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Description of the goal,
tasks and
main results the research

The main goal of the research is to identify how Zennials'
emotional reaction to the international social networks ban in
2022 influences their attitude to Russian social networks
(based on the VK case).

Research tasks were:

1. Justify relevance of the emotional attachment towards
social networks of Zennials.

2. Study examples of worldwide disconnection from
social networks and current situation on the Russian
market of social networks.

3. Identify the main patterns of consumer behaviour
(emotional reaction strategies) of Zennials after the
block of several social media.

4. Determine how the emotional reaction to the
international social networks ban influenced attitude
towards VK, intensity of engagement with VK,
satisfaction with VK.

5. Define main users’ profiles of Zennials based on the
emotional reaction strategy chosen.

6. Explore differences in  profiles regarding
technographic characteristics.

7. Develop a set of recommendations for content
producers, add-owners, bloggers, companies, and VK
developers on how to communicate on the VK
platform.

There have been changes in attitude towards and satisfaction
with VK based on the emotional reaction of Zennials to
international social networks ban. Three completely different
profiles of end-users (Disappointed Pragmatics, Negative
Skeptics, Positive Accomodators) with distinct attitude
towards VK, intensity of engagement with VK, satisfaction
with VK, and technographic characteristics were defined.
Detailed profiles and practitioner recommendations were
developed as a result of the study, along with the theoretical
contribution.
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AHHOTAIIS

ABTOp WNnusa Mapus HukosiaeBHa
HayuHblil pyKOBOJIUTEID AnkanoBa Onbera HukonaeBHa, K.3.H., TOIIEHT Kadepbl MAapKETHHTA
Hazanue BKP Biusinue 3ampera  MEXIyHApOJHBIX  COLMANIbHBIX CETed Ha

OTHOIIICHHWE TOTPeOHTENe K POCCHIICKAM COLMAIBHBIM CETSM: Ha
npuMepe conuanabHoi cetn VK

Onucanue LeId, 3agad H
OCHOBHBIX
PE3YJIbTATOB UCCIICIOBAHHMS

OcHOBHasI 1IeTb MCCIICIOBAHUS - ONpPEACIUTh, KaK dMOIIMOHAIBHAS
peaxkuus MpeCTaBUTENECH MOrpaHUYHOrO Y -Z MOKOJICHUS Ha 3aIpeT
MEXKIYHApPOJHBIX COIMANBHBIX ceTeld B 2022 romy BIMsIET Ha WX
OTHOIIIEHHE K POCCHHUCKUM COIMAIBHBEIM CeTIM (Ha TIpuMepe
coruanbHoi cet VK).

HccnenoBarenbCcKUMU 3a1a4aMu OBLITH:

1. OOocHOBaTh aKTyaJbHOCTH 3MOIIMOHAILHOW MPUBSI3aHHOCTH
MPEICTaBUTENEH  IMOIPaHMYHOrO Y-Z  TMOKOJEHHUS K
COIIMATBHBIM CETSIM.

2. H3yuuTh mpuMeEphl OTKIHOYEHHUS OT COLHUANBHBIX CETeU IO
BCEMY MHPY U TEKYIIYI0 CHUTYyallMI0 Ha POCCHUMCKOM DPHIHKE
COLMANIbHBIX CETEH.

3. OmpenmenwTh  OCHOBHBIE  MOAETH  IMOTPEOUTEIHCKOTO
noBejicHUsT  (OIMOIMOHAIBHBIC ~ CTPATETWH  PCaKIHH)
MpeICTaBUTeNell TOTPaHUYHOTO Y-Z TIOKOJEHUS TI0CIe
OJIOKUPOBKH HEKOTOPBIX COIMAILHBIX CETEH.

4. OmnpenenuTh, Kak SMOIMOHANBHAS peEakIus Ha 3ampeT
MEXKIYHAPOJHBIX  COIMAIBHBIX  CETEH  TOBIMsIIA  HaA
otHomienne k VK, maTeHCcHBHOCTL B3auMonaehcTsusa ¢ VK,
ynosnerBopeHHocTh VK.

5. Paspabotath mpodunu mpeacTaBuTeNeH MOTPaHUIHOTO Y -Z
MTOKOJICHUSI Ha OCHOBE BBIOpAaHHOW  AMOIIMOHATLHOM
CTpaTerny PeaKilyy.

6. Wzyuuts  pasznmuuus B npoduisx, Kacaroluecs
TEXHOTPaUIECKUX XAPAKTCPUCTHK.

7. llpennoxute pAns co3jgaTesied KOHTEHTA, BIAaJEIbIIEB
pekiambl, OJorepoB, KoMmmaHuii u paspabotunkoB VK
PEKOMEHIAITNN KaK KOMMYHHUITUPOBATH C MOJIH30BATEISIMUA B
VK.

beumm  oOHapyxeHBI ~ W3MEHEHHS B  OTHONIEHMH K |
yaoBieTBopeHHOCTH VK Ha OCHOBaHWMW 3MOIMOHAIBHOW PEaKIIHU
MpeACTaBUTENCH MOTPAHUYHOTO Y-Z TIOKOJICHHsT Ha 3ampeTr
MEXIYHApOJHBIX COIMANBHBIX ceTed. bbpuin ompeneneHsl Tpu
COBEPIICHHO pa3HbIX Mpoduis mosb3oBatened (PazouapoBaHHbIC
[Iparmatuku, HeraTtuBHbie CKenTuky, ITo3uTuBHBIE
[IpucriocoOmenipl) ¢ pasauyHBIM ~ OTHomeHneM K VK|
WHTEHCHBHOCTRIO B3anMozeicTBus ¢ VK, ynosnerBopennocthio VK
U TEXHOTpa(HUECKUMHU  XapakTepUCTHKaMH. B  pesynbraTe
uccienoBaHus — ObTM  pa3paboTaHbl  MOAPOOHBIE — MPOQIIH
MOJIL30BaTENICH U PEKOMEHIANNH JIJIS TPAKTHKOB, a TaKke 0003HaUYCH
TEOPETUUECKUM BKJIAJl UCCICAOBAHMUSL.

KiroueBrle ciioBa

CornanibHbIC CETH, YMOIMOHAJIbHAS IPUBA3aHHOCTD, MPEICTABUTEIN
IIOPAaHUYHOrO  Y-Z  MOKOJEHUS, 3alpeT  MEXIyHapOIHBIX
COIMANIBHBIX ~ CEeTeH, OMOIMOHAJbHBIC  CTPaTeTMH  PEaKIIWH,
orHomieHne K VK, wuHTeHCHMBHOCTH B3amMoneicteust ¢ VK,
ynosierBopeHHOCTh VK, TexHOrpadudeckne XapaKTEpPUCTHKH,
PO UM MTOJIE30BaTEIIEH.
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Introduction

In today's society, social networks have become an integral part of modern life, with
the number of online users growing at a rapid pace. As of January 2022, Russia had a total
population of 145.9 million, with 129.8 million of them being internet users, representing an
internet penetration rate of 89.0 per cent. According to DataReport (2023), the number of active
social media users in Russia has been steadily increasing over the past five years and reached
106 million people in 2022. However, the development of social networks faced new
challenges in February and March 2022, with the blocking of Meta*! products and TikTok's
refusal to serve Russian users. Consequently, there is a need to analyze the changing behavior
patterns and preferences of Russian consumers.

Topic relevance

The ban on some social networks has created an unprecedented situation, forcing the
Russian internet audience to search for new platforms for communication, blogging, and
earning from advertising. This influx of authors and audiences to new platforms has created a
need to understand how the change in attitude towards social networks in Russia contributes to
consumers staying on or shifting to alternative social networks. Moreover, businesses faced the
challenges as they needed to satisfy the desires of shifted audiences.

The social network VK was chosen as the main alternative social network for study due
to its boom in growth after the ban of several social media networks. The number of VK users
has grown from 46 million to 50 million between January and July 2022, making it relevant to
study the influence of International Social Network Ban on Consumers’ Attitude to Russian
social media based on VK platform. Additionally, the study focuses on Zennials, as they are
the main consumers and users of social networking sites.

The novelty of this research is demonstrated by the absence of similar studies on this
topic after the restrictions appeared in the media industry. Thus, this study aims to address this
gap and create a foundation for other academic researchers studying consumers' behavior and
changes in attitude to social networks in Russia after the restrictions on several social networks.

The research will allow content producers, add-owners, bloggers, and companies to
improve their offerings on the VK platform as the main alternative to banned social networks.
All these factors demonstrate that the chosen topic is relevant to the current situation in the
Russian market of social networks.

Research gap and problem statement

1 *Considered an extremist organization in Russia



There is a limited understanding of how Russian consumers met the restrictions of some
social networks. In addition, there is not so much research that studies this phenomenon. The
research problem that is a part of the current research gap can be described as the following
question: “How attitude towards the international social networks ban influenced consumer
behavior on VK platform?” Moreover, satisfaction with and intensity of engagement with
existing platforms were also influenced by the current situation. Such conditions facilitate the
necessity to know how to communicate with end-users on the main alternative domestic social
network. This master's thesis is aimed at answering the research problem mentioned above.

Research questions

In order to address the research problem, the following research questions were
formulated:

1. What are the typical behavioural patterns (emotional reaction strategies) of Zennials
after the block of several social media?

2. How Zennials’ emotional reaction to the international social networks ban influenced
the attitude towards VK, intensity of engagement with VK, satisfaction with VK?

The object of this master's thesis is Russian Zennials who use social networks. The
subject is the change in attitude to social networks in Russia after restrictions based on the VK
platform.

Goal and tasks

The main goal of the research is to identify how Zennials' emotional reaction to the
international social networks ban in 2022 influences their attitude to Russian social networks
(based on the VK case).

In order to address the research goal, the following research tasks were formulated:

1. Justify relevance of the emotional attachment towards social networks of Zennials.

2. Study examples of worldwide disconnection from social networks and current situation
on the Russian market of social networks.

3. Identify the main patterns of consumer behaviour (emotional reaction strategies) of

Zennials after the block of several social media.

4. Determine how the emotional reaction to the international social networks ban
influenced attitude towards VK, intensity of engagement with VK, satisfaction with

VK.

5. Define main users’ profiles of Zennials based on the emotional reaction strategy chosen.

6. Explore differences in profiles regarding technographic characteristics.



7. Develop a set of recommendations for content producers, add-owners, bloggers,
companies, and VK developers on how to communicate on the VK platform.

This master thesis consists of an introduction, three chapters, a conclusion, a list of
references, and appendixes.

The first chapter consists of a literature review, a description of the main theories used
and conceptual model framing. Also, similar practices of social networking sites’ restriction in
different countries and worldwide were discussed.

The second chapter is devoted to the selection of research methods, the design of guides
for in-depth interviews and online questionnaires, the process of data collection, descriptive
statistics of the collected data and the results of the qualitative study.

The third chapter contains an analysis and results of the data collected from the
quantitative study, and recommendations for practitioners and researchers as well as limitations
and further development of the topic under analysis.

Finally, conclusions were summarized at the end of the master thesis.



Chapter 1. THEORETICAL ANALYSIS OF ZENNIALS PERCEPTION OF
SOCIAL NETWORKS AFTER THE BAN

1.1. Emotional attachments towards social networking sites

Social networking sites have become a crucial aspect of human life, as well as necessary
elements for businesses and marketing purposes. Social networking refers to online platforms
where people can create public or semi-public profiles and connect with other users (Boyd
D.M., Ellison N.B., 2007). This definition is in line with that of the Cambridge Dictionary,
which defines a social network as “a website or computer program that allows people to
communicate and share information on the internet using a computer or mobile phone”
(Cambridge Dictionary, 2023).

Right now, making coffee is not the first thing that you do in the morning, but rather
social network scrolling. Consumers of social platforms all over the world send messages and
posts to each other, communicate in direct messaging, put likes, and perform other social
integrations with family and friends, acquaintances and even strangers. By doing so users fulfill
their various needs and desires in receiving information, social network interconnection, time
passing, entertainment, organizational communication and much more (Zhang M., Xu P., Ye,
Y., 2022).

With the growing role of social networks in people's lives, users develop emotional
connections and attachments to their preferred social media platforms (Harrigan P. etc., 2017).
An attachment could be defined as a system of internalized representations that are based on
previous experiences with notable figures. They mediate close relationships, reflect specific
insights and emotions, and influence how an individual interacts with other people (Mikulincer
M., Shaver P. R., 2012).

Research examining emotional connections with social media platforms gained
momentum in the 2010s. Variety of emotions that users experience when using social networks
were studied, ranging from healthy and controlled use (Brailovskaia J. etc, 2022) to addiction
and problematic use (Servidio R. etc., 2021). A good example could be a study done by Chiu
and co-authors in 2013 when Facebook?* users demonstrated a positive relationship between
a sense of well-being, pleasant emotions related to the visit to the Facebook* platform and
increased users’ loyalty to this social networking platform (Chiu C.M., 2013). A similar study

was conducted by Kohl and Gétzenbrucker in 2014. They concluded that if end-users interact

2 *Considered an extremist organization in Russia

10



with their favorite social network, they tend to encounter comfort and warmth, positive
emotions in other words (Kéhl M.M., Gétzenbrucker G., 2014).

Social networking usage therefore can be beneficial, because it allows you to interact
with your old friends and make new ones. Moreover, social media platforms help in
maintaining social communications and social relationships with like-minded peers who share
common interests and hobbies (Kuo F. Y. etc., 2013). Thus, social media interaction helps in
satisfying an individual’s need for social connection and relationships. Social networks are also
advantageous for people who would like to escape reality. In a world where there is a lot of
uncertainty in the real-life virtual world, the world of social interactivity enables separation
from problems and hardships of real life. Social media is perceived as a world full of fantasies
and pleasures (Graciyal, D. G., Viswam, D., 2021).

On another side, excessive communication through social media can lead to social
dysfunction that is addictive, causing emotional distress (Marino C., Gini G., Vieno A., Spada,
M. M., 2018). According to the Social Comparison Theory, this happens when end-users
experience stress because they believe that the lives of other users are more interesting and
entertaining than their personal ones based on the social media content that these people post
(Park S. Y., Baek, Y. M., 2018). These feelings were greatly put by Alfasi in the following
quote: “The grass is always greener on my friends’ profiles” (Alfasi Y., p.111, 2019). As a
result, end-users undergo negative feelings related to their personal well-being, life satisfaction,
and overall mood (Zebroski M., 2019).

It was also found that people who experience envy levels have mindless social network
use, while users with controlled and thoughtful leverage of social platforms tend to make fewer
social comparisons and therefore be happier with their interactions on social networking
(Zebroski M., 2019). Consequently, even though we can argue about different effects of social
network usage, one is confirmed — there is a great level of emotional attachment (positive or
negative) associated with social networking sites by end-users.

Enterprises and companies realize the great opportunities that social media platforms
grant to them too. That is why you can hardly find a company that is right now not present on
social media. Any enterprise, even the smallest today, has its own social network account where
end-users can find overall information about the organization, see its functionality and services
provided, and check how responsible is the organization’s management. Social networking
creates a unique opportunity to establish new business contacts with people from unexplored
markets to gain new customers or contractors (Kazienko P., Szozda N., Filipowski T., 2013).

For example, Sberbank together with VK launched the first youth project, the Sberbank

11



chatbot, which helps users master financial literacy and gives exclusive stickers. The chatbot
talks about money, how to earn it and how to save, thereby attracting the attention of young
people to the brand- name Sberbank (Sostav, 2017).

Therefore, social media platforms now became a point of contact and communication
between customers and businesses. For a business, it's pivotal to understand its customers and
be able to meet their needs and hidden motives. Thus, businesses must know and be able to
respond accordingly to the current situation in the social networking market which is
characterized by instability and great uncertainty in Russia. To do it successfully businesses

should be aware of the target audience that they interact with through social media platforms.

1.2. Generations Theory

According to a global customer engagement software company Khoros the most active
users of social networking sites are people aged from 18 till 29 years old (Khoros, 2022).
Understanding Zennials' perceptions of and attitude to social networks can help companies and
marketers better target this generation, as they are a significant consumer demographic.

Based on the classical approach to the generations these are representatives of
Generation Y and Generation Z. Each generation has its own values, beliefs, lifestyle, motives,
and attitudes. Because of rapid technological development the characteristics of consumer
behavior differ significantly between them and should be investigated. This sub-paragraph is
dedicated to determining the distinctive features of generation Z and generation Y separately.

Moreover, peculiarities of borderline generation in social networking are discussed in detail.

1.2.1. Peculiarities of generation Y in social networking

Millennials, also known as Generation Y, were born between 1981 and 1996, and
currently range in age from 26 to 41 years old (Radaev V. V., 2019). They are referred to as
Digital Natives because they were the first generation to grow up in the era of the Internet, and
therefore have been exposed to global interactivity from a young age (McMillan S. J., Morrison
M., 2006). In addition, they were the pioneers of social networking and were the first to
communicate with friends, family, colleagues, and acquaintances through these platforms
(Vogels E. A., 2019).

In terms of their consumer behavior, Millennials tend to make emotional choices when

it comes to products, but rational decisions when it comes to retailers, as they have access to a

12



wealth of information (Barton C., Fromm J., Egan C., 2012). They spend time researching
before making a decision and tend to stick to their preferences. They prioritize their values,
such as economization or a healthy lifestyle, and search for products that align with these values
(Oganisjana K., Bak M., Kozlovskis K., Andersone, 1., 2022).

Millennials have a strong influence on purchasing decisions and are particularly
concerned with image, brand, and social profile (Ordun G., 2015). They value flexible working
hours and access to vegan and vegetarian food. They often rely on financial support from their
families and may not feel that they earn enough money even if they have a job. This raises
questions about their loyalty to their profession and work (Neohr, 2020).

This generation is ambitious and willing to pay for high-quality, long-lasting products
and services (Finneman B., Ivory J., Marchessou S., Schmidt J., Skiles T., 2017). They live by
the motto "Living here and now" and prioritize spending money on interesting activities rather
than saving for future investments like buying a home. In Russia, Millennials are often
associated with narcissism and a focus on pleasure (Drobysheva E.E. (2016). It's important to
note that not all Millennials have the same economic and behavioral practices, due to factors
like age and historical events they have experienced.

On social networks, Millennials prefer infographics and videos and spend several hours
a day scrolling through them. They seek out high-quality content that helps them develop their

desired, often idealized, image in both social media and real life (Zemskova E.S., 2019).

1.2.2. Peculiarities of generation Z in social networking

Generation Z, currently aged between 10 and 25 years old, encompasses individuals
born between 1997 and 2012 and represents the largest consumer group worldwide. This group
has grown up in an era of affordable internet, smartphones, laptops, and free access to digital
media. Their consumer behavior is characterized by a preference for purchasing goods and
services online, with tablets and smartphones being their primary means of information search,
product selection, and payment (Singh A. P., Dangmei J., 2016).

This group is often referred to as digital consumers, with their constant online presence
for studying, working, watching series, and spending several hours a day on social media.
Before making purchases, Generation Z seeks out information, conducts research, and reads
reviews to evaluate their options. They are highly informed, and pragmatic, and make analytical
decisions based on available digital literature. Additionally, they are interested in collaborating

with brands, employers, and leaders, and supporting innovation and creativity. This group
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consumes information in a fragmented way, leveraging multiple devices simultaneously (Curtis
B. L., Ashford R. D., Magnuson K. I., Ryan-Pettes S. R., 2019).

Social media platforms are the main channel for advertisement delivery, with a focus
on visual content and the shortest formats possible. Social network changes based on the
demands of representatives of this generation (Grigoreva E. A., Garifova L. F., Polovkina E.
A., 2021). Generation Z representatives use social networks as the main source of information
and entertainment (Wada H., 2019). They can easily shift from the real world to the virtual one
and perceive them as complementary worlds. In social networks, they actively express their
feelings and emotions in personal blogs, comments, direct messages and blogs and groups of
others. They use as well as create a lot of content nowadays (Dolot A., 2018).

Russian Generation Z will be different from the same age group in Europe. Firstly,
highly progressive and well-digitally educated users could be seen only in cities with a
population of more than 1 million, whereas representatives of other regions in Russia will be
different due to the poverty, low digital and technological progress, and lack of willingness to
change. Secondly, Russian representatives of Generation Z will be more conservative and

comfortable with traditions (Vyugina D., 2019).

1.2.3. Peculiarities of borderline generation in social networking

As digitalization continues to grow, businesses must reconsider how they segment and
effectively communicate with their customers. The traditional method of separating
generations with a 15-year gap is becoming outdated and inaccurate due to rapid technological
progress and innovation. People born at the beginning and end of this 15-year period exhibit
different behaviors and attitudes, making it obvious that Millennials born in 1980 and 1996
cannot share the same outlook and habits due to their vastly different experiences with
technology.

Currently, the trend is towards studying micro-generations, which can help in better
understanding users' emotions, feelings, and behavior within a given area of exploration. This
understanding can be further enhanced by comprehending the available technology and how it
influences the perception of purchase, money, and communication. Instead of a 15-year gap,
micro-generations experience shorter periods that occur at the end of one generation and the
beginning of another. An example of such a micro-generation is the Zennials.

