the
media to create new formats. Artificial intelligence (Al) is
an integral part of the creative industries in the Ukrain-
ian media sector. According to the definition of UNES-
CO (2025) and the European Union, creative industries
include those sectors of the economy that are based on
creativity, innovation and intellectual activity, which in-
clude the media. The use of Al in Ukrainian newsrooms
indicates the expansion of journalistic creativity and the
emergence of new formats of communication with the
audience. According to IMI monitoring data, about 22%
of Ukrainian newsrooms constantly use Al to create texts,
translations, subtitles or illustrations, which indicates the
integration of intelligent technologies into the processes
of producing a creative product (IMI, 2024). At the same
time, the Ministry of Digital Transformation of Ukraine in
2024 developed recommendations for the media on the
responsible use of Al, emphasising the need for trans-
parency, ethics and the priority of the human factor.

Al in the media is not limited to the automation of
routine tasks, but creates new forms of journalistic and
communication practice that correspond to the essence of
the creative industries. In addition, the ethical dimension
of the use of Al (in particular, in cases where the generated
images were mistakenly perceived as real in UNIAN mate-
rials) emphasises that the integration of intelligent tech-
nologies requires regulatory standards, which are a sign of
the maturity of the creative sectors (Rubryka, 2023). Thus,
artificial intelligence can be considered a component of
the creative industries in the Ukrainian media, as it ensures
innovation, the creation of new cultural products and ser-
vices, contributes to the development of the media mar-
ket and at the same time creates the need for the devel-
opment of ethical norms, which increases the quality and
competitiveness of the Ukrainian creative sector.

As O. Oliinyk (2023) argues, the adoption of Al can
potentially add greater diversity to creative industries in

N

their activities and outcomes. In particular, this may ap-
ply to the media industry, which uses Al and machine
learning to collect and analyse data, allowing media
companies to better understand the needs and desires
of customers. Al is also used as a research tool, capa-
ble of filtering information and distinguishing reliable
sources from dubious ones, which significantly reduces
the time for conducting research, allowing journalists to
create even more content, ensuring the reliability and
accuracy of their sources. O. Oliinyk (2023) also argues
that there are certain risks in the use of Al. It can be
intentionally used to spread false information through
models that generate stories and narratives based on
false data, changing points of view, but maintaining a
formal style and aesthetics. An example of the spread of
disinformation is the use of deepfakes and voice-alter-
ing models with malicious intentions, such as damaging
reputations, discrediting individuals, or making threats.
Al can be used to create fakes and disinformation, which
can result in a loss of audience trust. Thus, the use of
Al in the creation of journalistic products contributes
to the creation of innovative media products; expands
the creative practices of journalists; helps to form new
audience segments, but necessarily requires the use of
ethical standards.

Sustainable development of the media as a creative
industry can be imagined as a balance between such
components as creativity, technology and ethics. That is,
a synthesis of these components should occur, and cre-
ativity should provide uniqueness and cultural value. As
for technologies, this is the use of artificial intelligence,
which opens up new opportunities and optimises the
work of the media. The third element must necessari-
ly be ethics, which guarantees responsibility and trust
when communicating with the target audience. Each
component of the creative industries in the Ukrainian
media will be substantiated (Table 8).

Table 8. Key components of creative industries in the Ukrainian media

Essence ‘ Process of using

Examples ‘ Result

Creativity

Investigative journalism;
storytelling; documentary
projects; multimedia formats
(podcasts, interactive longreads,
visual special projects); artistic
projects

The core value of creative
industries lies in generating
new ideas, narratives,
communication formats, and
cultural products

Creation of innovative media
products that combine text,
video, audio, and visualisations
(e.g., special projects of
Hromadske and Suspilne);
investigative journalism (e.g.,
Bihus.Info, Slidstvo.Info);
author-driven media projects,
podcasts, art magazines

Creativity ensures the
uniqueness and cultural value
of the product, distinguishing
creative industries from purely
technological or informational

products

Technology (Al usage)

Automatic text-to-speech
(Vector + Respeecher, 2024);
generation of illustrations,
subtitles, translations (IMI,
2024); analysis of large datasets
for investigative journalism; use
of tools for data processing,
content generation, and
analytics

Artificial intelligence acts as a
catalyst for media development
within creative industries,
combining automation with
opportunities to expand creative
potential

Al does not replace journalists
but enables the emergence
of new formats and removes
routine barriers, freeing space
for creativity; technology serves
as a tool that enhances and
expands the boundaries of
creativity in media

Al-driven content/research
platforms (e.g., Vector); Al
can be used for comment
moderation, automatic
recognition of text or video
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Continued Table 8.