Zennials are individuals who demonstrate characteristics of both Generation Y and

Generation Z, representing consumers with mixed expectations (WGSN, 2020). In this thesis,
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we will refer to individuals born between 1993 and 2000 as Zennials (PYMNTS, 2023). The
characteristics that are typical for Generation Y, Generation Z, and Zennials can be best

described by the following picture:

Millenials Zennials Gen Z

Digital first Tech and social savvy Digital native

Overworked Resilient N()stzllgic Entrepreneurial SCI f—taught
and underpaid

Meme lords Socially and Realistic Resourceful

cmnti(;nal[_v
Idealistic Adaptable Skeptics intelligent

Experience-driven
Iconoclastic Pragmatic

. - ’l uid
b(’lf—awarc Eco-conscious (identities and beliefs)

Figure 1.1. Differences and similarities of generations Y, Z, and Zennials
[Source: (WGSN, 2020)]

Zennials are the main users of social networks right now and are tech and social experts
with high emotional intelligence and entrepreneurial mindset who value authenticity and work-
life balance and are flexible pragmatics. Focusing on Zennials can be advantageous for
businesses as it allows for a deeper understanding of their psyche, peculiar reactions to certain
events, and behavior patterns. By studying both generations, businesses can conclude inherent
patterns and choose more general messaging that can satisfy a larger number of customers.
Additionally, this approach assists businesses in understanding the variety and disparity within
the group and the connection between Generation Y and Generation Z. In other words,
companies must understand Zennials and their links to both generations to deliver more
effective marketing campaigns.

However, there is currently a lack of research and studies that focus on the borderline
generations. This study aims to understand how Zennials' perception of and attitude to social
networks in Russia has changed over time. To achieve this goal, the current situation in the
Russian social networking market needs to be analyzed. This analysis is necessary to provide
businesses with recommendations on how to act and continue to be successful in fulfilling

clients' desires.
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1.3. Current social media landscape in Russia.

To better analyze the current situation of the social media market in Russia we need to
consider the previous practices common for the Russian market of social networks prior to
February 2022, sequence of events that occurred in February- March of 2022, and following
circumstances and changes in the Russian market of social networks.

The most popular social networks worldwide as of January 2022, ranked by number of

monthly active users in millions are presented below:

Figure 1.2. Most popular social networks worldwide as of January 2022, ranked by

number of monthly active users (in millions) [Source: (Statista, 2022)]

As for the Russian market in 2021 before any changes in social media, the leading social
media platforms in Russia were WhatsApp (80.9% respondents’ penetration), VK (76.4%),
Instagram®* (63.7%), Telegram (50.8%), TikTok (46.6%), Odnoklassniki (45.1%), Viber
(40.7%), Facebook* (30.3%), Skype (16.9%), Pinterest (13.8%), Facebook* Messenger
(12.5%), Twitter* (11.7%), iMessage (10.3%), Discord (8.4%), Snapchat (8.2%) (Statista,
2022).

However, considering a chronological sequence of events such media platforms as
Instagram™, Facebook*, TikTok, and Twitter* were blocked at the legislative level (Cossa,
2022):

3 *Considered an extremist organization in Russia
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e 24th of February — the beginning of the special military operation and the start trend of
the growth activity in Telegram and VK and negative growth of Instagram** and
Facebook™* activity.

e 4th of March - Twitter* and Facebook™ were blocked at the request of Roskomnadzor.
Google and YouTube have suspended the display and sales of contextual advertising in
Russia.

e 5th of March - Meta* company has paused advertising on Instagram*.

e 6th March - TikTok has restricted its platform for users from Russia.

e 7th of March - SIRUS and TenChat were ranked in the top of the most downloaded in
Russia.

e 10th of March - YouTube has stopped all monetization functions for bloggers from
Russia.

e 14th of March - Instagram* and TJournal were blocked at the request of Roskomnadzor.

e 21st of March — Meta* was recognized as an extremist organization.

Therefore, Twitter*, Facebook*, Instagram*, and TikTok stopped working in the
territory of the Russian Federation. Such a policy affected the behavior of online social media
users. The table below demonstrates the reduction of users from February 24 to March 15, 2022
(Statista, 2022).

3318 33773343

127 127 118

@ February 24, 2022 (before the bans) @ March 15, 2022 (after the bans)

Figure 1.3. Daily users of social media before and after bans of Facebook*, Instagram*,
and Twitter* in Russia on February 24 and March 15, 2022, by selected platforms (in
millions) [Source: (Statista, 2022)]
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Moreover, based on the data collected by Mediascope for Forbes, the daily audience of
Facebook®* and Instagram* has decreased by 8 and 4 times respectively from January to July
2022. Mediascope calculated the data of Instagram* and Facebook* in two sections —
considering sessions of any duration and considering sessions lasting from 5 minutes or longer.
The first case also takes into account occasions when a consumer logs into Facebook* or
Instagram™ apps but logs out immediately because nothing works or updates due to the
blocking.

Audience on Instagram™ fell by 3.5 times from 37.8 million in February to 10.6 million
in July. If we talk about sessions that lasted longer than 5 minutes, then the number of users
decreased even faster here. From February to March, the audience fell by 41%, from 28.9
million to 16.9 million users, and from March to April it decreased almost three times — to 6
million people. By July, the average daily reach of the Instagram™* mobile apps had dropped to
5.5 million. The audience of the Facebook™* social networks decreased 4.7 times, from about 9
million users in February to 1.9 million in July. At the same time, 2.7 million people spent
more than 5 minutes on the Facebook™* app in February, and only 305,000 users in July (Forbes,
2022).

RBK agency provides the following information about the situation in the Russian market

social media:

«BKoHTakTe» Telegram

R0 s, _/—/

Instagram TikTok

~— e e a
/\. sz v/if/\u 33.428
34,181
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«OAHOKNACCHUKIS Facebook

19,806
- il e

Twitter Snapchat

1.273 1178
-— -

Fig. 1.4. Daily audience in Russia on mobile devices and desktops, in millions
(people over 12 years old.) [Source: (RBK, 2022)]

There are social media platforms that benefited from the ban of some social networks.
The most noticeable growth in the number of users occurred on the Telegram messenger: in
six months, its audience grew by 66%, from 25 million in January to 41.5 million people per
day in July. The audience of the VK has grown from 46 million people in January to 50 million
in July, according to Mediascope data. But the growth of the social network's audience has
slowed down significantly since March.

Chief Analyst of the Russian Association of Electronic Communications (RAEC)
Karen Kazaryan states that it could have happened because in March 2022 the great influx of
audience was due to the users who needed to promote their businesses, in other words, required
VK for work. Rest users still preferred to follow banned media platforms through VPN (Forbes,
2022). Despite the slowdown of new audiences, the activity on VK increased. The time that
users spend on this social network has increased by 7% from January to July 2022.

Therefore, in the Russian market, popular social media platforms used by millions of

people have been banned, leading to significant audience shifts to other social media platforms.

1.4. Disconnection from social network worldwide

Great changes that occurred in the Russian market of social networking sites were
unique for our country, however on a worldwide level such a scenario is not totally new. People

from different countries experienced a disconnection from particular social networking sites.
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For example, since 2009 Meta®*-owned Facebook* and Twitter* have been blocked in China.
It was a part of the government's crackdown on activists after the mass riots in Xinjiang
Province. In addition, WhatsApp and Instagram*, Meta*’s messaging, and photo- and video-
sharing platforms were also blocked. In the same year (2009) Facebook* and Twitter* have
been banned in Iran against the backdrop of disputed elections and mass protests limiting the
opposition to the public government. In 2016 North Korea officially blocked Facebook* and
Twitter*. The same social media platforms were banned in Turkmenistan. In 2020 the Indian
government banned TikTok as a move of retaliation to clashes between Indian and Chinese
forces at the Himalayan border. Finally, Twitter* was blocked in Nigeria due to the deletion of
the Nigerian president's tweets and postponing his account (Time, 2022).

Blockage of popular social network platforms caused distinct reactions from end-users.
While analyzing open sources and materials we can get examples of people’s attitudes and
opinions in a lot of many forums. For example, on the forum Web2asia the following comments
can be found related to the ban of Twitter* and Facebook* in China in 2009 (Web2Asia, 2009):

e “I've gota VPN, so I don't have any problem with it”.

e “I’m getting tired of having to work around internet sites. I want to be able to come
home from work and talk to my son on Facebook*. Unfortunately, this is not an option
anymore. Could someone please tell me if they have found a way to combat this?
Thanks”.

e “It’s probably temporary and you don't have the emails/phone numbers of the people
you contact on Facebook*? Well, that's unfortunate. “How do I keep in touch with
friends???" You can call them, email them, IM them, send them a postcard, etc. Wow”.
Another forum Quora demonstrates the following comments on the question “Do you

think China has done the right thing blocking Facebook* in the country?” (Quora, 2020):

e “Absolutely right. Many Chinese have some doubts about blocking Facebook*, but
most of them believe it is an absolutely right action...”

e “Idon’tknow. I generally support freedom of information and more information rather
than restricting the flow of information. At the same time, there are a lot of people that
don’t like Facebook™® and think it should be banned....”

e “What can I say? Emmm. We, human beings, actually do not have absolute freedom.
We do not have the freedom to kill other people if we wish to do that. And after all, our

human nature has certain defects, for example, greed (which is also a major driving
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force to push us to develop.) We enjoy all the freedom we enjoy because our freedom

is restricted. We are both restricted and protected by law...”

Therefore, practice shows different reactions of people to the separation from social
networking sites.

Coming to fundamental studies done to analyze the user’s reaction towards the ban of
social networking sites, one should pay attention to the case of Meta’ company worldwide.
There was an interesting case when three of Meta*'s most popular social media companies
went down on October 4th of 2021. This failure caused a worldwide “outage” for 6-7 hours
when billions of people were not able to access the social media accounts of Meta* company
that include Facebook*, Instagram*, WhatsApp, and Messenger. During this lack of access,
users experienced different levels of stress. Discomfort, annoyance, boredom, happiness, relief
and feeling of separation from the world were just a plethora of feelings that occurred (Israeli
Internet Report, 2022).

Due to the widespread usage of social networks, the shutdown caused shock, as it was
both unexpected and unprecedented. This is why end-users could not prepare themselves for
such a shutdown (Sismeiro C., Mahmood A., 2018). Because of this outage users flood across
to other social media platforms (Massie G., 2021).

During this disconnection users experience different feelings. Eitan and Gazit
conducted an online survey in two days following the shutdown to examine what was the
emotional experience that end-users underwent. Based on the content analysis researchers
pointed out 4 main feelings that were common to the users of social networks blocked.

Firstly, there was a group of people that felt anxious at first due to the unexpected
shutdown but then realized that it's a problem worldwide and started just waiting till this issue
will be resolved by the IT department of Meta* company. The second group of users had
strongly negative feelings when they realized that they could not use their favorite social
networks even for 6 hours. They felt disconnected from the entire world and all pivotal
information that they could check through social networks. On top of it, this group was very
worried that they are separated from their family members, friends, colleagues, and
communities. The third kind of reaction was related to positive feelings. Respondents that
answered in such a manner emphasized that they encountered the joy of missing out and were

glad that at least today it wasn’t necessary for them to scroll through social media. Finally, the
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fourth group stated indifference towards what was going on. Users reported neither good nor
bad feelings. They were more apathetic (Eitan T., Gazit T., 2023).

A similar study was conducted by Shousha and Abdelgawad who examined the feelings
experienced during the outage from the Egyptian perspective. The result of their online survey
revealed 3 categories of feeling when 56.6% of respondents expressed boredom, frustration,
and separation, 33.3% were relieved and mentioned feelings such as relaxation and comfort,
and preserved this situation as an opportunity finally to have a break from social media usage
and last but not least 10% stated that they didn’t consider this accident as a universal problem
and were ok with this (Shousha N. M., Abdelgawad L. R., 2021). Results in absolute values
could be seen below:

200 170
150
100 100
100 o 70
50 5 30
10 20
0
normal feelings negative feelings knowing by chance

total male female

Figure 1.5. Feeling during the outage in 2021
[Source: (Shousha N. M., Abdelgawad L. R., 2021)]

Therefore, based on these studies described, we can see that there are different
emotional reaction strategies that end-users can come up with while dealing with the block of
distinct social networking sites. For the purpose of this study by emotional reaction strategies
we will define the feeling that Russian end-users experienced and continue to experience right
now due to the block of Instagram®*, Facebook*, and Tik-Tok social networking platforms.
Conditions of each country and therefore each social media audience are so unique that to
elaborate more on the actual emotional reaction strategies that were developed by the Russian
end-users in the current situation, there is a need to conduct separate exploratory study to get
insights into what people's feelings and therefore emotional reaction strategies chosen are.

Exploratory study will be discussed in the next chapter.

8 *Considered an extremist organization in Russia
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1.5. Determination of the research model

The current situation on social networking sites in the Russian market is characterized
by the ban of some popular social media platforms that were used by millions of people and
great shifts of audiences to different social media. As soon as VK is the social network with
the largest audience in the Russian market and is the main alternative for users there is a need
to look at this platform in more details.

The VK is a Russian social network headquartered in St. Petersburg, which was founded
and officially registered in 2006 by Pavel Durov. This social network was created as an analogy
to the social network Facebook®*.

Initially, it was possible to register here only by invitation, but soon registration opens
for everyone. At the same time, an advertising campaign was launched to attract new users.
The most active promoters were awarded prizes — Apple products: iPod video, iPod nano, and
iPod shuffle (SMMX.ru, 2022). The detailed milestones in the development of VK could be
found in Appendix 1. VK for the last couple of years has undergone tremendous changes in
interface and functionality. Right now, VK is more like an ecosystem that includes such
functions on its interface as my page, news, messenger, calls, friends, photos, music, video,
clips, stories, games, advertising, mini-apps, VK pay, job, bookmarks, files, etc.

While choosing whether to stay on or shift to any social network, users assess their
attitude to this platform. According to the Theory of Planned Behavior, an individual's attitude
towards a particular behavior is one of the most significant predictors of his or her intention to
engage in that behavior. Attitude is a person’s positive or negative feeling that is influenced by
the convictions required for action (Mahmoud A.B., 2013). Attitude refers to the evaluation by
an individual of how favorable or unfavorable an act is. Researchers Ajzen and Fishbein
showed that attitude depends on an individual's beliefs and the evaluation of those beliefs
(Ajzen 1., Fishbein M., 1969). Attitude is also influenced by judgments of the ethicality of an
act (Ellis T.S., Griffith D., 2000) and has its roots in people's characteristics and moral
development (Kohlberg L, 1975).

Attitude is developed out of behavioral beliefs and subjective outcome evaluations
(Ajzen 1., 1991). Attitude is composed of instrumental and affective beliefs of performing the
behavior (Ajzen 1., Driver B.L., 1992). Instrumental beliefs about the behavior take into

consideration the use or cost benefits of performing the behavior. Experiential or affective
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beliefs about the behavior take into consideration the emotional benefits of performing the
behavior. In other words, behaviors can be considered important because of their perceived
usefulness or because of their perceived enjoyment value. For the purpose of this study, the
attitude was defined as a consumer’s evaluation (positive or negative) towards VK social
platform as the main alternative to banned social platforms. By the behavior we comprehend
the intensity of engagement with VK based on the technographic scale that was developed by
Center for Strategic Marketing and Innovations, GSOM (Center for Strategic Marketing and
Innovations, 2018).

From an academic perspective, there is evidence to suggest that attitude towards social
media can have a direct impact on the intensity of engagement with this social media. For
example, Baker and White supported the classical theory of TPB that attitudes towards social
media predict use of it (Baker R. K., White K. M., 2010). Group of researchers conducted a
study based on the Facebook* platform and proved the same (Raza S. A., Qazi W., Shah N.,
Qureshi M. A., Qaiser S., Ali R., 2020). Based on the TPB and previous studies the first
hypothesis should be stated:

H1. Attitude towards the VK positively influences Intensity of Engagement with VK.

Any creator of a social media network has the desire to make his or her social platform
the most attractive one. The task becomes even more challenging when a social network needs
to retain followers. This requires continuous changes and updates in the interface, functionality,
special features, and benefits that social platforms offer for their users. The more end-users are
happy during engagement with social media, the more they are satisfied with it and therefore
recommend it to others. Indeed, for a social network to thrive it is necessary to maintain a
competitive advantage that motivates continuous use and consequently lead to great
satisfaction. Thus, it seems necessary to add satisfaction with social networks into the model.

Customer satisfaction is one of the most studied concepts in marketing. It is defined by
different researchers in distinct ways. It can be determined as the result of meeting the
expectations of customers regarding the performance of the product or service and is
determined by a comparison between previous expectations and impressions of what was
gained by the client (Oliver R. L., 1980). He, Li, and Harris in 2012 defined customer
satisfaction as the fit between the performance of the brand and customers’ expectations (He
H., Li Y., Harris L. 2012). Other explanations were proposed by Delgado- Ballester and

Munuera-Aleman (Delgado-Ballester E., Munuera-Aleméan J., 2001) and Schau, Muniz, and
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Arnould (Schau H., Muiiiz A., Arnould E. (2009). They argued that customer satisfaction is
related to brand trust. Liljander and Strandvik linked satisfaction with quality as these “have
evolved along parallel tracks” (Liljander V., Strandvik T., 1992). Olsen and Johnson believed
that customer satisfaction is a good predictor of the intentions and behavior of clients (Olsen
L., Johnson M. (2003). At the same time Kotler stated that customer satisfaction is “the key to
customer retention” (Kotler P., 1994).

Regardless of the definition, the customer is satisfied when the actual performance of
something is at or even better than the client's expectations. Vice versa, when actual
performance does not meet the consumer’s expectation, the client will be unhappy, and he or
she will spread negative experiences about the performance of something. Assessment of
customer satisfaction is an emotion-based reaction that is cognitive and affective in nature
(Oliver R. L., 1997). A pleasant state of satisfaction from such emotions as happiness, joy, and
surprise is responsible for the affective component (Ha H. Y., Perks H., 2005), while an
assessment of attributes and perceived effectiveness is responsible for cognitive one (Oliver R.
L., Swan J. E., 1989).

Based on the previous research that stated satisfaction of the client is generally
considered as an assessment after experiencing the purchase or the usage of some product or
service proposed (Oliver R. L., 1981) we focus on satisfaction with social network VK after
engagement with it. The use of social networks allows users to connect with friends, family,
and like-minded individuals; share information, ideas, and experiences with others; entertain
through videos, games, virtual events and so on.

All these activities, whether a user is having a positive experience or a negative one,
can therefore lead to an increase or decrease in satisfaction level with this social networking
platform. Engaging with social media is known to provide users with satisfaction, social
support, and a sense of increased importance (Verswijvel K., Heirman W., Hardies K., Walrave
M., 2018). However, behaviors such as a self-centered attitude or exaggerated behavior
towards peers, for example, only seeking validation through "likes" or reacting negatively or
not at all, can have a detrimental effect on user satisfaction (Mogbel M., Kock N., 2018).

A study conducted by Mican, Sitar-Taut and Mihut in 2020 aimed at empirically assess
the link between the activities on social networks and the satisfaction with it through applying
structural equation modeling proved that engaging in activities on social networking sites has
been found to have a positive impact on the level of satisfaction. This suggests a direct

correlation between the quantity of posts and comments and the level of satisfaction
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experienced by users (Mican D., Sitar-Taut D.A., Mihut I.S., 2020). Therefore, the following
hypothesis is formulated:

H2. Intensity of Engagement with VK influences Satisfaction with VK.

Thus, the level of satisfaction with social media networking is crucial for the survival
of the social media platform. If social media users perceive a social networking site as being
useful and interesting then they are more likely to be satisfied with it (Kang Y. S., Lee H.,
2010). According to prior research, attitude has a significant impact on satisfaction. For
instance, Hunt conceptualizes attitude as an emotion and satisfaction as the assessment of that
emotion (Hunt K.H., 1977). Similarly, Oliver proposes that satisfaction is an evaluation of
attitudes formed before the act of consumption (Oliver R.L., 1980, 1981).

Recent study done by Curras-Perez, Ruiz-Mafe, and Sanz-Blas demonstrated that
attitude is a crucial factor in enhancing satisfaction. A study was conducted to examine the
relationship between the uses and gratifications of social networking sites, attitude, perceived
risks, satisfaction, and social networking site loyalty, using structural equation modeling. The
sample was comprised of 811 Spanish social networking site users who participated in a
personal survey (Curras-Perez R., Ruiz-Mafe C., Sanz-Blas S., 2013). Based on this literature,
the following hypotheses can be proposed:

H3. Intensity of Engagement with VK mediates the relationship between Attitude
towards the VK and Satisfaction with the VK.

H4. Attitude towards the VK positively influences Satisfaction with the VK.

The context of the current situation in the Russian market of social networks leads to
the necessity to add extra variable. The blockage of Instagram*!* and Facebook* was perceived

by end-users differently:

® Fully @ Rathe,
@ Absolu | do not support Difficult to answer

Figure 1.6. What is your opinion on the blocking of social media platforms
Facebook* and Instagram*? [Source: (Statista, 2022)]
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Based on these statistics we can see that users expressed different opinions related to
the ban. Therefore, in the Russian market of social media there is a high influence of the
blockage of Instagram'?*, Facebook*, Twitter*, and TikTok on attitude towards remaining
social networks on Russian market. In such circumstances, it can be proposed that the change
in the attitude towards, intensity of engagement with, and satisfaction with domestic social
media sites and especially VK occurred. The great shift of audience affected the end-users’
minds, indifferently, whether they shifted to VK or were already there and met “newcomers”
with a different set of behavior patterns, beliefs, personal opinions, and views or outlooks. As
soon as there is no academic proof for it currently several propositions could be formulated:

P1. Emotional reaction to the international social networks ban will influence the
attitude towards the VK.