Essence

Process of using Examples

Result

Ethics

Creative industries in the media
are impossible without audience
trust, which is founded on

Transparent designation
of Al-generated content;
Avoidance of disinformation and
manipulations (e.g., the UNIAN
incident with an Al-generated
image, 2023);
protection of copyright and

Ethics is a prerequisite for
maintaining public trust and the
legitimacy of creative practices

Codes of Journalistic Ethics
(National Union of Journalists
of Ukraine);

The Ministry of Digital Affairs
has developed:

v recommendations
on the ethical use of Al;

adherence to ethical standards personal data;
compliance with human rights,
journalistic standards, and Al
usage guidelines;
transparency

v recommendations on the
responsible use of Al in the
media (2024), which emphasises
the importance of ethics
as a basic element

in the media space

Source: compiled by the authors based on K. Pletsan (2021), O.Oliinyk (2023), IMI (2024), I. Dulska (2024), T.B. Semenchuk et

al. (2024), Y. Trach (2024), L. Bezuhla & I. Lazakovych (2024)

Thus, each component of the creative industries
within the Ukrainian media landscape possesses dis-
tinct application characteristics. Creativity is defined as
the fundamental value-based core of creative indus-
tries, manifesting in the production of innovative media
formats, original narratives, and culturally significant
products that ensure the uniqueness and competitive-
ness of media content. The technological component,
particularly the utilisation of artificial intelligence (Al)
tools, is viewed as a catalyst for the development of
the media sphere, combining the automation of rou-
tine processes with the expansion of the analytical and
creative capabilities of journalists and media produc-
ers. At the same time, it is emphasised that Al serves
as an auxiliary tool that enhances rather than replaces
human creative potential. The ethical dimension plays
a separate, vital role in the functioning of creative in-
dustries, ensuring audience trust and the legitimacy of
media practices. Compliance with journalistic stand-
ards, transparency in Al usage, and the protection of
intellectual property and personal data are regarded as
essential prerequisites for the sustainable development
of creative industries in a digital media environment.
Collectively, these components form a comprehen-
sive model for the functioning of creative industries in
Ukrainian media, integrating innovation, technological
efficiency, and social responsibility.

In-depth study on media losses and needs in Ukraine.
A joint study by UNESCO (2025) and the Lviv Media Fo-
rum (n.d.b) (covering the period from February 2022 to
July 2024) systematises the direct economic and infra-
structural losses sustained by Ukrainian editorial offic-
es, outlines the key recovery needs (including salaries,
equipment, training, and psychological support), and
provides indicative estimates of the sector's budgetary
requirements for recovery. This research serves as a key
source on the impact of the war on the media landscape
and on recovery priorities (UNESCO, 2025). This compre-
hensive study systematises the critical impact of the full-
scale invasion, documenting that over 80% of Ukrainian

media outlets faced significant revenue declines, with
some regional offices losing up to 95% of their advertis-
ing income. The research highlights extensive infrastruc-
tural damage, including the destruction of broadcasting
towers and editorial facilities. Key recovery priorities
identified in the study focus on emergency operational
support (covering salaries and security equipment), digi-
tal resilience (cybersecurity and cloud-based migration),
and the restoration of regional broadcasting to counter
disinformation in frontline territories. Furthermore, the
report provides indicative estimates suggesting that the
sector requires approximately USD 120-150 million an-
nually for sustainable recovery, emphasising the need
for a shift from emergency grants to long-term institu-
tional investment and psychological rehabilitation for
media professionals.

Digital penetration and social media. S. Kemp (2024)
provides the most recent national-level figures on digital
indicators. As of January 2024, internet penetration in
Ukraine stood at 79.2% (approximately 29.64 million in-
ternet users), with 24.3 million social media users (64.9%
of the population). In Poland, internet penetration is
around 89-90%, and social media users number rough-
ly 29.0 million (75.6% of the population) (Kemp, 2025).
These figures demonstrate that both countries maintain
high levels of digital activity, though Poland has a some-
what larger relative domestic digital market.

Digital advertising market and its scale. The Raport
Strategiczny IAB Polska 2023/2024 estimates the value
of Poland'’s digital advertising market in 2023 at approx-
imately PLN 7.8 billion, with projections of continued
growth and a strong digital contribution to the overall
advertising budget. This positions Poland as a regionally
significant digital market with a well-developed com-
mercial base for media operations (IAB Polska, 2024). In
Ukraine, cross-sector assessments and advertising mar-
ket monitoring indicate that in 2023, total advertising
expenditure amounted to approximately USD 1.115 bil-
lion, of which digital accounted for about USD 874.8 mil-
lion (market monitoring data). Following 2022, the
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market has been recovering, with 2024-2025 showing a
rebound in digital spending (Abroad VRK, n.d.).

The official report Cultural and Creative Industries
in 2023 (2025) identifies 124.1 thousand enterprises
(99.1% - micro) and employment of approximately
236.7 thousand people, average gross monthly sala-
ry in the sector PLN 8,868. These figures reflect the
guantitative and organisational maturity of Poland's
sector. Recent analytical reports (PAIH / CRPK / Cre-
ative Tech) highlight the strength of Poland’s gaming
industry, AR/VR and creative-tech startups in Poland

N

as drivers of creative services export in Central and
Eastern Europe (Poland. Business Forward, n.d.). Find-
ings from UNESCO (2025), Lviv Media Forum (n.d.),
and other monitoring studies confirm the central role
of digital platforms and social networks as channels
for distribution and monetisation. At the same time,
they emphasise the urgent need for capital invest-
ment, cybersecurity measures, and education (media
literacy, digital skills) (Nielsen, n.d.). The comparative
summary of key indicators in the digital media is pre-
sented in Table 9.