P2. Emotional reaction to the international social networks ban will influence the
intensity of engagement with VK.

P3. Emotional reaction to the international social networks ban will influence the
satisfaction with the VK.

To understand whether our propositions make sense it was decided to conduct

qualitative study 1. For now, model looking as following:

Emotional reaction to
the international social
networks ban

P3

Satisfaction with
VK

Attitude towards
VK

Intensity of
Engagement with
VK

H3

Figure 1. 7 Initial model of the master thesis
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Summary of the chapter 1

This chapter discussed the definition and the role of social networking sites in the life
of end-users, businesses, and marketing overall as well as the emotional attachment towards
social media platforms. The target audience of social networks is described and the choice of
Zennials micro-generation is explained. The examples of restrictions of distinctive social media
sites in different countries and worldwide based on the instance of a Meta'®* outage in October
2021 were provided as a benchmark to the potential emotional reaction strategies existing. A
detailed analysis of the current social media landscape in Russia was done as well as the choice
of VK platform was clarified.

Finally, the theoretical framework was discussed. The main theoretical foundations of
the research were considered in detail, which will be implemented in the development of the
research design in the future. Hypotheses formulation and model creation were implicated.

Chapter 2 will emphasize the research plan of the current study, as well as the
description of the research methods applied. A guide for in-depth interviews and an online
questionnaire will be developed and elaborated, and the data collection process will be

explained and discussed.
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Chapter 2. RESEARCH DESIGN DEVELOPMENT AND DATA COLLECTION
PROCESS DESCRIPTION

2.1. Determination of research design

Nowadays, it’s impossible to imagine a human’s life without social networking
platforms. The current situation in the Russian social media market leads to the necessity to
rethink how social media platforms as well as companies that are presented there should
communicate with the target audience. For now, there are not a lot of studies regarding this
topic. In addition, the knowledge was not systemized, and it should be taken into account when
the development of the research design.

Moreover, while choosing the research design it’s important to be clear with the overall
goal of the study. There are three basic goals that can be followed: explanatory, exploratory,
and descriptive (Saunders M. NK., 2009). An explanatory study is generally chosen for the aim
of casual relationship determination among multiple variables and is usually applied through
quantitative methods. The exploratory study follows the purpose of identification of what is
going on by asking questions. It intends to look at the problem from distinctive perspectives in
order to figure out its nature. Finally, the descriptive study focuses on providing an accurate
description of different events, environments, or people (Robson C., 2002).

This master thesis is exploratory research as it studies the new outlook of the Zennials'
attitude to social networks in Russia in the current situation.

The empirical study is performed in a mixed format and consists of a qualitative (study
1) and a quantitative study (study 2).

The qualitative study of empirical research targets to determine the respondents’
emotional reaction strategies towards the ban of some popular social networking platforms and
investigate how the ban influenced them. In addition, one of the tasks of in-depth interviews
was to figure out the motives of respondents to stay or shift to another social network after the
ban. This method was chosen because it allows us to identify the main emotional reaction
strategies, which in turn makes it possible to formulate hypotheses about how the user's attitude
towards the VK, intensity of engagement with VK, and satisfaction with VK were influenced
based on the emotional reaction strategies. The structure of the questionnaire for the qualitative
method is represented by open questions.

The quantitative study aimed to determine the patterns of behavior in social media in

general and identification of the attitude towards the VK platform, intensity of engagement
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with the VK platform, and the level of satisfaction with this social networking site as the most
used one particularly. Also, a quantitative study will allow us to measure these changes after
the ban of Facebook**, Instagram*, TikTok, and Twitter*. This method is an online survey,
the results of which have been analyzed and discussed. The structure of the questionnaire for

the guantitative method is represented by open and closed questions.

2.2. Determination of data collection methods

It is pivotal to consider the approach to data collection that best fits the means of
research, taking into account the design of the study and the research method mentioned above.

In this study, data was collected from the sample and not the entire population. It was
done because of several reasons. The first reason relates to the impracticability of survey
conduction on the entire population. The second and third ones are the budget and time
limitations correspondingly (Saunders M. NK., 2009). The sampling techniques are divided
into two main types — probability sampling and non-probability sampling. Probability sampling
is used when there are equal and known probabilities for cases to be selected from the entire
population. Particularly in this research, there were no resources to define the probabilities
required and therefore non-probability sampling was applied. Non-probability sampling is used
when the probabilities for cases to be selected from the entire population are unknown. This
technique makes it possible to generalize the findings gained by using statistical procedures. In
business research non-probability techniques are applied a lot because it’s very rarely possible
to collect the data from the whole segment studied (Smith S.M, 2005).

5 main non-probability sampling techniques could be potentially chosen. Quota, self-
selection, and purposive sampling techniques were not used because they don’t correspond to
the budget constraints of the research and tend to be biased since data is collected from the
respondents who wanted to participate in the study. Therefore, the last two types named
convenience and snowball sampling techniques were used. With convenience sampling, we
can use the respondents, who can be easily reached. The idea of snowball sampling lies in direct
contact with respondents, who are then asked to distribute research to the people they know
(Malhotra, 2002).

Such techniques have several advantages. First of all, they are the fastest and the most

resource-saving methods to obtain data. Secondly, snowball sampling often enables us to invite
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the right people. For example, in the case of research on the attitude to social media in Russia,
respondents might know that their friends have positive or negative feelings towards the ban
on Instagram®>*, Facebook™*, Twitter*, and TikTok and therefore, can resend this survey to
people with similar views to increase a sample with the target audience. Finally, these
techniques will make it possible to reach the sample purposely and gain results from the hard-
to-reach respondents.
According to the Data Report from 13 February 2023, there are 106 million social media
users in Russia (DataReport, 2023). 91.5 million of them are of the age 18 and above with 54.8
% being females and 45.2%-— being males. Of the entire Russian population, 20.2% are people
aged from 18 to 34 which is broadly applicable to the Zennials micro-generation. Therefore,
by determining the sample size using a fraction we can conclude that 250 respondents should
be taken into account (Malhotra, 2002).
CNews- the largest high—tech publication in Russia and the CIS countries provide the
following statistics on the Russian market of social media (C.News, 2023):
e 40% of Russians stopped using blocked social networks for principal reasons.
e 30% of Russians stopped visiting Instagram* and Facebook* due to the need to open
VPNs.
e 5% of Russians were afraid of using Instagram* and Facebook* because they had a fear
that it would be considered illegal.
e 25% of Russians continued to use the banned platforms through VPN.
In addition, the influx of new users of “sovereign” sites can be estimated at 4%. This
number indicates how many people decided to try domestic services after the blockage of
familiar platforms. 4% also stated their reluctance to use Russian platforms. These people never

used and showed no inclination to use domestic sites.

2.3. Qualitative study

For study 1 In-depth interviews were chosen as a data collection method for the
qualitative study. The semi-structured interviews of media users’ Zennials were conducted.
Such type of data collection was considered because semi-structured interviews provide more
flexibility with the data collection. They are not totally formed in advance, which allows more

space for exploring the opinions and ideas of participants during the interviews. Restrictions
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on the level of income, educational level, and other characteristics of the respondent were not
set.

In-depth interviews were conducted in July and August 2022 and aimed at
understanding the overall picture of the Russian market of social networks. The detailed sample
of the questions can be seen in the Appendix 2. Based on the information that needed to be

obtained, a guide for an in-depth interview was developed consisting of 5 blocks:

Table 2.1. In-depth interview questions division into topics

Topic of the interview Ne of
questions
General information about respondents and their usage of social networks 7
Current usage of social networks 6
Consumer experience of social networks 1
Social networks usage before March 2022 and feelings associated with the ban 4
Attitude towards social networks 2

It is necessary to mention that questions were asked in the open form that later allowed

to use some insights from the interviews in the online survey questions formulation.

2.3.1. Sample base for the study 1

The participants were selected based on their age and gender as well as on their personal
desire to take part in the semi-structured interview. A total of 16 respondents took part in the
in-depth interview, 8 from each gender. The majority of Zennials participating are Passive users
that do not publish posts, stories, or photos too frequently. In addition, they do not see any
reason to close accounts as social networks that they are using have the option to publish some
content only to friends or limit the ability of others to send direct messages. The average time
spent by respondents on social networks is 2 and 3 hours, correspondingly.

A brief demographic structure of respondents is presented below in the table:
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Table 2.2.

Demographic structure of interview respondents

Number Year of birth | Gender User type Account type Time spent (h)
1 1994 Female Active Open 3-4
2 1992 Male Passive Open 1
3 1992 Female Active Open 1-2
4 1995 Female Active Closed 2-3
5 1992 Female Passive Open 1
6 1995 Male Passive Open 1,5-2,5
7 1992 Male Passive Open 1-2
8 1996 Male Passive Open 5-6
9 1999 Female Passive Closed 3-4
10 | 1998 Female Active Open 2-3,5
11 | 1999 Female Passive Open 1-2
12 | 1999 Female Passive Open 1-2
13 | 2000 Male Passive Open 3
14 | 2000 Male Passive Open 3-4
15 | 2000 Male Passive Closed 5-6
16 | 1997 Male Active Open 4

Interviews were conducted through MS Teams, Telegram, audio-calls and were

recorded with the respondent's permission. Interviews were recorded in such a way to make it

possible to create transcripts and analyze answers. The transcripts were studied with attention

to all details to determine insights and patterns of respondents’ usage of social networks.

33




2.3.2. Results of the study 1

Qualitative data was analyzed by applying thematic analysis. This is an approach
through which themes are defined by carefully reviewing the data and identifying recurring
patterns in the meaning of the data (Kiger M. E., Varpio L., 2020). After getting familiar with
the data through transcripts’ reading a Qualitative codebook was created and main results in

table form can be found in Appendix 3. More detailed analysis is presented below:

Theme: Social Network Usage

Codes: Current Social Network Usage, Past Social Network Usage

One of the tasks of the qualitative research was to identify which social media platforms
are currently in use. VK and Telegram were the two social networks that were named the most.
9 out of 16 Zennials are currently using Instagram'®* and 5 participants used it before but
stopped after March 2022.

Theme: Reasons to Follow Social Networks

Code: Reasons for Social Network Usage

In-depth interviews also revealed what respondents use social networks for. The main
reason was communication. Some respondents even pointed out that they follow some social
networks only because of certain people who are not following other social networks. If not,
respondents, probably, would drop out of social media: “Mostly, I use social networks for
communication and entertainment.... For me it’s important to follow Instagram*, because
there are people who don’t follow any other social media and | want to be aware of what is
going on in their lives ”.

The second most answered reason was the source of information. Almost all
respondents right now are following Telegram to get more information about the current
situation in the world. However, it should be mentioned that some respondents for the same
reason use Instagram™* as a source of an alternative point of view on the same event. Here the
point of trust is under question. “Nowadays, I follow Telegram the most because it has
important for me news channels. | am subscribed to at least 5 such news channels for my region

and all-over Russia”.
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The third reason for using social media is time passing. Post scrolling, subscription to
some interesting accounts, memes, funny videos watching, and playing games are activities
that respondents do the most. “I love to scroll posts and videos on Instagram*™. For me it
works as a relaxation after long day full of routine. In addition, I can look thorough cafeterias
and other cafes and Instagram™ gives me picture that displays reality the most accurately”.

Finally, professional content and job necessity were also reasons for respondents to
follow some social networks, as some participants of in-depth interview were promoting their
business through Instagram* or have job communication through VK. “4s for VK, | use it
exclusively for work, that is, all working moments occur there”.

Code: Reasons to Use Particular Social Network

The qualitative study assisted in the identification of features and characteristics that
attract users to subscribe to particular social networks.

VK attracts respondents because there are a lot of people and personal contacts that are
important and unique for only this social network. VK is also liked because of the music
presented here. In addition, respondents used VK for the longest period and it became a habit.
Participants feel some inner connection with VK, even if they do not like the interface, ads,
and a lot many other features. “VK became as a habit for me. I feel some special bonding with
it and do not want to leave it, because it has a lot of important memories for me”.

Telegram interests Zennials with its interface and special formats. Video in circles and
a unique set of gifs were the top answers collected. “I really love Telegram for its video in
circles and unique set of gifs. Also, it’s very easy to navigate here, because you van have
separate chats, folders, and so on”. However, some of the respondents (mainly the youngest
representatives of Generation Y) do not fully understand the functions of Telegram. They find
it difficult to share messages or leave comments. Therefore, most of the youngest Millennials
only subscribed to some news channels without active participation and use of this entire
functionality. “Sometimes I don’t even understand how to leave comments and whether I can
do it on Telegram. On VK and Instagram* it’s easier and more intuitively understandable”.

Instagram* fascinates female Zennials with its design, easiness of posting, story
creation and new format of reels. “Stories and reels are my personal love on Instagram*. | also
like how space there is organized, and I can post something without some specific knowledge
of photography, photoshop and so on”. At the same time, male participants find little practical

usefulness in Instagram™*. They are presented on Instagram™*, however, post something very
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rare and follow Instagram®®* in many cases only to be aware of what is going on there. “I am
following Instagram* without major enthusiasm, but rather because | would like to not be out
of information. I like to be aware of what is going on there”.

Facebook™ is used only by 4 participants. Respondents didn’t show any attraction to
this social network. The reasons to follow it drastically differ from answer to the answer.
Participants follow Facebook* because of unique pages that are not found anywhere else,
games, the desire to follow each popular social network, and the necessity to have an account
because of studying. For example: “I use Facebook™ primary to have an account to register

on other websites .

Theme: Bloggers and Influencers

Code: Following Bloggers and Influencers

There were only 4 respondents who follow any bloggers. Instagram* was named the
social network number one when it comes to following bloggers. After the ban on social media
in March 2022 a lot of respondents’ bloggers shifted to Telegram and participants of the in-
depth interview continue to follow them there. “My favorite blogger is “Katya. Pharmacist.”
She used to be on Instagram*, and then she switched to Telegram and now I'm following her

in Telegram”.

Theme: Difficulties to Use Social Network
Code: Difficulties in Social Network Use

Respondents who follow domestic social networks did not demonstrate any difficulties
in social network usage, even though they were dissatisfied with some features of Russian
social media platform. But participants, who currently also use banned social networks stated
that they have troubles due to necessity to constantly switch on VPN. They mentioned that
VPN apps consume a lot of data, work properly only for a short period (1-2 entrances and then
you must download a new app), create problems with mobile phones functioning (inability to
get income calls, problems with the usage of other apps) “I used to forget to switch off VPN
and as a result my relatives could not call me. It creates a lot of inconvenience for me. This is

why now | rare visit Instagram* .
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Theme: Role of Social Network

Code: Role of Social Network in Life

It was determined that for 6 out of 8 youngest Millennials social networks play a
secondary role in their life, while 6 out of 8 oldest Zoomers showed deep affection for social
media platforms. The last group cannot imagine their mornings and evenings without social
networks. “l understand that I have a bad habit of scrolling news feed every morning and every

evening but cannot resist to do it”.

Theme: Evolution of Social Network Usage

Code: Behavioral Pattern to Switch to New Social Network

Consumer’s evolution of social network usage looks almost identical from one answer
to another. Respondents in many cases started their journey on social networks from “Moyi
Mir” and then shifted to VK. Afterwards, participants of an in-depth interview subscribed to
Instagram*®*. The choice of any social media shift was dictated by the popularity of social
networks at some point in time. The phenomenon occurred - where everyone, there | should
be. The primary motivation was to skip none of the important information and be modern. “My
first social network was “Moyi Mir”. Then around 2006 I shifted to VK, because it was very
popular that time. Afterwards, all my friends started to speak about Instagram™, and | decided

to also register there even though initially [ was quite skeptical about it”.

Theme: Social Network After the Ban

Code: Influence of Social Network Ban

2 participants didn’t use Instagram* before March 2022, they deleted it earlier for
reasons that have nothing to do with the ban of this social network and therefore they didn’t
answer this block of questions. Zennials expressed the following attitudes to the current ban on
Instagram™ (as social media that they named as the mainly used of those that are currently
banned):

e 3 respondents were indifferent to the ban and stopped following Instagram* without
any difficulties, - “I stopped following Instagram without any difficulties and regrets,
because I have active civil position”.

e 3respondents — showed complete indifference to the ban, but they still use Instagram*,

- “I stopped any activities on Instagram*, because | was not so active there prior to
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ban. This is why for me everything went painless. But I still have an account and if ban
will be canceled, I will use it”.

e 3 respondents — were sad, had some nostalgic feelings and the desire to return for 1-2
weeks just right after the ban, however completely shifted to another social network, -
“For the first two weeks I thought that it is goanna change and Instagram™ will work,
but then | realized that this situation will be for long time. It made me sad, but | decided
to shift to domestic social networks. At the end of the day Russia VK that fully satisfies
my needs”.

e 3- have a nostalgic feeling, the desire to return everything how it was, and still follow
Instagram™ despite any inconveniences, - “I still use Instagram®*. This situation with
the ban was sad for me and | have a desire to return everything how it was previously.
Probably this is why I still occasionally log in to Instagram™”.

e 1 — feels relief, the person still uses Instagram*, but understood that without regular
Instagram™ following, one gets more time for more useful stuff in life, - “/ am very
much happy that finally get rid of Instagram*, because for me it started to become as
an obsession. Right now, | feel much better and believe that | even have more hours in
aday’.

e 3- Feel anger, disappointment, frustration, and desire to find any means, but be able to
use Instagram*, - “Anger, frustration, disappointment, and what not I feel due to the
ban. I am completely disagreeing with this restriction. I noticed that my desire to open
Instagram* became even more”’.

Code: Usage of Banned Social Networks

Based on the current usage or not of banned social networks respondents got one out of
two questions:

e Why do you still use banned social networks even with the difficulties to enter?

e Why did you stop the usage of banned social networks? Did you delete or not banned
social network accounts and why?
9 Zennials still use banned social networks because of 2 reasons:

e To find out how things are and share some information with people who don't sit on
any other networks, but on Instagram*, - “My sister use only Instagram*. If I would

like to get to know how she is doing I need to follow Instagram*”.
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e To know alternative views on the same events that are discussed in different social
networks, - “I want to know different opinions that exist. I don’t want to get only one
side of the story. This is why I follow both Russian and International social networks”.
5 Zennials stopped the usage of banned social networks because of 2 reasons:

e Active civil position and have no desire to use something illegal, - “I do not want to be
involved in any illegal stuff. For me it is more comfortable to not follow Instagram*.
Also, I did not use it a lot even when it was legal .

e Inconvenience to switch on VPN every time, - “I tried for several weeks to switch on
and off VPN, but it is too cumbersome, especially because | always forget to switch it
off. Therefore, | decided to stop my usage of Instagram?1*”,

At the same time, only 1 respondent from the youngest representatives of Generation Y
completely deleted the Instagram* account and app, while others deleted only the app. The
reasons for this were named as:

o “Ididn’t think about it. I thought it is enough to delete only the app”,

e “Ido not exclude the possibility that in the future Instagram* account will be useful to
me for communication and information. And it will be difficult to create a new account.
Therefore, let it hang as active”,

e “Ididn't even know that it (Instagram™ account) could be deleted. I have deleted the
app and that's enough for me”,

® “Iam too lazy to also delete an account. I deleted the app, and this is enough”.

Code: Influence of Ban on Social Network Development

All respondents emphasized that a lot of people shifted from Instagram* to VK and
Telegram. This phenomenon created the situation when from one side users bum on VK and
Telegram forced these social platforms to develop some new features- stories and clips on VK,
gifs and circle videos on Telegram. “I don’t know whether it is not or previously it also was
the case, but VK copied a lot of features that are there on Instagram*. Before the ban I never
came across to it”.

From another — even though Instagram™ is still functioning, respondents find less
interesting content for themselves (they also stated that the frequency of posts and publishing
drastically decreased). “The other reason why I don 't visit frequently on Instagram* is due to
decrease of interesting content. A lot of people shifted to VK and Telegram and started to post

there. Instagram™ is still alive, but it is not as interesting as it was before”.
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Theme: Ideal Social Network

Code: Features of Ideal Social Network

The description of the ideal social network revealed two interesting trends. Half of the
youngest respondents of Generation Y (3 males and 1 female) named VK as an ideal social
network. Another half (3 females and 1 male) believe that the combination of Instagram* and
VK is the perfect mix of social networks. The oldest representatives of Generation Z differ in
their opinions about the ideal social network:

e 2 respondents named VK as an ideal social platform (1 female and 1 male),
e 2 respondents named Telegram as an ideal social platform (1 female and 1 male),
e 2 respondents named the combination of Telegram and VK as an ideal social platform

(1 female and 1 male),

e 1respondent named the combination of Instagram??* and VK as an ideal social platform

(1 female),

e 1 respondent named the combination of Instagram*, Telegram, and VK as an ideal
social platform (1 male).

Overall respondents’ opinion can be sum up as following: “I would like to have
combination of VK, Instagram*, and Telegram in my ideal social network. All visual designs I
will take from Instagram*, form VK I will take music and people with whom I interact the most,
finally, Telegram | love for video circles and ability to create separate folders and chats and
hide them”.

To conclude, semi-structured interviews helped understand the current feelings that
Zennials experience due to the ban of Instagram™®, Facebook*, Twitter*, and TikTok and
identify the reasons to continue or stop usage of international social networks. With the findings
from qualitative study and previous studies regarding Meta* outage in 2021 and statistics from
Statista website following can be hypothesized:

H5. Emotional reaction to the international social networks ban will influence the
attitude towards the VK.