Table 9. Comparison of key indicators (selected area: digital media)

Indicator

Ukraine (sources 2023-2025)

Poland (sources 2023-2025)

Internet penetration
(latest public data)

79.2% (29.64 million users, early 2024)

89.8% (34.5 million users, early 2025)

Active social media users

24.3 million (64.9% of population, early 2024)

29.0 million (75.6% of population, early 2025)

Digital advertising market size
(2023; local currency)

USD 874.8 million digital (as part of total ad
spending of USD 1,115.1 million in 2023)

PLN 7.8 billion

Share of digital
in advertising mix

2023: 78% digital (based
on 2023 expenditure structure)

High digital share; IAB data shows Internet
dominance in 2023-2024 market growth

Number of enterprises
in cultural and creative
industries (CCls)

Data for Ukraine remain fragmented (national
classification and statistics disrupted due
to wartime conditions). Available evidence
indicates a strong export of IT services (share
of export of creative services in 2022 was high)
and numerous small media/startups

124.1 thousand enterprises in the CCl sector
(2023), 99.1% of which are micro-enterprises;
employment 236.7 thousand people

Basic risks

War/security; damaged infrastructure; partial
dependence of media outlets on donor funding;
instability of the advertising market
in affected regions

Competition, necessity of internationalisation,
regulatory and GDPR-requirements, investment
needs for large-scale export-oriented projects

Source: compiled by the authors based on Poland. Business Forward (n.d.), IAB Polska (2024), S. Kemp (2024), I. Horbas &

K. Koshel (2024), UNESCO (2025), Abroad VRK (n.d.)

The conducted analysis and comparative charac-
terisation of the digital media landscape indicators in
Ukraine and Poland (Table 9) allow for the formulation
of several critical conclusions regarding the current state
and development prospects of creative industries under
conditions of crisis and digital transformation. Despite
the catastrophic consequences of the full-scale inva-
sion — specifically the loss of up to 95% of advertising
revenue among regional media and total sector losses
requiring annual investments of USD 120-150 million —
the Ukrainian media space demonstrates high digital
viability. An internet penetration rate of 79.2% and the
dominance of digital advertising (accounting for 78% of
the advertising expenditure structure in 2023) indicate
that digital platforms have become the definitive chan-
nel for maintaining informational resilience. Benchmark-
ing against the Polish model reveals a gap in institution-
al maturity and economic scale. The Polish market, with
an internet penetration rate of nearly 90% and a struc-
tured Cultural and Creative Industries (CCl) sector com-
prising over 124,000 enterprises, serves as a regional
benchmark for successful integration into the EU Digital
Single Market. Conversely, while the Ukrainian market
trails in quantitative indicators and stability, it exhibits a
unique recovery dynamic in digital spending throughout
2024-2025. While the key challenges for Poland include

regulatory requirements (GDPR), international competi-
tion, and the necessity for internationalisation, Ukraine's
priorities remain within the realm of physical survival
and security: infrastructural restoration, cybersecurity,
and overcoming critical dependence on donor funding.
The gathered data confirms that the strategic recov-
ery of the Ukrainian creative sector must be based not
only on emergency aid but also on a systemic transition
toward long-term investments in “creative-tech”, digi-
tal literacy, and the scaling of successful media project
case studies. In summary, the Polish experience in the
institutionalisation and commercialisation of creative in-
dustries can be partially adapted in Ukraine to form a
roadmap for post-crisis recovery, with a particular em-
phasis on supporting micro-entrepreneurship and the
digital resilience of regional media.

The results obtained within the framework of
the present study indicate that the transformation of
Ukraine’s media creative industries is driven by three key
groups of factors: the digitalisation of business process-
es, wartime challenges, and the integration of innovative
technologies, particularly Artificial Intelligence (Al). The
findings establish that the most resilient media entities
are those that combine content platformisation, diver-
sification of revenue streams, and the development of
digital competencies among personnel. A comparison of
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these results with the findings of other researchers al-
lows for a deeper interpretation of the identified trends.
Research conducted by K. Pletsan (2021) proves that
digital platforms shape a new model of cultural produc-
tion, where the audience becomes an active co-creator
of content. Her conclusions correlate with the results of
the present study, which also evidence increased inter-
activity and a shift in media toward personalised digital
experiences. At the same time, the study further estab-
lishes that under wartime conditions, interactivity also
serves a mobilisation function, enhancing audience trust
and engagement.

V. Bakalchuk (2023) emphasised the high adaptabil-
ity of creative industries due to flexible forms of employ-
ment. The current results support this thesis but refine it:
flexibility proves effective only in the presence of digital
infrastructure and skills for remote team coordination.
Without investment in digital tools, flexibility alone does
not guarantee resilience. Researchers |. Bereziuk-Ry-
bak et al. (2023) highlight the role of creative industries
as a driver of the innovation economy, focusing on the
macroeconomic potential of the sector. The present
study complements this approach with a micro-level
analysis, demonstrating that the media segment ensures
the fastest adaptation through digital business models,
yet remains highly dependent on grant funding. O. OI-
iinyk (2023) examined the integration of artificial intel-
ligence into creative processes, pointing to increased
efficiency in analytics and personalisation. The findings
partially confirm these conclusions: Al tools indeed ac-
celerate data processing and content creation. However,
the study shows that their use in Ukrainian media remains
fragmentary, hindered by a lack of financial resources
and regulatory frameworks. I. Dulska (2024) substanti-
ates that digitalisation is a prerequisite for the survival of
the creative sector during wartime. The current findings
extend this assertion, demonstrating that digitalisation
not only ensures survival but also creates the conditions
for entering international markets through online distri-
bution and partner platforms.

N. Stoliarchuk (2024) emphasised the need for a bal-
ance between economic efficiency and the cultural value
of the product. This study confirms that an exclusive fo-
cus on commercialisation diminishes audience trust, es-
pecially in a wartime context where demand for socially
responsible content increases. Thus, while the present re-
sults align with the researcher’s position, they emphasise
a stronger influence of the security factor. S. Kucherenko
& Y. Kostyk (2025) establish that digital marketing alters
the revenue structure of the publishing sector, strength-
ening the role of social networks. The study demonstrates
a similar trend in the media segment but also identifies
the risk of algorithmic dependence on global platforms,
which may limit editorial autonomy. In the article by
L. Bezuhla & I. Lazakovych (2024), creative industries are
viewed as a component of national economic securi-
ty and a factor in forming the state’s cultural resilience

The development of creative industries in media in a digital environment

amidst wartime transformations. The authors focus on
the need for systematic state support, the development
of cluster models, and integration into the international
cultural and economic space. Their conclusions correlate
with the present findings regarding the importance of
digitalisation and international integration for strength-
ening the position of Ukrainian media. At the same time,
the present study complements the macroeconomic and
politico-institutional perspective with a micro-level anal-
ysis of the media segment, showing that digital business
models, platformisation, and flexible work formats pro-
vide rapid adaptation in crisis conditions. The research of
S. Galyuk (2024) focuses on the transformation of crea-
tive industries within the digital economy, specifically the
roles of innovation, digital competencies, and entrepre-
neurial culture. The author emphasises that digitalisation
not only changes production processes but also shapes a
new logic of interaction between content producers and
consumers. These points align with the current findings
regarding increased interactivity, personalisation, and
platform-based distribution. However, the findings spec-
ify that under wartime conditions, digital transformations
acquire an additional security and mobilisation dimen-
sion, and their effectiveness largely depends on access to
financial resources and international support.

Thus, a comparative analysis of these contempo-
rary studies demonstrates general alignment between
the present results and current scientific approaches to
the development of creative industries. Simultaneously,
the data obtained allow for the refinement of several
points: first, digitalisation in the Ukrainian media sector
has a security dimension alongside its economic one;
second, Al integration is in its nascent stages; and third,
the grant-based funding model simultaneously supports
and structurally transforms the sector. This expands ex-
isting scholarly approaches and forms a foundation for
further interdisciplinary research.

# Conclusions

The full-scale war has caused significant problems for
Ukrainian media, as one of the components of the cre-
ative industries. Thus, about 28% of media have sus-
pended their activities, the potential losses of the media
sector are estimated at hundreds of millions of dollars,
which requires long-term recovery. The film subsector
has suffered the greatest decline, while the publishing
sector has demonstrated relative stability by 2023. As
the studies show, the locomotive of recovery is digital
media. Namely: the share of online spending and the
possibility of exporting digital services is growing, but
this requires investments in competencies, infrastructure
and legal support. The implementation of the measures
proposed in the study: targeted investments, tax incen-
tives, education, digital platforms, copyright protection
can accelerate recovery and increase the resilience of the
media component of the creative industries. It should
also be said that long-term media recovery in Ukraine
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requires targeted funding, but the proposed project
grants will not be enough; a combination of public in-
vestment, donor support, and private investment is
needed to develop digital infrastructure.

The growing role of online media and increasing
media literacy of both journalists and consumers of jour-
nalistic products are a prerequisite for the development
of creative industries in the media of Ukraine. Invest-
ments in the educational process of journalists will con-
tribute to the formation of their digital skills, which will
influence the production of high-quality content for the
media, social networks, and digital platforms. The media
component of creative industries in Ukraine is showing
significant growth thanks to digital technologies, plat-
forms and social networks, but this development is ham-
pered by weak legislative regulation, insufficient digital
competence and limited access to resources. To stimu-
late further development, it is necessary to update the
regulatory framework, which would clearly define the
concept, areas and support of media creative industries.
Education and training of media content creators require
a comprehensive approach: digital skills, marketing,
monetisation, use of platforms and technologies. Policy
strategies should take into account grant programmes,
state and international support, stimulation of innova-
tions, cooperation with technology companies.