H6. Emotional reaction to the international social networks ban will influence the
intensity of engagement with VK.

H7. Emotional reaction to the international social networks ban will influence the
satisfaction with the VK.

Final model looking as following:
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Figure 2.1 Final model of the master thesis

Based on these insights the survey for the quantitative study was formulated where
Emotional reaction to the international social networks ban, attitude towards, intensity of
engagement, and satisfaction with VK as the main alternative for blocked social networks were

statistically checked.

2.4. Quantitative study

An online survey was chosen for data collection of the quantitative study. The survey
was developed based on the results of the in-depth interviews (including a list of the most
popular media platforms and emotional reaction strategies towards the ban of some popular
social networking sites) and the results of the literature review (including elements of the
Theory of Planned Behavior and satisfaction with social media platforms). The survey was
organized so that it was possible to define variables for the SEM analysis and check the changes
in the behavior on the social media platforms of Zennials.

Considering the theme of the study it was decided to use online channels to distribute
the questionnaire. Firstly, as this research deals with social media it was easy to approach the
target audience there. Secondly, an online survey gives great flexibility for designer and
respondent-friendly questionnaire creation ability.

VK and Telegram social networks were used as the main channels of distribution among
target samples due to their great popularity in the current situation in the Russian market social
media. On VK the link with the survey was left on the personal account. Also, on VK and
Telegram private messaging was conducted. The questionnaire was formulated in Russian and

created through Google Forms software. As the author is a native Russian speaker there was
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no requirement to use an extra person to estimate the comprehension of questions, however,

the pilot study was conducted that included 5 females and 5 males of Zennials. Based on this

some corrections in wording and better framing of questions were done.

The final version of the survey consisted of 10 different parts, in more detail presented

in Appendix 4. Each section consists of a particular set of questions united by a common

subject. At the same time logically, there was a question that divided users into two groups —

users and non-users of the VK platform. Based on this division some questions were skipped

by the respondents of the survey. The structure of the questionnaire is presented below:

Table 2.3. Structure of the online survey

reasons of their dissatisfaction

Part Ne Subject of the questions Number of the
question

Part 1 Questions related to use of social media platform before | 5 (1 scale matrix)
March 2022

Part 2 Questions related to the attitude towards the mostly used | 2 (1 scale matrix)
social platform before March 2022

Part 3 Questions related to the attitude to the ban of the mostly | 3
used social platform before March 2022

Part 4 Questions related to the use of social media platforms | 3
now

Part 5 Questions related to the users of VK platform and their | 1 (scale matrix)
attitude towards VK platform

Part 6 Questions related to the users of VK platform and their | 1 (scale matrix)
intensity of engagement with VK platform

Part 7 Questions related to the users of VK platform and their | 5
satisfaction with VK platform

Part 8 Questions related to the non-users of VK platform and the | 4
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Part 9 Question related to the general use of social networks 3 (scale matrix)

Part 10 Questions related to the demographic characteristics 8

The first part of the questionnaire was related to the use of social media platforms before
March 2022. Respondents were asked to point out all social media that they used before March
2022, determine one of them that was their main social network, and identify the one from the
banned social media right now that they used the most actively. Also, participants of the survey
stated how they used the currently banned social media platform before March 2022 and how
this use changed after March 2022.

The second part contained a set of questions related to the attitude towards the mostly
used social platforms before March 2022. Here, respondents were asked how much they agree
or disagree with the statements regarding the social media platform that they used the most
actively before March 2022.

The third part of the questionnaire aimed to detect the actual behavior of respondents
in the situation of banning social platforms that they used the most intensively before March
2022. These questions were directed to define the feelings of respondents and identify their
reaction strategies towards the situation on the Russian social media platform’s market.

The fourth part is related to the current use of social media platforms. Respondents
named social networking platforms that they are using now, stated one that they use the most
right now, and answered “yes” or “no” to the question about their usage of the VK platform.
After this question participants were directed to the different block of questions for users and
non-users of the VK platform.

The users of the VK platform answered the fifth, sixth, and seventh parts of the
questionnaire. The fifth part aimed to figure out the actual attitude of VK users to the VK
platform. The sixth part was devoted to the determination of how much VK users are active on
this social media, whether they participate through a personal blog or regular posting, or just
prefer to be passive and consume the content of others. The seventh part included questions
that were evaluated to the satisfaction of the VK platforms. Respondents evaluated their general
level of satisfaction with the VK platform, as well as pointed out features that they are
completely unsatisfied with or satisfied with. Moreover, the question about why and with what
you are not satisfied was also included in the questionnaire in the form of an open question.

The non-users of the VK platform answered the eighth part of the questionnaire. They

were asked about the reason why they are not following the VK platform and why they are
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dissatisfied with it in the form of open-ended questions. In addition, it was proposed to choose
the features that they are not pleased with on the VK platform. Also, the question of what will
prompt respondents to use the VK platform was included to be able to see the area of potential
development of this social networking site.

The ninth part of the survey was included to see how respondents interact with content,
communicate with other end-users, and collaborate with companies and businesses in social
media.

Finally, the survey contained socio-demographic questions. It consisted of 8 basic
questions: gender, age, residence, educational degree, income level, time spent on social
networks, the purpose of using social networks, and means of social networks usage.

The final version of the questionnaire consisted of many questions, and it took a lot of
time to complete. To overcome this difficulty, it was decided to survey an informal dialogue
form. Since the target audience of respondents includes Zennials it was decided to build a
dialogue in the form of an informal chat. In other words, between the blocks of questions, the
survey contained words and phrases that created a sense of informal chat between the
researcher and the respondent. For example, phrases such as “Let’s talk about your current use
of social networking sites”. Also, a special space for email was added at the end of the survey
to receive the results of the study. To prompt Zennials to participate in the survey it was decided

to create 3 rewards for participants of the survey.

2.5. Data analysis method

In this research the structural equation modeling (SEM) approach was implemented.
This data analysis method is widely used in advanced marketing research since it allows one
to consider complex cause-effect relationships between constructs in the model simultaneously
(Ashman R., Patterson A., 2015). It is not only popular among scientists, but also recognized
as a highly developed method of analysis. This method has clear recommendations that lead to
a thorough and reliable analysis of quantitative models.

SEM is a combination of path models and confirmation factors. Therefore, this
technique makes it possible to extract factors from multiple scales and then find relationships
among those factors to build a predictive or explanatory model. This method makes possible
the combination of psychometric and econometric analyses while maintaining the best
characteristics of both approaches.

There are the following reasons for choosing this approach in the current research:

44



e We are dealing with latent constructs in the model. Therefore, each construct consists
of several dimensions and cannot be measured directly (Steenkamp J. B., Baumgartner

H., 2000),

e Relationships among constructs are complex and are tested all at the same time

(Ashman R., Patterson A., 2015),

e The purpose of the model’s creation lies in the explanation of marketing phenomena,

not in specific outcomes’ prediction (Steenkamp J. B., Baumgartner H., 2000),

e Many studies examine attitude, use, and satisfaction with particular social networks

through the SEM approach that was discussed in Chapter 1.

Thus, it is reasonable to use the SEM method, partial least squares structural equation
modeling (PLS-SEM) in particular. This method is used due to its relative ease and less
constraining assumptions instead of covariance-based structural equation modeling (CB-SEM)
(Hair J., Risher J., Sarstedt M., Ringle C., 2019). The benefits of PLS-SEM are (Hair J. F., Hult
G. T. M., Ringle C. M., Sarstedt M., 2021):

e It is more suitable for exploratory research,

e It provides the researcher with the ability to work with much smaller sample sizes than
the ones necessary for CB-SEM,

e It makes it possible to work with the complex model including many different
constructs and multiple model relationships with latent variables,

e It is the better alternative for non-normal data,

e Itincludes reflective and formative constructs.

Therefore, the PLS-SEM approach is implemented in the study due to the exploratory
nature of research, relevant complexity of the model (it includes several constructs), small
sample size, and lack of normal distribution of data. This analysis will be performed using
special software SMART-PLS4. The final model will be described in Chapter 3.

Summary of Chapter 2

The research methods applied in the study were discussed in this chapter. A mixed
research method was implemented in the study. The in-depth semi-structured interview was
selected as the first stage of the qualitative study. The goal was to classify the feelings of
respondents associated with the ban of some popular social networking sites, as well as to
create typical emotional reaction strategies adopted by end-users based on the current situation

in the Russian social media platform’s market. The online survey was chosen as a quantitative
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research method to gain data from end-users of social networking sites about their attitude
towards the VK, intensity of engagement with VK, satisfaction with VK, and technographic
characteristics that will be different depending on the emotional reaction strategy chosen and
followed.

The process of developing a guide for in-depth interviews and an online survey for
quantitative research was reported in detail. The data collection process and the channels
through which it occurred were described. Finally, the results of qualitative study were
presented.

Chapter 3 will present a detailed analysis of the data obtained from a qualitative study

and recommendations provided based on the survey results.
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Chapter 3. DATA ANALYSIS AND PROFILES DEVELOPMENT

The analysis for study 2 consists of two main parts: measurement and structural model
check and cluster analysis. Measurement and structural model check was conducted to verify
the validity and reliability, as well as hypothesis testing. Cluster analysis and profiling is the
main result of the work. At the end of the chapter, the results of the study are presented together

with practical and theoretical implications.

3.1. Measurement Model

Before hypothesis testing the measurement model evaluation should be conducted. It
is done to ensure the validity and reliability of each variable, namely Reaction to the
international social networks ban, Attitude towards VK, Frequency of VK Engagement, and
Satisfaction with VK. The measurement model was analyzed by the Partial Least Square (PLS)
method using the PLS Algorithm feature in Smart PLS 4. The initial measurement model tested
24 indicators presented in the figure 3.1.

The factor loading of some of the items is below the necessary threshold and therefore,
should be excluded. The second round of measurement model testing was performed. The
results of the measurement model stage 2 are demonstrated in the figure 3.2.

Even though one of the items from the variable “Intensity of Engagement with VK is
still below 0.7, it is statistically significant. Moreover, values between 0.4 and 0.7 can be
justified if acceptable values are gained on other indices, for example, AVE and Internal
consistency reliability (Hair J., Risher J., Sarstedt M., Ringle C., 2019). Therefore, the first
validity test which is convergent validity was performed. The second validity test named
discriminant validity is carried out by looking at the Fornell-Larcker Criterion, cross-loading,
and Heterotrait-Monotrait Ratio.

The Fornel-Larcker validity test is done through a comparison of the square root value
of the AVE (Average Variance Extracted) for each variable with the correlation between the
variables in the model. When the square of the AVE is greater than the correlation between the
different variables the discriminant validity is achieved as can be checked by the table 3.1 (Hair
J., Risher J., Sarstedt M., Ringle C., 2019).
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Table 3.1. Discriminant validity - Fornell-Larcker Criterion

Discriminant validity - Fornell-Larcker Criterion
Attitude Emotional reaction  Satisfaction  Intensity of
towards VK  to the international  with VK Engagement
social networks ban with VK

Attitude towards VK

Emotional reaction to
the international social
networks ban

Satisfaction with VK
Intensity of
Engagement with VK

Then the cross-loadings were analyzed to conduct the second discriminant validity test.
As is demonstrated in table 3.1 correlation between the variable and the indicator is higher than
the correlation between the variable and the indicator of the other variables meaning the
measurement model tested has good discriminant validity. Finally, the HTMT ratio must be
less than 1.00 (Henseler J., Ringle C. M., Sarstedt M., 2015). The table below proves that the
analyzed measurement model is of good discriminant validity:

Table 3.2. Discriminant validity- Heterotrait-monotrait ratio (HTMT)

Discriminant validity- Heterotrait-monotrait ratio (HTMT)
Heterotrait-
monotrait
ratio
(HTMT)

Emotional reaction to the international social networks ban <-> Attitude

towards VK

Satisfaction with VK <-> Attitude towards VK

Satisfaction with VK <-> Emotional reaction to the international social
networks ban

Intensity of Engagement with VK <-> Attitude towards VK
Intensity of Engagement with VK <-> Emotional reaction to the international
social networks ban

Intensity of Engagement with VK <-> Satisfaction with VK

The reliability of the variables was also checked by values of Cronbach's Alpha,
Composite Reliability, and Average Variance Extracted (AVE). Table 3.4 indicates that all four
variables have Cronbach's Alpha and Composite Reliability values above 0.7 and AVE above
0.5, which confirms the reliability of the construct (Hair J., Risher J., Sarstedt M., Ringle C.,
2019):
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Table 3.3. Construct reliability and validity

Construct reliability and validity - Overview
Cronbach's  Composite Composite Average variance
alpha reliability reliability extracted (AVE)
(rho_a) (rho_c)

Attitude towards VK
Emotional reaction
to the international
social networks ban
Satisfaction with VK
Intensity of
Engagement with
VK

To exclude cases of high correlation between predictor variables, collinearity analysis
was performed. The maximum level of VIF can be 5 (Ringle et al., 2015). The table below
indicates that values are well below 5:

Table 3.4. Collinearity statistics (VIF)

Collinearity statistics (VIF)- Outer
model

VIF
Attitude VK 1 2.388
Attitude VK 2 3.158
Attitude VK 3 2.664
Attitude VK 4 2.574
Attitude VK 5 2.693
Reaction Discomfort 1.339
Reaction Negative 1.609
Reaction Painless 1.531
Satisfaction with VK 1 3.495
Satisfaction with VK 2 4.334
Satisfaction with VK 3 3.087
VK Engagement Intensity 5 1.531
VK Engagement Intensity 6 1413
VK Engagement Intensity 9 1.872
VK Engagement Intensity 10 1.314
VK Engagement Intensity 13 1.820
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Collinearity statistics (VIF)- Inner model
Attitude Emotional reaction Intensity of
towards to the international  Satisfaction Engagement
VK social networks ban with VK with VK

Attitude towards VK

Emotional reaction to
the international social
networks ban
Satisfaction with VK
Intensity of
Engagement with VK

For each endogenous variable in the model, there is one R-square. This value represents
the sum of the explained variance of the structure in the structural model. The R-square has
values close to the medium and weak: Satisfaction with VK — 0.549; Frequency of VK
Engagement — 0.389; Attitude to VK — 0.033.

3.2. Structural Model

All indicators of validity and reliability of the testing measurement model were
satisfied, and the next stage is to test the structural model. Structural modeling or hypothesis
testing is done by looking at the significance level of the path coefficients using the PLS
Bootstrapping. The results of testing the structural modeling are presented in Figure 3.3. and
Tables 3.5:

Table 3.5. Results of testing Structural Model

Path coefficients - Mean, STDEV, T values, p values
Original  Sample Standard T statistics
sample mean deviation  (O/STDE P

©) (M)  (STDEV) V)  values
Attitude towards VK <->

Intensity of Engagement with VK 0.629 0.627 0.071 8.865 | 0.000
Attitude towards VK <->
Satisfaction with VK 0.626 0.628 0.042 15.047 | 0.000
Emotional reaction to the

international social networks ban
<-> Attitude towards VK -0.181 | -0.194 0.058 3.122 | 0.002

Emotional reaction to the
international social networks ban
<-> Satisfaction with VK -0.121 | -0.124 0.045 2.696 | 0.007
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Emotional reaction to the

international social networks ban
<-> Intensity of Engagement with
VK 0.009 0.007 0.054 0.173 | 0.863

Intensity of Engagement with VK
<-> Satisfaction with VK 0.119| 0.121 0.065 1.831 | 0.067

Attitude towards VK <->
Intensity of Engagement with VK
<-> Satisfaction with VK 0.075 0.076 0.042 1.784 | 0.075

Based on these table the following decisions on the fact whether to accept or reject

stated hypotheses were done:

Table 3.6. Hypotheses Testing

Hypothesis | Hypothesis statement Decision

Number

H1 Attitude towards the VK positively influences Intensity of | Accepted
Engagement with VK.

H2 Intensity of Engagement with VK influences Satisfaction | Rejected
with the VK.

H3 Intensity of Engagement with VK mediates the [ Rejected
relationship between Attitude towards the VK and
Satisfaction with the VK.

H4 Attitude towards the VK positively influences Satisfaction | Accepted
with the VK.

H5 Emotional reaction to the international social networks | Accepted
ban will influence the Attitude towards the VK.

H6 Emotional reaction to the international social networks | Rejected
ban will influence the Intensity of Engagement with VK.

H7 Emotional reaction to the international social networks | Accepted
ban will influence the Satisfaction with the VK.
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The result of testing the structural model provides support for 4 hypotheses. Related to
the first hypothesis (H1), the results of the analysis show that the Attitude towards VK has a
significant and positive influence on the Intensity of Engagement with VK (=0.626, p-value
<0.001). This implies that when users have a positive attitude towards the VK platform, they
tend to use VK platform features more. Users read more news feeds, watch photos and videos,
put likes, watch and read bloggers, and interact with friends in private messages, blogs, and
chats.

The results of the fourth hypothesis (H4) also show a positive effect of Attitude towards
VK on Satisfaction with VK (p=0.629, p-value <0.001), basically meaning that more positive
attitude of end-users towards VK platform leads to greater satisfaction with VK.

The result also confirms the prediction of H5 and H7 that Emotional reaction to the
international social networks ban influences Attitude towards VK and Satisfaction with VK
(B=-0.181, p-value <0.001 and p=-0.121, p-value <0.001 correspondingly). This implies that
more negative end users are with the situation of Instagram?®*, Facebook*, Tik-Tok and
Twitter* being banned, less positive attitude and satisfaction with the VK platform they have.

Hypotheses H2, H3, and H6 were rejected as the significance level is above 0.05.

Table 3.7. displays the results of the goodness of fit model test. The primary purpose of
the goodness of fit model test is to measure the accuracy of the data distribution of the sample
in estimating the actual value statistically. Two main parameters of the goodness of fit SRMR
and NFI should be less than 0.08 and 0.9 respectively (Hair J., Risher J., Sarstedt M., Ringle
C., 2019). Based on the results it is found that indicators are in the range of recommended
values. This data states that the structural model has a high degree of suitability with the input
data in the research sample.

Table 3.7. Goodness of fit

Goodness of Fit
Estimated
Saturated model model

SRMR 0.067 0.067
d ULS 0.616 0.616
dG 0.281 0.281
Chi-square 395.074 395.074
NFI 0.826 0.826

23 *Considered an extremist organization in Russia
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Finally, the type of relationship between variables was checked using the Quadratic
effect of PLS Smart 4 features. The model indicated that all relationships do not hold any
significant non-linear relationship. The quadratic effect that can be viewed in Figure 3.4.

To confirm the double check was applied through the “Confidence Intervals Bias
Corrected” Table:

Table 3.8. Confidence Intervals Bias Corrected

Path coefficients - Confidence
intervals vias corrected
Original Sample
sample (O) mean (M) Bias 2.5% 97.5%
Attitude towards VK ->
Satisfaction with VK 0.622 0.624 | 0.002 0.480 | 0,742
Attitude towards VK -> Intensity
of Engagement with VK 0.625 0.627 | 0.002 0.533 | 0.704
Emotional reaction to the
international social networks ban -
> Attitude towards VK -0.184 -0.195 | -0.011 | -0.286 | -0.057
Emotional reaction to the
international social networks ban -
> Satisfaction with VK -0.124 -0.125 | -0.001 | -0.208 | -0.022
Emotional reaction to the
international social networks ban -
>|ntensity of Engagement with

VK 0.010 0.007 | -0.004 | -0.0095 | 0.116
Intensity of Engagement with VK

-> Satisfaction with VK 0.120 0.118 | -0.002 | -0.002 | 0.253
QE (Intensity of Engagement with

VK) -> Satisfaction with VK -0.030 -0.026 | 0.003| -0.120| -.053
QE (Attitude towards VK) ->

Satisfaction with VK 0.009 0.003 | -0.006 | -0.103 | 0.141
QE (Attitude towards VK) ->

Intensity of Engagement with VK -0.011 -0.012 | -0.001 | -0.097 | 0.076

QE (Emotional reaction to the
international social networks ban)
-> Attitude towards VK 0.080 0.077 | -0.003 | -0.065| 0.221
QE (Emotional reaction to the
international social networks ban)
-> Satisfaction with VK 0.035 0.036| 0.001| -0.063| 0.138
QE (Emotional reaction to the
international social networks ban)
-> Intensity of Engagement with
VK -0.025 -0.023 | 0.002 | -0.139| 0.084

The value zero falls in between the lower bound of 2.5 % and upper bound of 97.5% of
all quadratic effects in the model. Thus, it can be concluded once again that relationships in the

tested model are linear.
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3.3. Cluster Analysis

For cluster identification three variables were chosen: Usage of banned social media,
Discomfort Level, and Pain Level. Usage of banned social media is a variable with 4 possible
answers: 1 - | stopped the usage of this social network (meaning banned one) in March 2022,
2- | started using this social network less, 3 - My usage of this social network has not changed
in any way, 4- | began to use this social network more actively. The variable Discomfort Level
shows whether respondents were feeling discomfort or were resigned to the ban of some social
media. The variable Pain Level was aimed at checking how painful was the restriction in usage
of banned social media. The Discomfort Level and Pain Level variables were measured by the
Likert scale where 1 was corresponding to the answer “Completely not about me” and 5 -
“Completely about me”.

Before the cluster analysis, all variable values were standardized.

Firstly, the hierarchical cluster analysis was conducted to identify the appropriate
number of clusters. For this purpose, Ward’s method and Squared Euclidean distance were
applied. The number of clusters for further analysis was defined through the dendrogram

presented below:

Dendrogram using Ward Linkage
Rescaled Distance Cluster Combine
o0 5 10 15 20 25
1 1 1
70
239 188

19 149
199 20

179
50

159
a1

138

118

170
99

- 168

59 49

39 159

Figure 3.5. Dendrogram

Based on the dendrogram, the number of clusters is 3, where all clusters are
approximately of the same size.
Secondly, a cluster analysis was done by the K-mean method, final cluster centers of

which presented below:
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Figure 3.6. Final Cluster Centers

The numbers of cases in each cluster are 73, 109, and 72 respectively.

Table 3.9. ANOVA test

ANOVA
Cluster Erraor
Mean Square df Mean Square df F Sig.

Zscore: 82018 2 354 251 231,389 =001
Usage_of_banned_socia

|_media

Zzcore: Discomfort_lavel 52,033 2 593 251 87,690 <001
Zscore: Pain_level 56,762 2 556 251 102,148 = 001

The F tests should be used only for descriptive purposes because the clusters have been chosen to
maximize the differences amonag cases in different clusters. The ohserved significance levels are not
corrected for this and thus cannot be interpreted as tests ofthe hypothesis thatthe cluster means are equal.

All variables are significant (sig.<0.001). The F statistics demonstrate that the usage of
banned social media has the greatest influence on forming the clusters, while the Discomfort
level has the least on.

One-Way ANOVA was carried out to check that all variables have significant
differences for different clusters. The Bonferroni correction for hierarchically built clusters is
shown in the table 3.10. It demonstrates that all differences are significant (sig.<0.001).

Therefore, this cluster analysis will be used for making further conclusions with practical value.
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Table 3.10. One- Way ANOVA with Bonferroni correction

ANOVA
Sum of
Squares df Mean Square F Sig.

Zseore: Between Groups 164,035 2 82018 231,399 =001
Usage_of banned_socia .
|_media Within Groups 88 965 251 354

Total 253,000 253
Zscore: Discomfort_level  Between Groups 104,065 2 52033 87 650 =< 001

Within Groups 148,935 251 583

Total 253,000 253
Zscore: Pain_level Between Groups 113524 2 86,762 102,148 =001

Within Groups 139,476 251 556

Total 253,000 253

Multiple Comparisons
Baonferroni
Mean 95% Confidence Interval
() Cluster Mumber of (J) Cluster Number of Difference (-

DependentVariable Case Case Jy Std. Error Sig. Lower Bound  Upper Bound
Zscore: 1 141284384 09003958 =001 1,1858365 1,6298512
Usage_of_banned_socia 5
L 106597474 DGBBR4E3 =001 18276497 2,3042998

(5]

-1,41284384° 00003058 <001 -16298612  -1,1958385

2
3
1
3 653130007 09041328 <,001 4352229 8710389
3 1 -2,06507474° 00988463 <001 -23042098  -1,8276407
2 -65313080° 09041328 <,001 -8710389 - 4352229
Zscore: Discomfort_level 1 2 - 96510966 11649905 <001 -1,2458878 -6843315
3 53005628 12794334 <001 2216958 8384167
2 1 96510966 11649905 <,001 6843315 1,2458878
3 140516604 11698257 <,001 12132224 1,7771095
3 1 - 53005628 12704334 <001 - 8384167 - 2216958
2 -1,49516594° 11688257 <001 17771085 -1,2132224
Zscore: Pain_level 1 2 -04291807 11273896 <001 -1,2146348 - 6712031
3 638208407 12381388 <,001 3398005 9366163
2 1 94291897 11273896 <,001 6712031 1,2146348
3 158112737 11320687 <001 13082838 1,8539710
3 1 -63820840° 12381388 <,001 - 9366163 -, 3398005
2

158112737 11320687 <001 -18538710  -1,3082838

* The mean difference is significant atthe 0.05 level.

3.4. Users’ profiles development

Out of 254 respondents 19 answered that they didn’t use the VK platform for the last 6
months. Due to insufficient number of non-users of VK platform it was decided to not separate
them into distinct groups however some insights will be discussed in the limitations and further
development section. Therefore 235 users were following VK for the last 6 months and were
distributed among clusters the following way: 65 respondents of cluster 1, 105 respondents of
cluster 2, 65 respondents of cluster 3. This is a sample that will be analyzed further.

To develop users' profiles cross tables in SPSS were applied. Comparison of clusters

was done using different characteristics.
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The comparison of clusters by demographic characteristics

Table 3.11. Cross Table of year of birth distribution for 3 clusters

Year of Birth
Cluster Number 1 2 3 Total
Year of Birth 1993/ 30 years 6 13 3 22
1994 / 29 years 7 11 14 32
1995/ 28 years 7 10 7 24
1996 / 27 years 7 13 7 27
1997 / 26 years 7 10 8 25
1998 / 25 years 7 11 7 25
1999/ 24 years 9 15 8 32
2000/ 23 years 15 22 11 48
Total 65 105 65 235

Based on the table above it should be noted that the concentration on 23 years old in
clusters 1 can be observed. For cluster 2 30 years old was pointed as the most frequently

answered. Cluster 2 demonstrates almost even age distribution.

Table 3.12. Cross Table of gender distribution for 3 clusters

Gender
Total
Cluster Number 1 2 3
Gender Male 30 40 31 101
Female 35 65 34 134
Total 65 105 65 235

Regarding the allocation of gender, first and second clusters are almost of even
distribution of male and female representatives, while the second cluster has slight tendency to
have more female respondents.

As far as educational level is concerned clusters 1 and 3 showed most participants who
have higher education. For cluster 2 higher education and incomplete higher education were

responses answered the most.
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With respect to financial situation all 3 clusters showed an inclination to be able to buy
basic household appliances, but not a car as at least 30% of respondents answered in the
questionnaire. The answers “We have enough for food and clothes, but it will be difficult for
us to buy a TV, refrigerator or washing machine” and “Our funds will be enough for everything,
except for such expensive purchases as an apartment or a country house” had second and third
largest samples respectively. Therefore, it can be concluded that most of our respondents have

quite a stable financial situation.

Table 3.13. Cross Table of region of residence for 3 clusters

Region of residence
Cluster Number
1 2 3 Total
Region of|Far Eastern Federal District 4 4 5 13
residence [Moscow 7 12 9 28
Volga Federal District 5 13 7 25
Saint-Petersburg 18 26 16 60
North-Western Federal District (except|5 14 6 25
Saint Petersburg)
North-Caucasian Federal District 2 7 3 12
Siberian Federal District 3 5 2 10
Ural Federal District 7 4 2 13
Central Federal District (except Moscow) (8 9 5 22
Southern Federal District 6 11 10 27
Total 65 105 65 235

The table Region of Residence demonstrates that representatives of all federal districts
are presented in the sample, however there is an inclination to Saint-Petersburg and Moscow

that can be a limitation for this study.

Table 3.14. Cross Table of social media usage purpose for 3 clusters
Purpose of Social Media Usage
Cluster Number

1 2 3 Total
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Purpose  of|For communication 30 47 35 112
Social Media|For pastime (entertainment content) 22 35 13 70
Usage For reading news (news content) 3 15 13 31
For tracking educational content 0 5 1 6
For work 10 3 3 16
Total 65 105 65 235

As for the purpose of social media usage, the first two goals were communication and
pastime for clusters 1 and 2. Then cluster 1 participants voted for work as the main purpose to
follow social media, and news content for cluster 2. Cluster 3 was also interested in
communication as the main purpose to use social networks, however, interests for
entertainment and news contents were divided equally.

Absolute majorities of all three clusters pointed out mobile devices as the main means

to access social networks. The average time spent on daily basis presented in the table below:

Table 3.15. Cross Table of daily time spent on social for 3 clusters

Time spent in social media every day
Cluster Number Total
1 2 3
Time spent in{15-30 minutes 2 5 1 8
social  media|30-60 minutes 8 4 15 27
every day 1-2 hours 17 42 21 80
3-4 hours 27 33 21 81
More than 5 hours 11 21 7 39
Total 65 105 65 235

It can be observed that cluster 1 uses social media more than cluster 2 or 3. The greatest
number of users in cluster 1 pointed out 3-4 hours as time spent in social media every day,
while participants of cluster 2 were more inclined to point out 1-2 hours. Evenly distributed

were respondents of cluster 3 between 1-2 hours and 3-4 hours.

The comparison of clusters by technographic characteristics
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By technographic characteristics, respondents answered three main logical blocks of
questions related to content interaction - 12 questions, communication with others - 4 questions
and company interaction- 8 questions. In order to check if there are significant differences
among three clusters with regard to technographic characteristics One-way Non-Parametric
ANOVA (Kruskal-Wallis) test was performed and showed that three clusters have significant
difference in following questions:

Table 3.16. Kruskal-Wallis Test for technographic characteristics questions

Question Significance
| read the news feed on social networks and the news in the messenger 0.026
| watch/read bloggers on social networks 0.007
| respond to posts on social networks with "likes" 0.039

| share information about the company/product on my personal | 0.005
blog/personal page

| protect my favorite companies when discussing on social networks 0.047

It means that based on these questions clusters differentiate, but on others do not. With
respect to the differences the following conclusions should be done:

Cluster 1 representatives have moderate Content and Company Interaction. They
sometimes and often read the news feed and news in the messenger, watch and read bloggers,
and respond to the post they enjoy with “likes”. They are quite protective of their favorite
companies while discussing on social networks and sometimes even share information about
the company or its product on their personal account or blog.

Cluster 2 individuals possess a high level of Content and Company Interaction, because
they often read the news feed and the news in the messenger, watch and read bloggers and put
“likes” to posts. Moreover, they do not hesitate quite often to share information about the
product of a company or about the company itself on their personal account or page and protect
its reputation while discussing on social networks.

Respondents from Cluster 3 represent low Content and Company Interactions. They
only sometimes read news feeds, watch or read bloggers, and respond with “likes”. Rarely do
they share information about the company or product on their pages and accounts and

infrequently protect their favorite companies on social media.
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As far as similarities are concerned all three clusters while interacting with content will
quite often read reviews about companies or products made by entities themselves as well as
by other end-users on social media but will almost never react to them. Rarely, individuals
make reposts of interesting information.

With regard to communication with others, all three clusters share the same behavioral
pattern. Communication with others is always done through personal messaging and never
through public forums or chats. Rarely respondents of the survey write comments on the posts
of other people or bloggers and almost never express their opinion about posts of other users,
bloggers, or companies in personal messages.

Finally, participants of the survey never tag brands or companies when they make posts
and rarely take part in content held on social media with no difference whether they are done

by their favorite companies or not.

The comparison of clusters by social media use and attitude towards ban of some social

networks
To better analyze the perception of social media in Russia after the ban of some social
media, firstly the previous use should be investigated as well as the changes in preferences.

The table below demonstrates main differences:

Table 3.17. Social Media Platform Usage for 3 clusters

Top 3 platform|The main|Top 3 platforms|The main{The mostly used

used before|social media|used now social social media that is

March 2022 before March media now |currently banned
Cluster 2022

Telegram  (65), Telegram (65)

VK (64), VK (63) Instagram*,  Tik-
1 Instagram?** (56) | Telegram Instagram* (51) |Telegram |Tok

Instagram* (105), Telegram (104)

VK (100), VK (99) Instagram*,  Tik-
2 Telegram (96) Instagram*  |Instagram™ (81) |VK Tok

Telegram  (60), Telegram (60)
3 VK (65),|VK VK (65) VK Instagram™

24 *Considered an extremist organization in Russia
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Instagram?>* (63) Instagram™ (26)

According to the table, it is apparent that each of the three clusters had different social
media preferences. Cluster 1 mainly uses Telegram as its primary social media platform, with
VK being the second most used platform. Among the banned platforms, Instagram* and
TikTok were the most frequently used by them.

Cluster 2 individuals were previously interested in Instagram* but now primarily use
VK. They also frequently use currently banned platforms such as Instagram* and TikTok.

Representatives of Cluster 3 have always been followers of VK and Telegram, with VK
being the primary platform. Although Instagram* is their favorite banned platform, its usage
has significantly decreased, as shown in the table.

All groups' respondents primarily utilized prohibited social media platforms for viewing
videos and photos, although their preferences for accessing restricted media differed. These
variations are more clearly depicted in the table presented below:

Table 3.18. Set of priorities for banned social media use for 3 clusters

Cluster 1 Cluster 2 Cluster 3
. | liked other
| liked otr_ler posts/ posts/ photos/ Read the news feed
photos/ videos videos
Communicated with
friends in private | liked other posts/
messages/ photos/ videos
conversations/ chats
Set of 5 priorities for Read the news feed Read the news Posted videos /
banned social media use feed photos

Communicated
with friends in
private messages/
conversations/
chats

Communicated with
friends in private
messages/
conversations/ chats

The respondents were asked to express their views on banned social media using a

Posted videos /

Posted videos / photos photos

Likert scale and a set of questions that have been developed and utilized in several previous

25 *Considered an extremist organization in Russia
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studies. Overall, there is a positive inclination towards banned social media, however,
noticeable differences are observed among Clusters 1, 2, and 3.

Most participants from Cluster 1 and 2 held a highly positive attitude towards banned
social media. They found it fascinating to follow and considered it a good platform for self-
expression, as well as an enjoyable user experience. They also believed that using banned social
media was beneficial. However, the only noticeable difference between Cluster 1 and 2 was
that Cluster 2 participants completely agreed with these statements, unlike those in Cluster 1.

On the other hand, representatives from Cluster 3 held a relatively moderate and neutral
attitude towards banned social media. While they partially agreed that following prohibited
social media was interesting, most of their responses to other parameters were "1 don't know".

Finally, the reaction strategy to the ban of some popular social media was investigated.

3 clusters showed completely different behavior due to the blockage that can be seen below:

Table 3.19. Reaction strategy chosen for 3 clusters
Note the statement that characterizes you in relation to this social network.

Cluster Number Total
1 2 3
| stopped usage of this social network in March 2022. 0 13 31| 44
| started using this social network less 0 77 34| 111
My use of this social network has not changed in any way | 60 15 0 75
I began to use this social network more actively 5 0 0 5
Total 65 105 65( 235

Therefore, representatives of cluster 1 mainly didn’t change their use of banned social
media and even 8 people reported that they began to use it more. Respondents from cluster 2
in majority started using the blocked media less. 12% and 13,7 % of them stopped and didn’t
change their use of banned social networks respectively. Almost evenly survey participants of
cluster 3 started to use banned media less or stopped its usage in March 2022.

After this, respondents who started to use social media less or more (126 people: 5 from
cluster 1, 77 from cluster 2, and 37 from cluster 3) were asked how exactly their behavior
changed. The following results were accumulated:

Cluster 1

Make less: Repost of interesting information, use an account to register in third-party

applications.
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Hasn’t changed: Read a news feed, watch/read bloggers, like other posts/photos/ videos,
have my own blog/community, create content for other users, write comments, upload
videos/photos, make purchases, follow news of favorite brands.

Make more: watch videos/photos, communicate with friends in private messages.

Cluster 2

Make less: Read a news feed, watch/read bloggers, watch and upload videos/photos,
follow news of favorite brands, communicate with friends in private messages.

Hasn’t changed: Repost pf interesting information, have my own blog/community,
create content for others, write comments, use an account to register in third-party applications,
make purchases.

Cluster 3

Make less: Read a news feed, watch/read bloggers, like other posts/ photos/ videos,
repost interesting information, have my own blog/ community, write comments, watch and
upload videos / photos, make purchases, follow the news of favorite brands, communicate with
friends in private messages/ conversations.

Hasn’t changed: Create content for other users, use an account to register in third-party
applications.

Finally, the reaction strategy was identified in three clusters.

Cluster 1 participants did not undergo significant pain because of the ban, but they still
have negative emotions and discomfort due to the restriction.

In contrast, Cluster 2 representatives are highly negative and not at all resigned to the
ban. The ban caused them pain and they experienced a high level of discomfort.

Individuals in Cluster 3 are resigned to the ban. They do not experience negative

emotions or pain, and their level of discomfort due to this situation is very low.

The comparison of clusters by VK users

All clusters of VK users demonstrated a positive attitude towards the social media
platform, although to varying degrees.

Cluster 1 showed a relatively high level of positivity, with members generally believing
that VK is useful, enjoyable to use, and satisfying their needs, but not necessarily of great
importance to them.

Cluster 2 expressed a more moderate attitude towards VK, with participants generally
not finding the platform very important or useful for them, despite finding it somewhat

enjoyable and meeting their needs to some extent.
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Finally, members of Cluster 3 displayed a strong liking for VK, finding it highly useful
and enjoyable, with a majority stating that VK is important for them to use and satisfies their
needs well.

Intensity of Engagement with VK also differs among clusters.

Cluster 1 rarely likes other posts or videos and uploads them themselves. Sometimes
and more often representatives of this cluster read news feeds and watch videos and photos.
However, they always prefer to communicate with friends in direct messages and with other
people in chats.

Cluster 2 participants always communicate with friends through private messages and
chats, sometimes scroll a news feed, watch videos and photos, and use an account to register a
third-party application. Quite rarely they like other posts or videos and upload their own, like
other posts, videos, and photos and write comments.

Cluster 3 respondents always communicate with friends through private messages and
chats, often read a news feed, and sometimes watch videos and photos, like other posts, videos,
and photos, and use an account to register a third-party application. Finally, they very rarely
watch or read bloggers, make reposts of interesting information, write comments, and upload
their videos and photos.

Next block of questions referred to the Satisfaction with VK.

Cluster 1 has moderate overall satisfaction with VK, because representatives of this
cluster are partially satisfied with their interaction with VK and the content of VK quite well
meets their needs.

Representatives of Cluster 2 demonstrate a low level of overall satisfaction with VK, as
they are not content with their interactions with the platform and feel that the content provided
does not sufficiently meet their needs.

Individuals from Cluster 3 exhibit the highest level of overall satisfaction with VK, as
they are extremely pleased with their interactions with the platform and feel that the content
provided meets their needs exceptionally well.

To go deeper, respondents were questioned what exactly they can name as a thing that
does not satisfy them on VK.

Cluster 1 highlighted that their main source of dissatisfaction with VK is the
overwhelming number of services currently offered on the platform. Members of this cluster
feel that they are struggling to navigate and keep up with all the new services. Such phrases as
“too many services”, “unnecessary services”, and “excessive services” were quite frequently

met in the answers. They also mentioned that recent updates have not necessarily made the user
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experience any easier. In fact, some participants expressed a preference for the previous
interface and found that the additional services have slowed down the platform. Furthermore,
survey respondents emphasized that the main functionality of VK has decreased, making it
difficult to locate certain features. Finally, they drew attention to the fact that the news feed
does not fully meet their needs, and excessive advertising on the platform is a source of
frustration.

Respondents of the 2 clusters identified several issues that they are unhappy with on
VK. Firstly, they find the navigation of the platform to be confusing and not user-friendly.
Secondly, they are dissatisfied with the content on VK as they feel it only represents one
perspective, primarily that of Russian citizens, and they want to see more diverse content from
users around the world. For example, some respondents mentioned “there are no foreign users
presented and posted on VK, only Russian citizens. But | want to see more people from
different countries and get to know what they think and post”. Thirdly, they dislike the poor
recommendation algorithm on VK, which often fails to suggest content that aligns with their
interests. Additionally, they are frustrated with the high level of censorship and lack of trust in
data protection on the platform. Finally, they do not appreciate the fact that VK has copied
features from Instagram?®*, which they do not enjoy.

On the other hand, respondents from cluster 3 expressed their dissatisfaction with paid
music being the main issue. They also find the frequent updates on VK, particularly on its
mobile app, to be a hindrance making it take a long time for the app to respond. Additionally,
they feel that the platform’s interface is complex and not easy to navigate, primarily due to the
abundance of extra services available.

In addition to the main survey questions, participants were also asked to identify aspects
of VK that they disliked. Paid music and video clips emerged as the top two features that were
disliked across all clusters. Cluster 1 ranked stories as their third priority, while Cluster 2 and
3 both expressed dissatisfaction with the visual design. Insufficient functionality was noted by
Cluster 1 and 2 as a disliked aspect of VK, whereas Cluster 3 highlighted the absence of

frequent communication with certain individuals as a drawback.

Final Profiles Development

% *Considered an extremist organization in Russia
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The key characteristics of the individuals in each cluster can be found in the Appendix

5. After analyzing the cross tables for the main blocks of the questionnaire questions, profiles

for Zennials were developed:

Profile name/
Charactetistics

Time spent in
social media every
day

Purpose to use
social media

Content and
Company
Interaction
The main social
media before
March 2022
The main social
media now

The mostly used
social media that
is currently
banned

Attitude towards
banned media

Behaviour with
relation to the
blockage

Reaction to the
ban

Attitude towards
VK, intensity of
engagement with
VK, satisfaction
with VK

Disappointed
Pragmatics (27%)

3-4 hours

Communication,
work

Moderate Content
and Company
Interaction

Telegram

Telegram

Instagram™, Tik-Tok

Positive

Don't change their
use

Not significant pain
due to the outage of
banned social
networks, but rather a
general feeling of
discomfort.