In conclusion, it should be noted that Ukraine is fo-
cused on: scaling commercial solutions: to use high dig-
ital activity for launching internal payment/subscription
solutions, local AVOD/podcast projects and advertising
products that will keep revenue in the country (reducing
budget “leakage” to global platforms); investments in cy-
bersecurity, backup and resilient infrastructure, this is a
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localised empirical data, including media business mod-
els, Al impact, and the geographical mapping of media
recovery and content export across Ukraine and Poland.

#/ Acknowledgements

The authors thank the Lviv Media Forum, Ukrainian Book
Institute and Detector Media research initiatives for the
open data and reports used in this work.

# Funding

None.

# Conflict of Interest
None.

[11 Abroad VRK. (n.d.). Advertising market in Ukraine. Retrieved from https://abroad.vrk.org.ua/en/countries/
ukraine/advertising/.

[2] AIN. (2024). State and needs of business in wartime. Retrieved from https://ain.ua/2024/03/01/doslidzhennya-
stanu-ta-potreb-biznesu-v-umovah-vijny/.

[3]1 Bakalchuk, V. (2023). The potential for resilience and recovery in the creative sector of the economy of Ukraine.
Strategic Panorama, 1, 59-71. doi: 10.53679/2616-9460.1.2023.06.

[4] Bereziuk-Rybak, IR, lichenko, N.V., & Hanzhala, I.V. (2023). The role of creative industries in the context of
innovative development of Ukraine. Proceedings of Scientific Works of Cherkasy State Technological University
Series Economic Sciences, 68, 102-111. doi: 10.24025/2306-4420.68.2023.284596.

[5] Bezuhla, L., & Lazakovych, I. (2024). Creative industries and creative economy: Experience of Ukraine during war.
Economy and Society, 63. doi: 10.32782/2524-0072/2024-63-30.

[6] Cabinet of Ministers of Ukraine. (2025). Strategy for the development of culture in Ukraine for 2025-2030.
Retrieved from https://mcsc.gov.ua/wp-content/uploads/2025/01/strategiya_25.01.2025.pdf.

[71 Chytomo. (2024). Ukrainian Book Institute reports rising book prices, small print runs for Ukrainian authors,

growmg popularlty of comlc books. Retrleved from https: Mchytomo com[en(ukralnlan book-institute-reports-

Retrieved from

[8] Creative economy

ditctab20103_en.pdf.
[9] Detector Media. (2024) Medla theracy Index of Ukralmans 2020-2023 (fourth wave). Retrieved from https://

report. (201 0).

https://unctad. org[fr[systemzflIes[ofﬁaal document/

[10] Dua Busmess (n.d.) EU Creative Europe Programme 2027-2027. Retrieved from ttps //business.diia.gov.ua/
finance/program/programa_es_kreativna_evropa_2021_2027.

Society. Document. Communication, 2026, Vol. 11, No. 2


https://abroad.vrk.org.ua/en/countries/ukraine/advertising/
https://abroad.vrk.org.ua/en/countries/ukraine/advertising/
https://ain.ua/2024/03/01/doslidzhennya-stanu-ta-potreb-biznesu-v-umovah-vijny/
https://ain.ua/2024/03/01/doslidzhennya-stanu-ta-potreb-biznesu-v-umovah-vijny/
https://doi.org/10.53679/2616-9460.1.2023.06
https://doi.org/10.24025/2306-4420.68.2023.284596
https://doi.org/10.32782/2524-0072/2024-63-30
https://mcsc.gov.ua/wp-content/uploads/2025/01/strategiya_25.01.2025.pdf
https://chytomo.com/en/ukrainian-book-institute-reports-rising-book-prices-small-print-runs-for-ukrainian-authors-growing-popularity-of-comic-books/
https://chytomo.com/en/ukrainian-book-institute-reports-rising-book-prices-small-print-runs-for-ukrainian-authors-growing-popularity-of-comic-books/
https://unctad.org/fr/system/files/official-document/ditctab20103_en.pdf
https://unctad.org/fr/system/files/official-document/ditctab20103_en.pdf
https://en.detector.media/post/media-literacy-index-of-ukrainians-2020-2023-fourth-wave
https://en.detector.media/post/media-literacy-index-of-ukrainians-2020-2023-fourth-wave
https://business.diia.gov.ua/finance/program/programa_es_kreativna_evropa_2021_2027
https://business.diia.gov.ua/finance/program/programa_es_kreativna_evropa_2021_2027

I 20 I The development of creative industries in media in a digital environment

[11] Dulska, I. (2024). The role of creative industries digitization in wartime and during postwar recovery of
Ukraine. Economy of Ukraine, 67(7(752), 70-93. doi: 10.15407/economyukr.2024.07.070.

[12] European External Action Service. (2024). Ukraine joins the MEDIA strand of the Creative Europe programme.
Retrieved from https://www.eeas.europa.eu/ukraine/european-union-and-ukraine_en?s=232.

[13] Galyuk, S. (2024). Creative industries as a component of modern culture. Bulletin of the National Academy of
Managerial Staff of Culture and Arts, 1, 119-125. doi: 10.32461/2226-3209.1.2024.302043.