Moderate Positive

27 *Considered an extremist organization in Russia

Table 3.20. Zennials profiles

Negative Skeptics
(46%0)

1-2 hours

Communication, pass
time

High Content and
Company Interaction

Instagram?’*

VK

Instagram™

Very positive

Started to use this media
less

Highly negative and
experienced pain from
switching to a new
social platform. Feel
discomfort and have not
resigned themselves to
the situation

Low Positive

Positive
Accomodators
(27%)

1-2 hours, 3-4 hours

Communication,
pass time, news
Low Content and
Company
Interaction

VK

VK

Instagram™, Tik-
Tok

Moderate positive

Started to use this
media less

Stopped usage of
this media

No  feeling  of
discomfort or pain
associated with the
loss of access to
banned media

High Positive
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Dissatisfaction *Too many new *Not user friendly *Paid music

with VK services interface *Advertisement
*Difficulties to *Lack of foreign content | *Too many updates
navigate through *Poor recommendation | *Slow down of time
*Slow down because | algorithm of content response from
of updates preferred mobile app
*Content doesn’t *Too many copy pastes | *Abundance of extra
meet needs from another platforms | services

3.5. Discussions and theoretical contribution

The study's findings have both theoretical and practical implications. For researchers,
it offers a deeper understanding of how international social networks ban influenced
consumers’ attitude to Russian social media in the eyes of borderline generation Y-Z. The
results revealed three distinct user profiles in social media based on their emotional reaction to
the ban of popular social networks, and how this affects their attitude towards VK, intensity of
engagement with VK, and satisfaction with VK. This information is valuable to content
producers, add-owners, bloggers, and firms or individuals operating on VK. Findings of this
master thesis can assist in effective communication with the different user profiles and
adaptation of content interaction, communication, and company interaction styles accordingly.

The study highlights the importance of understanding user behavior in response to
international social networks ban that affects the availability of social media platforms, and
how this behavior can shape attitude towards VK, intensity of engagement with VK, and
satisfaction with VK.

The measurement and structural models were tested, revealing that emotional reaction
to international social networks ban have an impact on the attitude and satisfaction towards
VK. The study found that Zennials' attitude towards and satisfaction with VK were influenced
by their emotional reaction to the block of other social media platforms. Specifically, those
who perceived VK as a valuable alternative to the blocked platforms had a more positive
attitude towards VK, leading to more intensive reading of news feed, watching photos and
videos, following the bloggers’ content, putting “likes” and interaction with friends through
private messages, chats, and groups on VK as well as overall greater satisfaction with VK. At
the same time, more negative users are with the international social networks ban less positive
is their attitude towards VK and satisfaction with VK.

The results emphasize the significance of attitude in shaping social media engagement

and offer an understanding of the elements that impact user satisfaction with particular
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platforms. Intensity of engagement with VK did not demonstrate direct significant effect on
satisfaction with VK and it does not mediate relationship between attitude towards VK and
satisfaction with it. In other words, more frequent usage does not always correspond to higher
satisfaction with the platform. It means that there could be other factors that influence
satisfaction and need to be further investigated. For example, content that does not meet users’
interest, difficulty in navigation, or dissatisfaction with visual appealing of VK could be the
reasons to explain this insignificance. Therefore, the future research should be focused more
on how the quality of content and users’ experience influence satisfaction with VK.

Emotional reaction to the international social networks bans also did not affect the
intensity of engagement with VK. Potential reason for it could be the fact that prior to most
participants already used VK platform and continue to use it after March 2022. It means that
VK was already essential for users and the current situation on Russian market of social media
did not significantly change their behaviour.

Cluster analysis showed that based on the emotional reaction to the international social
network ban users develop different behavior patterns. Those who experienced more negativity
towards the ban had a less positive attitude towards VK, intensity of engagement with VK, and
satisfaction with VK. Conversely, those who did not experience any discomfort had a more
positive attitude towards VK, intensity of engagement with VK, and satisfaction with VK. The
third group, who are not satisfied with the current situation, but do not experience sharp
negativity demonstrated moderate positive attitude towards VK, intensity of engagement with
VK, and satisfaction with VK.

The findings of this study contribute theoretically to the understanding of how
Generation Y-Z met restrictions of some social networks. This research proves that there is a
spill-over effect of emotional reaction to international social networks ban on remaining
available social media platforms, VK particularly.

The study found that Zennials switched to alternative domestic platforms even though
their reaction to the international social networks ban was negative. But they switched with the
hidden dissatisfaction and transferred it to the domestic social networks. Basically, it means,
that whatever developers of alternative social networks do, hidden negativity and biases
towards remaining platforms will be there. It can create obstacles in effective communication
between end-users and companies, add-owners, bloggers who operate there.

In this regard this master thesis reveled new area of academic development. Due to the
novelty of the topic under research there were not a lot of academic investigations done in such

direction and this study brings new knowledge and opens further discussions.
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3.6. Managerial implication

From a managerial perspective, the study 1 identified different emotional reaction
strategies towards the ban of social networks, ranging from indifference to strong negative
emotions. Additionally, the qualitative research highlighted reasons why people still use
banned media, such as unique content and alternative points of view. Moreover, spill-over
effect is important for taking into consideration for companies, content producers, add-owners,
and developers of social networks because it allows more effective implementation of some
new features and communicate with audience. Cluster description for target users and their
preferences was developed in Study 2 to assist businesses in enhancing their efficiency on VK.
This study suggests the necessity to work with each profile but take into account the differences
among them.

The study revealed that the first group of Disappointed Pragmatics primarily utilizes
social media for communication and work-related purposes. Although they also use Instagram*
and TikTok, Telegram was and is their primary platform, with VK as a secondary option. Their
dissatisfaction with VK comes from the content that fails to meet their needs, resulting in
discomfort rather than significant pain due to the ban of some social media. They have a
moderately positive attitude towards VK but engage infrequently, usually limited to
communication with friends, browsing news feeds, and viewing videos and photos.
Considering these findings, the following recommendations are suggested:

For Companies, Bloggers, Add-Owners, Content Producers on VK platform:

e Communication messages and content should avoid news agendas, given that
communication, pastime, and work are the main reasons for using the platform.

e More collaboration with bloggers since the target audience frequently watches and
reads their content.

e Including coupons and discounts in bloggers videos can also increase brand loyalty and
content engagement.

e Special bonuses for those who share information about the company or product on their
own accounts.

e Ambassador program creation for those who protect the company when discussing on
social media.

For VK developers:

e Focus on improving the recommendation algorithm to attract this audience since

inappropriate content is the primary reason, they dislike VK or stop using it.
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e Simplification of the navigation menu and providing clear labels and categories for each
section could improve user experience and lessen overwhelming that target audience
experiences.

e Creating a more streamlined menu structure, grouping similar features and functions
together to make navigation more intuitive.

e Implementing a better categorization system for groups would make it easier for users
to find and join groups of interest.

e Customizable dashboards should be introduced where users can add shortcuts to
frequently used sections of the VK platform.

e Adding a preview pane for links would allow users to preview content before opening,
reducing the number of unnecessary clicks.

The second group of Negative Skeptics on social media are primarily interested in
communication and leisure activities. They engage with content and companies at a high level,
regularly interacting with news and bloggers, and put "likes". They tend to be more loyal to
companies on social media because they share information about products or companies on
their personal accounts. After the ban of their main social media platform Instagram?®*, they
have shifted to VK. This group is highly negative and experienced significant discomfort from
the shift. They still feel uncomfortable and have not adjusted to the new situation. Considering
their low positive attitude towards VK and their overall dissatisfaction with it, the following
recommendations proposed:

For Companies, Bloggers, Add-Owners, Content Producers on VK platform:

e Communication messages and content should avoid news agendas, given that
communication and pastime are the main reasons for using the platform.

e Collaboration with foreign bloggers, as this audience tends to watch and read foreign
bloggers.

e Offering exclusive access to products for foreign bloggers who promote companies on
VK.

e Special coupons and discounts should be offered to those who share reviews about the
company's products or write comments in chats and groups and especially to those who
do it on their personal account.

e Unique set of gifs, emojis and other customized features from companies’ bots on VK

for loyal and active users.

28 *Considered an extremist organization in Russia

75



For VK developers:

e Several integrated interfaces that are customizable to the user's preference.

e Rewards offered to users who actively participate on VK, such as discounts, merch or
early access to new features of products.

e Users should be asked which information VK can give to third parties and which not,
to increase trust.

e Host a VK event or virtual summit for foreign bloggers, which can provide a platform
for networking and sharing knowledge.

e Creation of a referral program where current VK users can invite their foreign blogger
friends to join the platform and receive rewards or incentives for doing so.

e Usage of VK's advertising platform to target foreign bloggers with personalized ads
that highlight the benefits of joining VK.

e Create a VK group or community for foreign bloggers, which can serve as a hub for
sharing information, collaborating on content, and connecting with other bloggers.

e VK can offer advanced photo editing tools that allow users to edit their photos before
uploading them to the platform.

The third group, known as the Positive Accommodators, use social media primarily
for communication, pastime, and news reading, with low levels of content and company
interaction. They mainly communicate through private messages but occasionally participate
in public chats and forums, and utilize coupons, discounts, and promo codes provided by
companies. This group has a positive attitude towards VK, their main social media platform,
and has not been affected strongly by the ban of other platforms. However, there are some
things they dislike about VK. Based on this, the following recommendations are stated:

For Companies, Bloggers, Add-Owners, Content Producers on VK platform:

e Creation of news content and news agenda in the communication messages or the
content created or integrated by companies.

e Collaboration with bloggers can increase loyalty to companies on VK as this group
sometimes reads and watches bloggers.

e Including coupons and discounts in content can increase loyalty to the brand and
content engagement.

e Limiting the number of ads users see and making them more interactive and enjoyable
through gamification can improve the ad experience.

For VK developers:
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e Creating engaging and interactive content around paid music services can also be
effective. For example, behind-the-scenes footage of artists recording new music or
hosting exclusive online events for subscribers.

e Offering incentives for watching or engaging with ads and providing opt-out options
can make the ad experience more personalized and user-friendly.

e Optimizing the interface for mobile users, improving search functionality, and

providing more filters and sorting options can enhance the VK experience.

3.7. Limitations and future research directions.

The present study has identified several limitations that could be addressed in future
research investigations. One of the key limitations is that the study sample was predominantly
made up of individuals who were 23 years old and from Saint-Petersburg and Moscow. To
overcome this limitation, future studies could be done to collect data from a more diverse and
representative sample that includes representatives from a wider range of ages and
geographical locations, thereby providing a more comprehensive understanding of the research
topic.

Moreover, it is worth noting that the age characteristics of users in the borderline
generation Y-Z served as another limitation in this study. While it is true that studying this
specific generation provides valuable insights into the behavior of two distinct groups of users,
conducting research without reference to these generational boundaries may yield even more
theoretical value. Therefore, it is recommended that future studies examine the topic of social
media platform attitude separately for Generation Y and Generation Z and compare their
findings to provide a more thorough comprehension.

Furthermore, it is worth noting that in this study, data was collected using convenience
and snowball sampling methods. However, it is recommended that future research is done by
implementation of probability sampling techniques in order to improve the representativeness
and generalizability of the findings to the larger population.

In addition to the above, it should be noted that the main objective of this study was to
develop audience profiles, which necessarily limits the scope of analysis in terms of identifying
the factors that drive individuals' choice of emotional reaction strategy. Thus, for a better
understanding of the issue, future research should conduct a more thorough investigation of the
various factors that may influence the choice of a particular emotional reaction strategy as well

as other factors that could influence satisfaction with social network.
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Although certain technographic characteristics were found insignificant, it may be
advantageous to incorporate the entire spectrum of technographic factors in order to arrive at
more profound insights.

Ultimately, it is recommended that forthcoming research take into account the
incorporation of the Telegram platform and conduct a comparative analysis with VK to provide
a more extensive examination.

Finally, the study identified another group of end-users. 19 participants of the survey
mentioned that they didn’t use the VK platform for the last 6 months. Cluster distribution was
8, 4, and 7 for cluster 1, 2, and 3 respectively. To analyze users according to their belonging to
the clusters we have limited sample size. This is why it was decided to look through all profiles
of non-users of VK simultaneously.

Some users mainly from cluster 1 stopped using VK mainly because all their friends
and content interests shifted to another social media Telegram. They in general prefer to follow
messengers, not social networks. Majority of people from this cluster pointed out there is
almost nothing that can return them to VK, only if VK will have some unique feature or their
friends will return back to it. As the first 5 things that they are dissatisfied with on VK they
mentioned insufficient functionality, visual design, clips, stories, and people with the same
point of view.

Another group of users, who belong to cluster 2 doesn’t follow VK because users don’t
trust this social media, as they feel it does not protect users’ information and has strict
governmental censorship. As a thing that can make them return back, they stated international
content. If there would be more foreign representation, then they are ready to try VK once
again. Insufficient functionality, clips, people with the same views, paid music, and the absence
of people with whom | communicate were put as priorities which users dislike about VK.

Respondents, who were included in cluster 3 mentioned loss of relevance as a reason to
not use VK. They don’t see any reason that can make them return back to VK and do not like
VK because of its insufficient functionality, people with the same views, absence of people
with whom to communicate, and visual design.

As soon as the size of non-users sample is small further solid analysis was not feasible.
It is suggested that in future research, a more in-depth examination of this particular group

could provide valuable insights.
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Summary of Chapter 3

This chapter discussed the analysis of data collected during a quantitative study.
Measurement and Structural model testing were performed to check the reliability and validity
of the model, as well as the hypotheses' acceptance or rejection conduction. A cluster analysis
was carried out and its results were discussed in detail. Based on cluster analysis, social
networking audience profiles were developed.

As a result, the study's research questions were resolved. Based on the results,
practitioners were provided with recommendations. Additionally, the theoretical and practical
contributions of the study were discussed. Finally, this chapter listed the study's limitations and

proposed recommendations for future research.
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Conclusion

This thesis has contributed both practically and theoretically, providing valuable
insights for researchers and various entities in the media industry, including content producers,
advertisers, bloggers, and companies. The primary objective of this work was to investigate
whether there is a significant relationship between emotional reaction to the international social
networks ban and users' attitude towards remaining alternative social networks. Additionally,
based on the emotional reaction strategies chosen, customer profiles with common
technographic characteristics, attitudes towards the ban, attitude towards VK, intensity of
engagement with VK, and satisfaction with VK were developed.

In the first chapter, an extensive literature review was conducted, covering topics such
as emotional attachment to social networking sites, and characteristics of Generation Y,
Generation Z, and Zennials. In addition, the current social media landscape in Russia and
worldwide social network disconnection were analyzed. The primary theoretical fundamentals
were identified, and a research model was established.

In the second chapter, research design and determination of data collection methods
were described. Guides and an online questionnaire were developed based on the literature
review for each study. Qualitative research included in-depth interviews to explore the
respondents’ emotional reaction strategies towards the ban of some popular social networking
platforms and reasons to stay or switch to another social network after the ban. A quantitative
survey was also conducted, collecting data from 254 respondents. All data was prepared for
further analysis, and the results of the qualitative study were also discussed.

In the third chapter, the data collected during the quantitative study was analyzed using
SPSS and SMART-PLS 4 software. Measurement and Structural Models were created, and
cluster analysis was applied. The significance of the framework developed was confirmed
according to the results of the Measurement and Structural Models. The cluster analysis
determined the profiles of the audience under the study. Although non-VK users were also
analyzed, the small sample size and unwillingness of this group of respondents to return to VK
prevented their inclusion in the profile design.

The study's findings indicate that among the borderline generation in the media
environment, three different groups of users are identified based on technographic
characteristics, attitude towards VK, intensity of engagement with VK, and satisfaction with
VK.
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The research provides recommendations to attract more audience on VK and improve
communication and engagement on this social media platform, as well as a theoretical
contribution to the existing literature. Finally, the limitations of the study and potential areas

of improvements for future research were taken into account.
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Appendixes

Appendix 1. The main milestones in the development of VK

e 2008 — VK becomes the most popular Internet resource in the Russian Federation. This
social network has its own video search service, sections "Questions" and "Applications"
(future mini apps), advanced privacy features of the page. The audience is growing, reaching
the mark of 20 million users. In addition, VK becomes available for mobile phones in the WAP
version.

e 2009 - VK buys a domain vk.com for further promotion in international markets.

e 2010 — VK launches its own payment system. There is an opportunity to leave
comments and mark "I like". In October users were forcibly transferred to the microblog
format, which caused a lot of protests and inscriptions in VK "Durov, bring back the wall.”

e 2011 — The official launch of the app for iPhones and the presentation of the app for
androids takes place. Moreover, the VK Support Service begins its activity. Users can put
hashtags.

e 2012- VK finally moves to the domain vk.com and opens an official representative
office in Kiev.

e 2013 - Due to the adoption of the anti-piracy law in the Russian Federation, VK music
collections were thoroughly "cleaned up”.

e 2014 — Mail.ru The Group buys the VK social network and becomes its sole owner.

e 2015 - VK social network continues to develop and improve. The first "VK Fest" and
a new section "VK Products" were launched. In addition, there is the opening of its own "online
university" for the training of programmers.

e 2016 — The launch of the "smart feed" in news sections (an algorithm that changes the
order of news, displaying interesting entries above the rest), the legalization of music posted
on the site, the launch of the "Money Transfers" service, the addition of the "Stories" format.
The design and menu were updated and transformed.

e 2017 — VK can conduct online broadcasts, Stories are updated. Now it becomes
available for users to add interactive virtual masks that can be applied to the face in real time.

e 2018 — It becomes possible to add articles and long reads. Encrypted voice messages
and video calls are launched in messages. In addition, the VK Pay payment platform started to
work and there is a presentation of a platform for the development of mini apps based on the

VK Apps application.

90



e 2019 — VK launches sales of goods from AliExpress and tests its own VK Me
messenger.

e 2020 — It becomes possible to create group video calls. The new section "Clips"
appeared. VK presents a single subscription to VK Combo paid services.

e 2021 — VK presents the voice assistant Marusya, as well as VK Video becoming a full-
fledged video hosting (SMMX.ru, 2022).

Appendix 2. Study 1. In-depth interview design

Interview in Russian

BCTYIIVIEHUE

JoOpsriit ners! Mens 30ByT Mapusi. Sl mpoBoy uccieoBaHUe JUIsl CBOEH MarucTepcKon
JMCCEPTAlMM TI0 BBISBICHUIO MOTPEOUTENBCKOTO BOCHPHUATUS COLMAIbHBIX CeTell Ha
POCCHICKOM pBIHKE MOJIOAEKbIO. MHE Ba)KHO MOHATh, KaK JIIOJU MpOpearupoBad Ha
M3MEHEHHE B II0JIb30BAaHMM COLMANbHBIMU ceTsiMu B Poccun. Bce mannbie Oynyt
MIPOaHAIM3UPOBAHbI B 0000IIEHHOM BH/IE C COXpaHEHUEM aHOHUMHOCTHU. B Hateit 6ecezie
He OyneT NpaBWIbHBIX WM HE MPAaBUIbHBIX OTBETOB. MHE HMHTEpEeCHO MMEHHO Baiue
MHEHHUE, OUIYIIEHHUs, YyBCTBAa, OHOMOLMHU M TMOJb30BaTeNbCKU ombIT. [loaTomy
IocTapaiTech OTBEYaTh MAKCHUMaJIbHO YECTHO U BHICKA3bIBaTh UMEHHO CBOE MHEHUE, TAXKE
€CJIM OHO OTJIMYAETCs OT OOIIETIPUHATOTO.

Orta Gecena OyeT 3amucana, HO € 3arucsiMu Oyly paboTaTh TOJIBKO s 6€3 mepeaayn Komy-
1160. BbI cornacHsl Ha 3alych HaIIEro pa3ropopa? -> eciiu Ja, TO Mbl IPOJOKAEM, €CIIU
HET, TO 3aBeplIaeM pa3roBop (BCs peyb BbILIE J0JKHA ObITh B Hayalle 3allMcu, BMECTE C

SIBHBIM COTJIACHEM Ha 3aIUCh OT YYaCTHHUKA).

BBOJHAS YACTDB. O CEBE U CBOEM I10JIb3OBAHUHN COLUAJIBHBIMUA
CETAMUA
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1. Pacckaxure o cede. Cxonpko Bam ner?
Otkyna Ber?

Bpri ceituac pabotaere unu yuurecs? I'ne?

2
3
4. Bpl aKTUBHBIN WU TTACCUBHBIN TOJI30BATENh COUATBHBIX ceTer? [louemy?
5. Y Bac OTKPBITHIN WM 3aKPBITHIA TPOGHIIb B COUATBHBIX CETIX?

6. CKOJBKO BPEMEHHU €XKETHEBHO BbI IPOBOJUTE B COLIMATIBHBIX CETSIX?

7. CKoJbKO y Bac Apy3eH U MOANUCYMKOB B T€X COLMAIBHBIX CETAX, KOTOPBIMU

BBI TIOJIB3YETECH?

MOJIb30BAHUE COIIMAJIbHBIMHU CETSIMU CEMYAC

1. Kaxumu conuanbHbIMU ceTsMu Bbl osb3yeTech Ha JaHHBIA MOMEHT?

2. Jlnd yero Bbl UCHOJIB3YETE COLUATIBHBIE CETH?

3. Bpwicneaure 3a Gnorepamu? Ha kakux conpanbHbIX iatdopmax Ber ciequre
3a HUMU?

4. Yro Bac npuBnekaeT B BHIOpaHHBIX BaMu cormanbHbIX ceTsix?

)]

VY Bac ectp kakue-nub0 TPYJAHOCTH B TOJIb30BaHWM Bammmu JTFOOMMBIMH
COLIMAJIbHBIMU CETAMMU?

6. Kakyto ponb conuanbHbie ceTH UTpatoT B Bamei xu3un?

OIIBIT UCMOJIb30BAHUS COIIUAJIBHBIX CETEN

1. Kakas Obuta Bama nepBasi coumanbHas ceTb U nodemy? Onummre cBOM
I10JIb30BATEIBCKUI OIBIT IEPEMELICHNS U3 OJHON COLMAIBHOM CETU B IPYTYIO.
[louemy Bpl monb3yerech HMMEHHO 3THUMHM COLMAJIBHBIMU CETSMH, a HeE

apyrumu?

IMOJIB30BAHUE COLNUAJIBHBIMU CETAMMU 10 MAPTA 2022 'OJA
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1. Kakumu counanbHbIMU ceTsiMU Bbl nmonb3oBanuck a0 mapta 2022 rona?

2. Kaxk 610kMpoBKa HEKOTOPBIX cOLMaIbHBIX ceTel B Poccuu nmosnusiia Ha Bac?
Uro Bol ucnbiThiBanu/ayBcTBOBaIn? Yto Bl uyBcTBYyeTe celiyac?

3. Ilouemy Bbl nepectanu noiap30BaThCsi HEKOTOPBIMHU COLIUATIBHBIMU CETSIMU? //
ITouemy BbI 10 cux 110p MOJIB3yETECH HEKOTOPHIMHU COLIMAIILHBIMU CETAMH JIaXkKe
HECMOTpsI Ha OJIOKUPOBKY?

4. Bl ynanunu 3a0nokupoBaHHble connaibabie cetu? [louemy? [ouemy Het?

OTHOILIEHHME K COIIUAJIBHBIM CETAM

1.  Kak BbI cuutaere, 6JOKMPOBKA HEKOTOPBIX COIMAIBHBIX CETEH MOBIMIA Ha
pasButue 3ToN conuanbHoi cetn? Kak OJ0KMpOBKAa HEKOTOPBIX COLMATIbHBIX
ceTell MOBNUsJa Ha pPAa3BUTUE COLMAIBHBIX CeTed, KOTOphle H ObUIH
3a010kupoBaHbI? UTO H3MEHHIIIOCH?

2. Omumure Bamy wmaeanbHyro coumanbHylo ceTh. Kakue (yHKIuu wiam

0COOCHHOCTH JIOJI’KHBI IPUCYTCTBOBATH B Bamiei naeanbHOU ceTr?

Interview in English

Introduction

Good afternoon! My name is Mariia. I am conducting research for my master's thesis on
identifying the consumer perception of social networks in the Russian market by young
people. It is important for me to understand how people reacted to the change in the use of
social networks in Russia. All data will be analyzed in a generalized form while maintaining
anonymity. There will be no right or wrong answers in our conversation. | am interested in
your opinion, feelings, emotions, and user experience. Therefore, try to answer as honestly
as possible and express your opinion, even if it differs from the generally accepted one.

This conversation will be recorded, but only I will work with the recordings without
transferring them to anyone. Do you agree to record our conversation? -> if yes, then we
continue, if not, then we end the conversation (the entire speech above should be at the
beginning of the recording, along with the explicit consent to the recording from the

participant).

93



INTRODUCTORY PART. ABOUT YOU AND YOUR USE OF SOCIAL
NETWORKS

1. Tell me about yourself. How old are you?

2. Where are you from?

3. Are you currently working or studying?

4. Are you an active or passive user of social networks? Why?
5. Do you have an open or closed social media profile?

6. How much time do you spend on social networks every day?

7. How many friends and followers do you have on the social networks you use?

CURRENT SOCIAL NETWORKS USAGE

1. Which social networks do you use now?

2. What do you use social networks for?

3. Do you follow bloggers? What social platforms do you follow them on?

4. What attracts you to your chosen social networks?

5. Do you have any difficulties in using your favorite social networks? Which one?

6. What role do social networks play in your life?

EXPERIENCE USING SOCIAL NETWORKS

1. What was your first social network and why? Describe your user experience of moving
from one social network to another. Why do you use these social networks and not

others?

USE OF SOCIAL NETWORKS UNTIL MARCH 2022

1. Which social networks did you use before March 20227

2. How did the blocking of some social networks in Russia affect you? What did you
experience/feel? How do you feel now?

3. Why have you stopped using some social networks? // Why do you still use some
social networks even though you are blocked?

4. Have you deleted blocked social networks? Why? Why not?

ATTITUDE TO SOCIAL NETWORKS

1. Do you think the blocking of some social networks has affected the development of
this social network? How did the blocking of some social networks affect the
development of social networks that were previously blocked? What has changed?

2. Describe your ideal social network. What functions or features should be present in

your ideal network?
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Appendix 3. Study 1. In-depth interview results

Twitter* etc.).

Theme Code Code definition Result Quotes
Social Current List of social | Currently used: “Currently I am following
Network Social media platforms | VK, Telegram, | VK, WhatsApp, Telegram,
Usage Network currently used (Instagram®=*, Facebook* | Instagram*, Facebook*,
Usage with the less intensity) and Viber”
Past Social | List of social | Used before March 2022: | “Previously, I used the
Network media platforms | VK, Telegram, Instagram, | same social networks, but
Usage used by | Facebook, Twitter, Tik- | my frequency to follow
respondent before | Tok banned media
March 2022 decreased’ .
Reasons to | Reasons for | Categories of o Personal “It's probably more for
Follow Social reasons for social communication, time passing and
Social Network media use e Interaction with | communication. Also, for
Networks Usage particular people, example, | am very
o Information and news | distracted from problems
consumption, in life when I sit on social
e Entertainment, networks. It helps me to
o Following influencers | forget reality”.
and bloggers,
e Professional
networking.
Reasons to | Categories of | VK: o “VK became as a
Use reasons for e Interaction with habit for me. | feel
Particular particular  social particular people that '
Social media use (for are not following any some special bonding
Network example, VK, other social network, with it and do not want
Instagram™, e Music subscription,
Facebook*, e  Habitdue to long usage to leave it, because it

(even though
dissatisfaction  with
interface, ads, and a lot
many other features.

Telegram:

e Information and news
consumption,

e Unique interface and
special formats (circle
videos, gifs).

Instagram™:

e Entertainment,

e Awareness what is
going on,

e Fascinated with
design, easiness of
posting, story creation
and new format of
reels.

Facebook*:

e Unique Content,

e Entertainment
(games),

o “Nowadays, I follow

e  “Stories and reels are

has a lot of important

memories for me”.

the

because it

Telegram most
has
important for me news

channels..”.

my personal love on
Instagram*. | also like
how space there is
organized, and | can
post something
without some specific
knowledge of
photography,

photoshop and so on”".

36 *Considered an extremist organization in Russia
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e Account to register on
third-party
applications,

e Necessity to be
presented on every
social network.

o “I use Facebook®™*

primary to have an
account to register on

other websites .

ban of
international

continued usage,

Bloggers and | Following Following 25% of respondents follow | “My favorite blogger is
Influencers Bloggers and ploggers and | bloggers that _ previously “Katya. Pharmacist.” She
Influencers influencers and on | were posting on
which social | Instagram*, but currently | used to be on Instagram¥,
media platforms | shifted to Telegram and then she switched to
they were and are
presented Telegram and now I'm
following her in
Telegram ™.
Difficulties Difficulties Categories of | Difficulties with VPN due | “I used to forget to switch
to use Social | in Social | difficulties to: off VPN and as a result my
Network Network Use | encountered  in |[e VPN apps consume a | relatives could not call me.
using social lot of data, It creates a lot of
network e Work properly only for | inconvenience for me. This
a short period, is why now | rare visit
e Create problems with | Instagram™”.
mobile phones
functioning.
Role of | Role of | Identify  which |e For Millenials social | “I understand that I have
Social Social role — primary or networks play : ;
Network Network in | secondary- social secondary role in life, a bad habit of scrolling
Life networks play in |e For Zoomers social | news feed every morning
respondents’ lives neUNPFKS play primary | ;.4 every evening but
role in life.
cannot resist to do it”.
Evolution of | Behavioral Description of ¢ Moyi Mir >VK > | “My first social network
Social Pattern  to | respondent’s first Instagram* (or v S
Network Switch to | social media Facebook* was “Moyi Mir”. Then
Usage New Social | platform and sometimes), around 2006 | shifted to
Network further swnchl_ng . Thg main  reason to VK, because it was very
to new ones with register — popularity at
identification the particular moment of | popular that time.
reasons for it time. Afterwards, all my friends
started to speak about
Instagram*, and | decided
to also register there even
though initially I was quite
skeptical about it”.
Social Influence of | Description  of | Respondents’ feelings: I still use Instagram™. This
Network Use | Social respondent’s e Indifference and | .. .. .
after the Ban | Network Ban | feeling during the stopped usage, situation with the ban was
ban and after the | Indifference and | sad for me and | have a

desire to return everything

37 *Considered an extremist organization in Russia
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social  networks
and reaction
strategy

identification

e Nostalgic, desire to
return back  with
stopped usage,

e Nostalgic, desire to
return  back  with

continued usage,
e Relief and happiness
with stopped usage,

how it was previously.
Probably this is why 1 still
in to

occasionally log

Instagram3®*”,

e Anger and
disappointment  with
continued usage.
Usage of | Identification of | Reasons to continued |e  “My sister use only
Banned deletion, stopped | usage: .
Social or continued | e  Particular people, Instagram™. If 1 would
Networks usage of banned |e  Alternative point of like to get to know how
social media with view . .
L : she is doing | need to
definition of | Reasons to stopped usage: g
reasons to do so. |e VPN inconvenience, follow Instagram*”.

e Active civil position. | o« L0 for several
weeks to switch on and
off VPN, but it is too
cumbersome,
especially because |1
always forget to
switch it off.
Therefore, | decided to
stop my wusage of
Instagram™”.

Influence of | Description of | Trends: “I don’t know whether it is
Ban on | respondents’ e  Shift from Instagram* ; :
Social observations how to VK and Telegram, ot orpreviously it also
Network the ban of [e New features | was the case, but VK
Development mte_rnatlonal _ development on VK copied a lot of features
social media and Telegram,
influenced their |e  Less interesting | that ~are  there  on
development Content ON | |nstagram*. Before the
Instagram™.

ban I never came across to

it”.

Ideal Social | Features of
Network Ideal Social
Network

Description of
features that ideal
social network
should have

Combination of VK,
Instagram, and Telegram
features — ideal social
network

“I would like to have
VK,
Instagram*, and Telegram

combination of

in my ideal social network.
All visual designs | will
take from Instagram*,
form VK I will take music

and people with whom 1

38 *Considered an extremist organization in Russia
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interact the most, finally,
Telegram | love for video
circles and ability to
create separate folders

>

and chats and hide them”.

Appendix 4. Study 2. Online survey design

Survey in Russian

BCTYIIVIEHUE

[Tpuser!
Mens 30ByT Maiiia u s IpoBOKY MCCIIEIOBAaHUE ISl CBOCH MarucTepcKo JUCCepTalki.
MHe Hy>Ha Baia nomoiib! S nmpoiry Bac Y4eCTHO OTBETUTH Ha BOIIPOCHI B 3TON aHKETeE.
Bce nannpie OyayT aHATU3UPOBATHCSI aHOHUMHO. BOTIPOCHI 04€HBb IPOCTHIE — OHU TIPO BaC
Y MPO TO, KaK Bl OTHOCUTECH K COLIMAIIBHBIM CETAM Ha pOCCUHCKOM pbiHKe! [IpusTHBIN
OOHYC: cpe/ir BceX MPOIIEANINX Onmpoc OyaeT pa3pirpbiBaTthes 2 nmoanucku Ha BK my3biky

Ha 3 mecsma u 1 ceprudukar O30H.

B 0annom onpoce ecmv ynomunanus coyuanvhuix cemeti Peiicoyk®* u Uncmazpam*,
Komopbwie npunaonexcam komnanuu Meta®*, npuznannoil skempemucmexkou opeanuzayueti

u sanpewennou 6 PD.

WCIOJIb30BAHUE COIIUMAJILHBIX CETEN

Hepqu/ICHI/ITC BCC COLHUAJIBHBIC CCTH, KOTOPLIMHU BblI ITOJB30BAJIMCh OO0 MapTa 2022 T.

(MHoO€eCcTBEeHHBII BHIOOD)

Hucrarpam™
BKonrakre
Tenerpamm
DeiicOyx*
Tuk-Tok

OIHOKJIACCHUKH

39 *Considered an extremist organization in Russia

98




e TBurrep

e Jlpyroe

OTBET)
e Uncrarpam*®*
e BKoHTakTe
e TenerpamMmm
o OeiicOyk™
o Tuk-Tok

o OHOKIIACCHUKHU

e Taurrep*

o Jlpyroe

BBIOOD)
e Uucrarpam™
e BKonrakre
e TenerpamMmm
o deiicOyx™
e Tux-Tok
o (OIHOKIIACCHUKH

e Taurrep*

o Jlpyroe

aToro cnucka o mapta 2022 r. (OnuH oTBET)
e lucrarpam™
o OeciicOyk™
e Tux-Tok

e Taurrep*

Kakyto ogHy cornuanbHyI0 ceTh Bbl Ha3Bayid Obl CBOel ocHOBHOM 10 MapTta 2022 r.? (Onun

Kakumu corpaibHBIMH CETSMU BbI IIPOJIOJIKAETE MOJIb30BaThes ceiiyac? (MHOKECTBEHHBIH

Kaxoit u3 nepeunciennsix connanbubix cereit Bol noiab3oBanuc AKTUBHEE JIPYTUX u3

40 *Considered an extremist organization in Russia
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COILIMAJIBHASL CETh, KOTOPOW BbI TIOJIB30BAJINCh AKTUBHEE
APYTUX. Credyrowuti 610k 6onpocos 6yoem npo COyuaivbHyo cems, KOMOpYio 8bl YKA3AIU

8 npedvloyuemM onpoce

YTounute, kKak UMEHHO BBbI MOJIB30BAIMCH 3TOM cOoLMAIbHON ceThi0? (MHOXKECTBEHHBIN

BBIOOD)
e Ypran(-a) HOBOCTHYIO JIEHTY
e (Cwmotpen(-a)/ unrtan(-a) 610repoB
e Jlaiikan(-a) npyrue moctel/ pororpaduu/ BUACO
e Jlenan(-a) penocTbl UHTEPECHON MH(DOPMAIIH
e Be(-a) coOcTBeHHBIN 0J10T/ COOOIIECTBO
e (CoznmaBan(-a) KOHTEHT IS APYTUX MOJIb30BaTENEH
e [lucan(-a) koMMeHTapuu
e (Cwmortpen(-a) Buneo/ ¢pororpadun
e BriknaneiBan(-a) Buaeo / potorpaduun
e licnonp3oBan(-a) akkayHT JUIsl pETUCTPALlMM B CTOPOHHUX NPHIIOKEHUSX
o Cogepmran(-a) MOKYIKH
e Crnenui(-a) 3a HOBOCTSMH JIFOOUMBIX OpEH/IOB
e (OoOmancs(-1acek) ¢ APy3bsIMHU B JIMYHBIX COOOMIEHUIX/ Oecenax/ yaTax
e [lpyroe

OTMeThTe, HACKOJIBKO BBl COTJIACHBI CO CIEAYIOIIMMH YTBEPKICHUSIMU OTHOCHUTEIHHO
Bamrero omeiTa mosib30BaHus 3TOH conMaibHOM ceThio 10 Mapta 2022 1. (OauH OTBET B

KaXJI0M CTpOKE)

[Tonnocteto | Yactuuno | Heiitpanen | Yactuuno | [losHOCTBIO
HE COTJIaceH | He COIJIACEH | COTJIaceH

CorjiaceH

A

HCIOJIL30BAaHUE DTOU
COLIMAIILHON ceTH -

Xopomasa uaes.

AyMaro, 4qTo
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a1 MOJIOKUTEIILHO
OTHOIIYCh K JTOH

COLIMAJILHOM CETH

A JyMaro, 4TOo
WHTEPECHO
HUCIOJIL30BaTh Ty

COMMAJIBHYIO CCTh

bl JiyMaro, qTO
HCIOJIL30BAaHUE DTOU
COLIMAIbHOM ceTu

OBLIO BBITOJHO

S nmymaro, 4TO OIBIT
HUCIOJIb30BaHUSI DTOU
COILIHAJIBHON CETH OBLIT

MMPpUATCH

OTMeTbTE YTBCPIKACHUEC, KOTOPOC BAC XAPAKTCPU3YCT B OTHOLICHUHU K 3TOH COIlMaJIbHOM

cetu. (OnuH OTBET)

e S mepecran(a) Moab30BaThCs 3TON COIMATBHOM ceThiO B MapTe 2022r.

e S cran(a) mosib30BaThCcAd O3TOM COLMAIbHOM CEThIO MEHBIIE -> MEpexo] Ha

,Z[OHOJ'IHI/ITGJ'IBHHﬁ BOIIPOC

e Moe noabp30BaHUE ITOM COILMAILHOM CETHI0O HUKAK HE U3MEHMIOCH

e 5 cran(a) MoOIB30BAaTHCS OSTOM COLMANBHOM CEThIO aKTHBHEE -> TMepexoi Ha

I[OHOHHI/ITGJIBHBIﬁ BOIIPOC

o Jlpyroe

CZIOI’ZOJZHMme]ZbellZ GOHDOC) ymquume, Ymo UMEHHO UBMEeHUI0Cb 8 Bawem nonvzosanuu

omou coyuaivHou cemvio ¢ mapma 2022 2.? (Ooun omeem 6 Kaxcoou cmpoke)

Jemaro yare

He n3menumnoce

Henaro pexe
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YUuraro HOBOCTHYIO

JIEHTY

Cmotpro/ YUTAIO

Omorepos

Jlaiikaro JIpyTrue
IMOCTBI/

¢dororpadun/ Bugeo

Henaro penocThl
UHTEPECHOU

uH(popmManuu

Beny coOcTBeHHBIN

01101/ COOO0IIECTBO

Co3znaro KOHTEHT

TUIS JIpYTHUX

OJIL30BaTeNe

[Tumry

KOMMEHTapuu

Cmortpro BUJICO/

dboTorpadun

BrikiagsiBaro BUIEO

/ hoTorpadun

Hcnonp3yto akkayHT
JUIsL pEruCTpalyy B
CTOPOHHUX

MMPUITOKCHUAX

Cogepiiiaro MOKyIKH
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Cnexy 3a
HOBOCTAMHAU

JTHOOUMBIX OpEeHI0B

Oo6maroch c
JPY3bSIMH B JIMYHBIX
COO00IIEHNAX/

Oecemax/ gaTax

OTHOIIIEHME K BJIOKUPOBKE HEKOTOPBIX COIIMAJIBHBIX CETEM. Bawe
OmHOUleHUe K 02PAHUYEHUIO NOIb308AHUSL IMOU COYUATbHOU cemblo. Ta coyuanvhas cemo,
Komopyio 6vl evloupanu u3 eapuanmoé omeema: HUncmazpam®*, ®eiicoyk*, Tux-Tok,

Teummep.