[14] Horbas, I., & Koshel, K. (2024). The essence and classification of creative industries: The polish context. Economy
and Society, 60. doi: 10.32782/2524-0072/2024-60-17.

[15] IAB Polska. (2024). Internet Strategic Report 2023/2024. Retrieved from https://www.iab.org.pl/baza-wiedzy/typ-
dokumentu/raport-strategiczny/raport-strategiczny-internet-2023-2024/.

[16] IMI. (2024). Ukramlan media and arttﬂaal mtelllgence How do editors engage Al for content creatton’ Retrleved
from
dlya- stvorennya kontentu 62217

[17] Kemp, S. (2024). Digital 2024: Ukratne. Retrieved from https://datareportal.com/reports/digital-2024-ukraine.

[18] Kemp, S. (2025). Digital 2025: Poland. Retrieved from https://datareportal.com/reports/digital-2025-poland.
[19] Kucherenko, S., & Kostyk, Y. (2025). Publishing business VS the internet: How has the World Wide Web affected

the economics and marketing of printing companies? University Economic Bulletin, 20(1), 40-48. doi: 10.69587/
ueb/1.2025.40.
[20] Law of Ukraine No. 2458-VIIl “On Amendments to the Law of Ukraine ‘On Culture’ Regarding the Definition of

the Term 'Creative Industries’. (2018, June). Retrieved from https://zakon.rada.gov.ua/laws/show/2458-19#n6.
[21] LVIV Medla Forum. (n.d.a). Damage, losses and needs of Ukrainian medla up to July 2024. Retrieved from https://

war-research- results
[22] Lviv Medla Forum (n.d.b). Under the pressure of war: Challenges and needs of media in Ukraine. Retrieved from

[23] Lyubchenko 0, & Lyubchenko A. (2024). Structure and development trends of creative business in Ukraine. RFI
Scientific Papers, 2, 80-86. doi: 10.33763/npndfi2024.02.080.

[24] Ministry of Culture of Ukraine. (2024). Creattve lndustrtes Their role and place in modern Ukralman soczely Retrleved

[25] Nielsen. (nd) The adverttszng media spend report — H1 2024. Retrieved from jgﬁzwlsencom&[
insights/2024/advertising-media-spend-report-h1-2024/.

[26] Oliinyk, O. (2023). Creative industries in the epoch of artificial intelligence: Tendencies and challenges. Culture
and Contemporaneity, 25(2), 3-9. doi: 10.32461/2226-0285.2.2023.293736.

[27] Pletsan, K. (2021). Theoretical and methodological principles of digitalisation of cultural space in the process of
creative industry development in Ukraine. Culture and Arts in the Modern World, 22, 85-102. doi: 10.31866/2410-

[28] Poland. Business Forward. (n.d.). Creative industries sector. GameDev. Retrieved from https://www.paih.gov.pl/
wp-content/uploads/2024/02/The-Creative-Industries-Sector-GameDev-2023.pdf.

[29] Rubryka. (2023). Al-generated images and Ukraine: How emotional images dffect the course of war. Retrieved

from https://rubryka.com/en/article/zgenerovani-shtuchnym-intelektom/.
[30] Semenchuk, T.B., Pakhota, N.V., Boniar, S.M., Tarnovska, I.V., Osypova, Ye.L, Kharchuk, O.H., Karpenko, O.0.,

Koba, V.H., & Vlasova, V.P. (2024). Management of creative industries. Kyiv: DUIT.

[31] Shkodina, I, Kondratenko, N., & Shchukina, A. (2023). Creative industry 4.0: Trends and transformations in
the era of digitalization. The Journal of VIN. Karazin Kharkiv National University. Series: International Relations.
Economics. Country Studies. Tourism, 18, 22-30. doi: 10.26565/2310-9513-2023-18-03.

[32] Shtefan, A. (2024). Creative industries: Concept, features, and problems of legislative interpretation. Problems of
Legality, 164, 39-55. doi: 10.21564/2414-990X.164.300752.

[33] Skavronska, I.V. (2017) Creative industries in Ukraine: Analysis and prospects of the development. Journal of
Scientific Papers Economics & Sociology, 10(2). doi: 10.14254/2071-789X.2017/10-2/7.

[34] Statistics Poland. (2025). Cultural and creative industries in 2023. Retrieved from https://stat.gov.pl/files/gfx/
portalinformacyjny/en/defaultaktualnosci/3310/14/7/1/cultural_and_creative_industries_in_2023_2.pdf.

[35] Stoliarchuk, N. (2024). Cultural analysis of the development of creative industries in Ukraine. Philosophy and
Governance, (3-4), 46-52. doi: 10.70651/3041-248X/2024.3-4.06.

[36] Tomlins, R., Sukumar, A., Malynka, O., & Bartkiiv, N. (2021). Barriers to entrepreneurial internationalisation for
Ukrainian Creative and Cultural Industries (CCI). In V. Jafari-Sadeghi, L.-P. Dana & H. Mahadiraji (Eds.), Empirical
international entrepreneurship. Contributions to management science (1% ed., pp. 217-230). Cham: Springer.

doi: 10.1007/978-3-030-68972-8_12.

Society. Document. Communication, 2026, Vol. 11, No. 2


https://doi.org/10.15407/economyukr.2024.07.070
https://www.eeas.europa.eu/ukraine/european-union-and-ukraine_en?s=232
https://doi.org/10.32461/2226-3209.1.2024.302043
https://doi.org/10.32782/2524-0072/2024-60-17
https://www.iab.org.pl/baza-wiedzy/typ-dokumentu/raport-strategiczny/raport-strategiczny-internet-2023-2024/
https://www.iab.org.pl/baza-wiedzy/typ-dokumentu/raport-strategiczny/raport-strategiczny-internet-2023-2024/
https://imi.org.ua/monitorings/ukrayinski-media-ta-shtuchnyj-intelekt-yak-redaktsiyi-zaluchayut-shi-dlya-stvorennya-kontentu-i62217
https://imi.org.ua/monitorings/ukrayinski-media-ta-shtuchnyj-intelekt-yak-redaktsiyi-zaluchayut-shi-dlya-stvorennya-kontentu-i62217
https://datareportal.com/reports/digital-2024-ukraine
https://datareportal.com/reports/digital-2025-poland
https://doi.org/10.69587/ueb/1.2025.40
https://doi.org/10.69587/ueb/1.2025.40
https://lvivmediaforum.com/en/page/damage-losses-and-needs-of-ukrainian-media-in-the-context-of-full-scale-war-research-results
https://lvivmediaforum.com/en/page/damage-losses-and-needs-of-ukrainian-media-in-the-context-of-full-scale-war-research-results
https://lvivmediaforum.com/en/page/damage-losses-and-needs-of-ukrainian-media-in-the-context-of-full-scale-war-research-results
https://lvivmediaforum.com/en/page/the-state-of-ukrainian-media-during-the-full-scale-war-research-results
https://doi.org/10.33763/npndfi2024.02.080
https://mcsc.gov.ua/news/kreatyvni-industriyi-yih-rol-ta-miscze-u-suchasnomu-ukrayinskomu-suspilstvi/
https://www.nielsen.com/fr/insights/2024/advertising-media-spend-report-h1-2024/
https://www.nielsen.com/fr/insights/2024/advertising-media-spend-report-h1-2024/
https://doi.org/10.32461/2226-0285.2.2023.293736
https://doi.org/10.31866/2410-1915.22.2021.235897
https://doi.org/10.31866/2410-1915.22.2021.235897
https://www.paih.gov.pl/wp-content/uploads/2024/02/The-Creative-Industries-Sector-GameDev-2023.pdf
https://www.paih.gov.pl/wp-content/uploads/2024/02/The-Creative-Industries-Sector-GameDev-2023.pdf
https://rubryka.com/en/article/zgenerovani-shtuchnym-intelektom/
https://files.duit.edu.ua/uploads/%D0%A1%D0%B0%D0%B9%D1%82/3_%D0%9D%D0%90%D0%A3%D0%9A%D0%90/scientific-publications/monographs/semenchuk-30-07-2024.pdf
https://doi.org/10.26565/2310-9513-2023-18-03
https://doi.org/10.21564/2414-990X.164.300752
https://doi.org/10.14254/2071-789X.2017/10-2/7
https://stat.gov.pl/files/gfx/portalinformacyjny/en/defaultaktualnosci/3310/14/7/1/cultural_and_creative_industries_in_2023_2.pdf
https://stat.gov.pl/files/gfx/portalinformacyjny/en/defaultaktualnosci/3310/14/7/1/cultural_and_creative_industries_in_2023_2.pdf
https://doi.org/10.70651/3041-248X/2024.3-4.06
https://doi.org/10.1007/978-3-030-68972-8_12

Prosianyk et al. I 21 I

[37] Trach, Y. (2024). Cultural and creative industries in the digital environment: Opportunities and prospects.
Digital Platform: Information Technologies in Sociocultural Sphere, 7(1), 110-122. doi: 10.31866/2617-
796X.7.1.2024.307013.

[38] UNESCO. (2025). Flrst in-depth study of losses and needs of Ukralnes media sector Retrleved from https://www.

[39] Zavadenko 0.(2025). Creative industries: Essence and classifications. Via Economica, 8, 25-28. doi: 1032782(2786—
8559/2025-8-4.

[40] Zaxid.net. (2018). The Verkhovna Rada has defined the concept of “creative industries”. Retrieved from https://
zaxid.net/vr_viznachila_ponyattya_kreativni_industriyi_n1459540.

Po3BUTOK KpeaTMBHMX iHAYCTPIN y Mepia B yMOBax LuppoBOro cepepoBumil,a

OkcaHa lNMpocaHuk
HokTop dinonoriyHmMx Hayk, Nnpodecop
XapKiBCbKMN HaLioHanbHWI eKOHOMIYHKI YHiBepcuTeT iMeHi CeMeHa Ky3sHeus
61166, npocn. Hayku, 9-A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0001-6704-5391
Onbra 3uMa
KaHamaat eKOHOMIYHMX HayK, AOLEHT
XapKiBCbKMN HaLiOHaNbHWIN eKOHOMIYHKI YHiBepcuTeT iMeHi CeMeHa Ky3sHeus
61166, npocn. Hayku, 9-A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0003-4105-0429
KataxxuHa Hobic-Bnasno
[OKTOp ryMaHiTapHUX Hayk, OOLEHT
VHiBepcuTeT iMeHi AHa KoxaHoBcbkoro B KerbLie
25-406, Byn. YHiBepcuteTcbka, 17, M. Kenbue, MNonbLia
https://orcid.org/0000-0001-5117-1510

AHoTauifA. AKTyanbHiCTb JOC/iAXKeHHs noasrae y TpaHchopMalii MegiiHOI YacTUHWU KpeaTUBHUX iHAYCTPI nig
BMJIMBOM LMPPOBUX TEXHONOMA Ta MacwTabHMX CyCcniAbHO-MOMTUYHUX MOTPACIHb (MOBHOMAacWTabHa BiliHa,
€KOHOMIYHI LWOKM), WO PpajgnKanbHO 3MIHUAW MeXaHi3MM BUPOOHMLTBA, PO3MOBCHOAXKEHHSA Ta MOHeTU3auji
MeJiakoHTeHTY. MeToro focnifXeHHs Byno npoaHanisyBaTi TEHAEHL,T PO3BUTKY MeAiNHNX KpeaTUBHUX IHAYCTPIV B
YkpaiHiB nepiog 2022-2025 pokiB, OLiHUTY EKOHOMIYHI BTPaTW 1 NOTPe6U Ha BiJHOBAEHHS, BUSBUTH K1tOYOBI 6ap'epu
Ta 3anNpOnoHyBaTU LibOBI NOMITUKWN ANA NOCUAEHH:A cekTopy. Cepea MeTogiB, Aki 6yM BUKOPUCTaHI Y AOCAIAXKEHHI:
CUCTEMHMI aHani3 HaLiOHaNbHWUX | MDKHAPOAHWX 3BITiB, KOHTEHT-aHai3 HayKoBWX My6JikaLii Ta ranyseBux AaHux,
NOPIBHANBHUI aHani3 MiAcekTopiB (KIHO, BUAABHULTBO, pekaamMa, OHMalH-Mejia), aHai3 CTaTUCTUUYHUX AaHuX, a
TaKOX CUMHTE3 BUCHOBKIB focnigkeHb Lviv Media Forum i UNESCO. OTpvMaHi pe3yabTaTv mokasanu, Wo BilHa
CNPUYMHUAE 3HAYHWUIA LLIOK ANSA ranysi: 6113bko 28 % Megia Npu3ynUHUAN AiaNbHICTb, @ MOTEHLiHI BTPaTW CeKTopy
CAraloTb COTEHb MiNbMOHIB AonapiB. He3Baxatoum Ha Te, WO BWAABHWYA ranysb JEMOHCTPYE MEBHY CTiMKiCTb,
peknamHi H6roAXEeTN NMepeopieHTyBannCca Ha UndpoBsi naathopmu. Y pesynbTaTi AOCNIAXKEHHA BCTaHOBAEHO, LLO
YKpaiHCbKi Megia 3a3Hann 3HauHumx BTpaT y 2022-2025 pokax, npoTe BogHOYAC Bifbynocs 3pocTaHHsA LMdpoBoro
CerMeHTa, 36iNbLLeHHA Ha PUHKY YacTK1 OHAaNH-Meaia, a TakoX MNiABULLLEHHA PiBHA MeZiarpaMOTHOCTI HaceNeHHs.
MpakTMyHa LiHHICTb JOCAifXeHHs nonsrae y GopMyBaHHI pekoMeHAauil WoAO CTIMKOro Po3BUTKY KpeaTMBHUX
IHAYCTPIM Yy Megia, 30kpeMa y Hanpsamax UuppoBisaLiii, 3a/yYeHHs iHBeCTULiM Ta iHTerpalii B €BpOMNencbkui
Ky/NIbTYPHUIA NpOCTip. TakoX NpakTU4Ha LiHHICTb AOCNIAXKEHHA MOAATaE Y PO3POOJAEHHI KOHKPETHMX 3axOAiB, a
came: nporpamu nNiABULLEHHSA LIMGPOBOI KOMMETEHTHOCTI, MOAATKOBUX CTUMYAIB A8 MeZiaeKCMOPTHUX MPOEKTIB,
MOZAEeNOBaHHI ribpngHoro diHaHCcyBaHHA A8 KiHO Ta BWAABHWLTBA, AKi MOXYTb OYyTW BMKOPWCTaHi ypasoM,
JOHOPaMU Ta yYaCHUKaMUN PUHKY

KnrouoBi cnoBa: komyHikaLii; KyabTypHi iHAYCTpIl; WTy4YHWIA iHTENeKT, UMPPOBI Megia; UndpoBiaLis; TBopya
JifNbHICTb
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