Sl WCHBITBIBAI0 YYyBCTBO AMCKOM(OPTAa B CBSI3U C OTPAHMUYCHHEM B IIOJIb30BAaHHH JTOM
COLIMAJILHOU CEThIO0, HO yke cMupuIcs (1ack). (OAUH OTBET)

e [loaHOCTBIO HE IPO MEHH

e YacTu4HO HE PO MEHs

e He 3Haro

e YacTuuHO IpO MEHA

e [losHOCTBIO PO MEHS

Jns MeHda OrpaHuYeHue B MCIOJIb30BAaHUU JTOM COUMAIBHOM CETH MPOHU30ILIO
6e360se3nenHo. (OnuH OTBET)

e [loyHOCTBIO HE PO MEHS

o YacTu4HO HE IPO MEHs

e He 3Haro

e YactryHO IpO MEHA

e [lomHOCTBIO IIpO MCHA

S1 NCTIBITHIBAIO PE3KO HETATUBHBIC YYBCTBA B CBA3H C OI'PaHUYCHUEM B MCIIOJIb30BAHUU ITOM

counanabHou cetu. (OauH OTBET)

41 *Considered an extremist organization in Russia
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IlonHOCTBIO HE PO MEHSA

YacTuyHO HE PO MEHS

He 3naro

YacTtuaHo IIpO MCH:A

[TonHOCTBIO TIPO MEHSA

MOJIb30BAHUE COLHUAJIBHBIMUA CETSMHM CEWYAC.

nozoeopum o eauitem nolb306AHUU COUUAIbHBIMU CEMAMU celyac

Jlasatime menepo

OTBET)

OTBET)

Wnucrarpam®

BKonrakre
Tenerpamm
DeiicOyx*

Tuk-Toxk

2%

OIHOKJIACCHUKH

Tsurrep*

Hpyroe

e Jla (mepexon k pazzaeny - nonb3zoBarenu BKonTakre)

Kakyto conmanbHy0 ceTh Bbl Ha3BalM Obl CBOSH OCHOBHOW Ha JNaHHBIH MoMeHT? (OnuH

[Tonp3oBanuce nu BBl conuanbHOi ceThio BKonTakTe B mocnemnme 6 mecsieB? (Onun

e Her (nepexon k pasaeiny - He noabs3oBatenu BKonrakre)

ITOJIB3OBATEJIU BKOHTAKTE. Omuowenue k BKonmaxme

OTMGTLTQ, HACKOJIBKO BblI COTJIACHBI CO CICAYIOUIUMHU YTBCPKIACHUSAMU: bl AyMaro, 4T1o

counanbHas cetb BKonrtakre... (OguH OTBET B KaX10l CTPOKE)

IlomHOCTBIO

HE COrJIaC€H

YacTuuHo

HE COrjiaC€H

Heiitpanen

YacTuuHo

CorjiaC€H

IlonHoCTEBIO

corjiacC€H

42 *Considered an extremist organization in Russia
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JlocTaBiser
MHE

YAOBOJILCTBUC

VY nosnerBopser
Mo

MOTPeOHOCTH

IIpusiTHa

ITonesna

Baxna

IMOJBb30OBATEJIU BKOHTAKTE. Humencusnocms 63aumooeticmeus ¢ BKoumaxme

OTBeThTE Ha BONPOCHI, CBSI3aHHBIE C BalMM nojb3oBaHueM BKonrakre. (OnuH OTBET B

KaXJIOM CTPOKE)

Hukorna

Penxo

WNuorna

Yacto

Bcerna

Yuraro
HOBOCTHYIO

JICHTY

Cmotpro/
YHUTAIO

6s0repoB

Jlaiikaro
JIpyrue TmocThl/
dbotorpadun/

BHUCO

Jlenato
PEenocThl
MHTEPECHOU

nHpopmauu
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Beny
COOCTBEHHBIN
omor/

COOOIIIECTBO

Co3paro
KOHTCHT JUIA

JIpYyTHX

O0JIb30BaTEIEN

Co3znaro
KOHTEHT IS

JIpPYrux

[OJIL30BaTENEH

[Mnmry

KOMMCHTapuu

Cwmortpro
BHUIEO/

dboTorpadun

Briknansisaro
BUJIEO /

dboTorpaduun

Hcnonp3yro
AKKAayHT I
perucrpauuu B
CTOPOHHUX

MMPUITOKCHUAX

Cogepiato

MOKYTIKU
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Cnexy 3a
HOBOCTSAMH
JIFOOMMBIX

OpeHI0B

Oo6maroch c
JIpy3bsIMU B
JTUYHBIX
cooOmIeHusIX/
Oecemax /

gaTrax

Hpyroe

MMOJBb30OBATEJIM BKOHTAKTE. Yoosriemsopennocmov BKonmaxme. Oyenume c6010

Y00871emeopEHHOCMb coyuanvhol cemovio BKonmaxme

S noonen ceoum B3aumoieiicteuem ¢ BKonrakre (OquH oTBET)

HNudopmarnmonnoe nanonnenue BKonrtakre cooTBercTByeT MomM morpeOHOCTIM (OauH

OTBET)

B uemnowm, s noBonen(a) BKonrakre (Oaun oTBeT)

IlonHOCTRIO HE corlaceH
YacTU4HO HE COrjIaceH
HeiirpanbHo

YacTuuHO corjaceH

ITonHOCTBIO corlaceH

IlonHoCTRIO HE coraceH
YacTU4HO HE COrIaceH
HelitpansHo

YacTuuHO corjaceH

TlonHOCTRIO coryiaceH

TlonmHOCTEIO HE corjtaceH
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o YacTuyHO HE corJjiaceH
e HelitpanbHo
e UYactuyHo cornaced

o IlomHOCTEIO coriaceH

Ecnu B TPEX NPCABIAYIIUX BOIIPOCAX BbI IIOCTABUJIN HE MAKCUMAJIbHYIO OLICHKY, HAITUIINUTE,

YeM UMEHHO BBI HE YA0BIETBOPEHBI? (OTKPBITHIA BOIPOC)

Uro Bam He HpaBUTCS B cornanbHoi cetn BKonTakTe? (MHOXKECTBEHHBIH BHIOOD)
e HenocraTouHblil GyHKIIMOHAT
e BmsyansHoe odopMiicHHE
e Jltoau ¢ 0gHOM TOUKOM 3peHUs
e J[ronu ¢ pa3HOM TOYKOU 3pEHUS
e Kuumnsl
e llcropun
e [lnartHas My3bIKa

e OrtcyTcTBHE NIOACH, C KOTOPBIMU S 00Ial0Ch Yallle BCETO

o Jlpyroe

HE ITOJIb3OBATEJIM BKOHTAKTE.

[Touemy BbI He MosIb3yeTeCh / MepecTalu MOJIb30BaThCsl colnaabHOU ceTbio BKonTakTe?

(OTKpBITHII BOTIPOC)

Hanumure, yem BBl He yIOBIETBOpeHbI B comnuanbHOW cetn BKonrtakre (OTKpBITHIM

BOIIPOC)

UYro Bam He HpaBuTcs B couuanbHoi cetu BKontakre? (MHOXeCTBEHHBIH BHIOOD)
e HenocraTouHslil (yHKIIMOHAI
e BusyansHoe opopmieHne
e Jlroau ¢ OIHOU TOYKOU 3pEHUS
e Jltonu ¢ pa3HOM TOUKOM 3peHUst

o Kiunel
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e llcropun

e [I[naTHas my3bIka

e OrtcyTcTBUE JIIOJCH, C KOTOPHIMH S 0OLIAI0Ch Yallle BCETO

e Jlpyroe

Uto cmormo Obl moOyaWTH Bac HayaTh MOJB30BAThCS colManbHOM ceTbio BKonTakte?

(OTKpBITHIH BOIPOC)

JAEMOI'PAD®US. Dmom 6a0x 6onpocos npo sauie noib308aHue COYUAIbHbIMU CEMAMU 8

yenom u eawiu demozpaguieckue xapakmepucmuxu

OtBeThTe HA BOIIPOCHI, CBA3aHHBIC C BAllIUM B3aI/IMOI[€I>'ICTBI/I€M C KOHTCHTOM B COLIMAJIBHBIX

ceTsix (OIMH OTBET B KAXKIIOM CTPOKE)

Hukorna

Penxo

Wuorna

Yacto

Bcerna

Bbl uynMTaere HOBOCTHYIO JIEHTY B
COLMAJbHBIX CETSIX M HOBOCTH B

MCCCCHIKEpax

Bel  cmoTrpure/untaere  OimorepoB B

CONAJIBHBIX CCTAX

Brl qUTaeTe OT3BIBEI 0
KOMITAHUSIX/TIPOAYKTaX B COLUAIBHBIX

CCTAX

Brl pearupyete Ha OT3BIBHI O
KOMIAHUSIX/TIPOIYKTOB IPYTUX JIOJCH

B COUMAJIBHBIX CETAX

Brr qUTaETe OT3EIBEI 0
KOMIAHUSAX/TIPOIYKTaX B COLMATBHBIX

CEeTAX

Brl pearupyerte Ha OT3BIBBI O

KOMITAaHUSX/TIPOTYKTOB JIPYTUX JIOAEH
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B COIIMAJIbHBIX CCTAX

Bbl pearupyere Ha MOCTHI B COI. CETAX

«JTaKaMW»

Ber  nmenaerte PCOCThI HHTCpeCHOﬁ

WH(OPMAIIUU B COII. CETIX

Ber Bemere coOCTBEeHHBIA Oior B
coumanbHbX  cetax  (Instagram*,

YouTube, Facebook*, mip.)

Bel  myOnukyere co3jaHHblE  BaMH
TEKCThbl, CTUXH, MY3BbIKYy B COI[MAJIbHBIX

CCTAX

Bbel co3maeTe KOHTEHT Iis JYXKUX

COUAJIBHBIX CTPaHHIL

Brr HUIrpacTe B UT'Pbl B COONUATIBHBIX CECTAX

B conuaibHbIX ceTsax (OUH OTBET B KaXKJI0M CTPOKE)

OTBeThTE HA BOITPOCHI, CBA3aHHBIC C BalllUM B3aHMOHCﬁCTBHeM C JPYIrvUMH IIOJIb30BATCIIAMHA

Huxkorna

Penko

Nuornma

Yacto

Bcerna

Bol oO11aerech c JPYTUMH

IIOJB30BATC/IIAIMH B Hy6J’II/I‘IHbIX gartax,

dbopymax

Bb1 o01iaerech ¢ ApyruMu moyib30BaTenn
B JIMYHBIX COOOIICHUAX (BKJIIOYAsT TUPEKT

B MHCTarpame*)

43 *Considered an extremist organization in Russia
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Bbl ocTaBisieTe KOMMEHTApUU K IOCTaM
JpYrux  IOJIb30BATEJIeW, KOMIIaHWH,

6J10repoB B COII. CETAX MyOIMYHO

Bbl nmumure KOMMEHTapuH, BBIpA)KaeTe
CBOE MHEHHME O IIOCTax JPYrux
MoJIb30BaTesel, KOMIaHuii, O1orepoB B
COLl. CETAX B JHMYHBIX COOOIIEHUSIX

(Bximrovast mupekt B MHcTarpame™)

OtBerhTe Ha BOIIPOCHI, CBA3aHHBIC C BallUM B3aMMOJCHCTBUEM C KOMIIAHHUSIMH B

counanbHbIX ceTax (OMH OTBET B KaXKIOU CTPOKE)

Huxornga

Penxo

HMNuorna

Yacto

Bcerna

Bbl oTMewaere B cOIl. ceTsx OpeHpl,
MarasWHbl, KOTJa Jenaere mocT (He

peKJIaMHBIN)

Bt genutech  uwHpoOpMamueir o
KOMITAHUU/TIPOIKTE B CBOEM JIMYHOM

Onore/Ha TMYHOU CTPAHUILIS

Ber  3ammumimaere CBOM  JIOOMMBIE
KOMIIAaHUHA pH 00CYXIICHUH B

COMAJIBHBIX CCTAX

Bbl  ywactByeTe B  KOHKypcax H
PO3BITPHIIIAX, KOTOpPHIE IMPOBOASATCS B
COLl. CeTSIX BHE 3aBHCUMOCTH OT BallIero

OTHOIIICHHA K KOMIIAaHUHU

Bl  ydacTByere B KOHKypcax U
PO3BITPHIILIAX, KOTOPbIE INPOBOIATCSA B
COL. CEeTAX TOJBKO €CIIM KOHKYPCBI

MIPOBOJATCS JIIOOMMON KOMITaHUEH
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Bbl  ywactByeTe B  KOHKypcax H
PO3BITPHIIIAX, KOTOPHIE MPOBOIATCS B
COLl. CEeTAX TOJBKO €CJIH KOHKYpPCHI

MMpOBOAATCA U3BECCTHBIMU 6n0repaM1/1

Brr HCIIOJIB3YCTC  KYIIOHBI, CKHIKH,
MPOMOKOABI KOTOPBIC MTPCAOCTABIIAIOT
OHJIaHiH-Mara3uHbl U CJ'Iy>K6I)I JOCTaBKH B

COonMaJIbHBIX CCTAX

Bbl monp3yerech OHIAMH-IIEPEBOJIAMU

JCHET B COILI. CETAX

VYKaxxuTe roJ1 Bamero poxaeHus? (OTKPBITHIA BOIIPOC)

VYkaxure Bamr 1oyt (OuH OTBET)
o Myxckon

o Keuckunii

VYkaxurte ypoBeHb cBoero oOpa3zoBanusi (OJIMH OTBET)

e HenonHoe cpennee

e (pennee

e (penHee crienuagIbHOE
e HenonHoe BrIcIIEE

e Bricuiee

o Jlpyroe

Kax ObI BbI O0XapaKTCPU30BAIIN MATCPUAIIBHOC IMOJIOKCHHUC CBOEM CeMbU (O,[[I/IH OTBGT)
e Hawm He Bcerga J0CTaTOYHO ACHET Ja)ke Ha cay
e VY Hac XBaTaeT JeHer Ha €y, HO KYIIUTb OACKAY AJId HAC - CCPbC3HAA np06neMa
e Ham xBartaer Ha cay MU O04CKAYy, HO KYIHUTH TCJICBU30P, XOJOJUIBbHUK HIIN
CTUPAJIbHYIO MAallIMHY HaM 6YI[CT CJIOKHO

® MbI MOXEM KyIIUTh OCHOBHYIO OBITOBYIO TEXHUKY, HO HA aBTOMOOUJIL HAM HE XBaTUT
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e Hamux cpeicTB XBaTUT Ha BCe, KPOME TaKHX JIOPOTUX MPUOOPETEHHI, Kak KBapTHpa
WJIM 3aTOPOJHBIN JOM
e V Hac HeT HUKaKkuX (PUHAHCOBBIX 3aTpyaHEHMU. [Ipn HEOOXOIUMOCTH MBI MOXKEM

KyIUTh KBapTHPY WU AOM

VYkaxuTe peruoH cBoero npoxkuBanus (OAUH OTBET)
e Mockaa
e Cankr-IlerepOypr
o [lenTpanbubiii Penepanbublii Okpyr (kpome MOCKBBI)
o (Cesepo-3ananusiii Genepanbabiii Okpyr (kpome Cankrt-IlerepOypra)
o [IpuBomxckuii ®enepanbubiii Okpyr
e VYpansckuii Penepanbupiii OKpyr
o [OxwubIit ®enepanbubiii Oxkpyr
e JlanbHeBOoCTOUYHBIN PenepanbHblii OKpyT
o Cubupckuit ®enepanbasiit Okpyr

o (Cesepo-Kaskasckuit @enepanbubiii Okpyr

CKOJIBKO BpEMEHU BbI IPOBOJUTE B COITMAIBHBIX CeTsIX exenHeBHO? (OaUH OTBET)
e 1530 muHyT
o 30-60 mMunyT
e 1-2uyaca
e 3-4w4yaca

e boubire 5 yacos

J171s1 4ero BBI Yallle BCETro UCIoJib3yeTe cormanbabie cetn? (OauH OTBET)
e Jlns oOmieHus
e Jlns BpeMsSTIpOBOXKIEHUS (pa3BlieKaTeIbHBI KOHTECHT)
e ]l yTeHust HOBOCTEH (HOBOCTHOM KOHTEHT)

® Z[J'ISI OTCIC)KNBaHUA O6pa30BaTeJ'ILHOFO KOHTCHTA

C kakoro ycTpoiicTBa BHI Hallle BCETo 3aX0AuTe B conuanbHbie ceTu? (OauH OTBeT)

o MoOuibHBIM TenedoH
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e Kowmmnsiotep
e HoyrtOyk

o [lnaumer

Bce! Cnacubo 6onvuoe 3a nomows! JKenaro éam npexkpacroeo oHsi!
Ecnu eam 6ydem unmepecno ysname pe3yivmamvl UCCIEO08AHUSL U NOYYACMBO8AMb 6
posviepvlule  Npu308, MO  OCMABb  MHe  C80I0  JIEKMPOHHYIO  NOUMY:

PS: possiepviiu 6ydem nposooumucs ¢ nomowwto panoomaiizepa ¢ 3 no 7 anpeis

https://docs.google.com/forms/d/e/1FAIpQLSepcdyFQsk8jMsSm2tbQlabvj9gdeor5ris
aFfYmgKORBMFEJA/viewform

Survey in English

INTRODUCTION
Hi!

My name is Masha and | am doing research for my master's thesis. | need your help! I ask
you to answer the questions in this questionnaire honestly. All data will be analyzed
anonymously. The questions are very simple — they are about you and your feelings
regarding social networks in the Russian market!

A nice bonus: among all those who passed the survey, 2 subscriptions to VK music for 3
months and 1 Ozone certificate will be played.

In this survey, there are mentions of social networks Facebook*** and Instagram*, which
belong to Meta, a recognized extremist organization and banned in the Russian Federation.
USING SOCIAL MEDIA

List all the social networks you used before March 2022 (Multiple Choice)

* Instagram*

* VK

* Telegrams

* Facebook*

» Tik-Tok

* Odnoklassniki

o Twitter*

4 *Considered an extremist organization in Russia
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» Other

Which one social network would you call your main one before March 2022? (One answer)
s Instagram*>*

* VK

* Telegrams

* Facebook™

* Tik-Tok

* Odnoklassniki

o Twitter®

* Other

Which social networks do you continue to use now? (Multiple choice)
* Instagram™

* VK

* Telegrams

» Facebook*

* Tik-Tok

* Odnoklassniki

 Twitter*

* Other

Which of the listed social networks did you use MORE ACTIVELY than OTHERS from
this list before March 2022 (One answer)

* Instagram*

* Facebook™

* Tik-Tok

» Twitter*

* None

A SOCIAL NETWORK THAT YOU HAVE USED MORE ACTIVELY THAN
OTHERS. The next block of questions will be about the social network that you specified in

the previous question.

4 *Considered an extremist organization in Russia
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Please specify how exactly you used this social network? (Multiple choice)
* Read the news feed

» Watch/ read bloggers

* Like other posts/ photos/ videos

* Made reposts of interesting information

* Have own blog/community

* Create content for other users

» Write comments

» Watch videos/photos

* Post videos / photos

» Use an account to register in third-party applications

* Make purchases

* Follow the news of favorite brands

» Communicate with friends in private messages/conversations/ chats

e Other

Note how much you agree with the following statements regarding your experience using

this social network before March 2022 (One answer in each line)

Completely | Partially | Neutral Partially | Completely

disagree disagree agree agree

I think using this social

network is a good idea.

I have a positive attitude

to this social network

I think it's interesting to

use this social network

I think using this social

network was beneficial

I think the experience of
using this social network

was pleasant

Note the statement that characterizes you in relation to this social network. (One answer)
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* [ stopped use this social network in March 2022

« I started using this social network less -> go to the additional question

» My use of this social network has not changed in any way

* [ began to use this social network more actively -> go to the additional question
* Other

(Additional question) Please specify what exactly has changed in your use of this social

network since March 202272 (One answer in each line)

Make more Hasn’t changed | Make less

I'm reading a news feed

I watch/read bloggers

I like other posts/ photos/ videos

I make reposts of interesting information

I have my own blog/ community

| create content for other users

| write comments

I watch videos/ photos

I upload videos / photos

I use an account to register in third-party

applications

I make purchases

| follow the news of my favorite brands

I communicate with friends in private
messages/ conversations/ chats
ATTITUDE TO THE BLOCKING OF SOME SOCIAL NETWORKS. Your attitude to

the restriction of the use of this social network. The social network that you chose from the

answer options: Instagram*¢*, Facebook*, Tik-Tok, Twitter.

| feel a sense of discomfort due to the restriction in the use of this social network, but I have
already resigned myself. (One answer)

* Totally not about me

* Partly not about me

e [ don't know
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» Partly about me

» Completely about me

For me, the restriction in using this social network happened painlessly. (One answer)
* Totally not about me

* Partly not about me

* [ don't know

* Partly about me

» Completely about me

| have sharply negative feelings in connection with the restriction in the use of this social
network. (One answer)

* Totally not about me

* Partly not about me

* [ don't know

* Partly about me

* Completely about me

USING SOCIAL NETWORKS NOW. Let's talk about your social media usage now

Which social network would you call your main one now? (One answer)
« Instagram*’*

* VK

* Telegrams

» Facebook™

* Tik-Tok

* Odnoklassniki

» Twitter*

* Other

Have you used the VK social network in the last 6 months? (One answer)
* Yes (go to the section - VK users)

* No (go to the section - not VK users)

VK USERS. Attitude to VK

47 *Considered an extremist organization in Russia
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Note how much you agree with the following statements: | think that the social network

VK... (One answer in each line)

Completely | Partially

disagree disagree

Neutral

Partially

agree

Completely

agree

Gives me

pleasure

Satisfies  my

needs

Is pleasant

Is useful

Is important

VK USERS. Intensity of Engagement with VK

Answer the questions related to your use of VK. (One answer per line)

Never

Rare

Sometimes

Often | Always

| read a news feed

I watch/read bloggers

I like other posts/ photos/ videos

I make reposts of interesting information

I have my own blog/ community

| create content for other users

| write comments

I watch videos/ photos

I upload videos / photos

I use an account to register in third-party

applications

I make purchases

| follow the news of my favorite brands

I communicate with friends in private

messages / conversations / chats

Other

VK USERS. Satisfaction with VK. Rate your satisfaction with the VK social network

| am happy with my interaction with VK (One answer)

* Totally disagree
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» Partially disagree
* Neutral

* Partially agree

* Totally agree

VK content meets my needs (One answer)
* Totally disagree

* Partially disagree

* Neutral

* Partially agree

* Totally agree

In general, | am satisfied with VK (One answer)
» Totally disagree

* Partially disagree

* Neutral

* Partially agree

* Totally agree

If you did not give the maximum rating in the three previous questions, write down what

exactly you are not satisfied with? (Open question)

What do you dislike about the VK social network? (Multiple choice)
* Insufficient functionality

* Visual design

* People with the same point of view

* People with different points of view

* Clips

* Stories

* Paid music

* The absence of people with whom I communicate most often

* Other

NON-VK USERS.
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Why don't you use /stop using the VK social network? (Open question)

Write down why you are not satisfied with the VK social network (Open question)

What do you dislike about the VK social network? (Multiple choice)
« Insufficient functionality

* Visual design

* People with the same point of view

* People with different points of view

* Clips

* Stories

* Paid music

* The absence of people with whom I communicate most often

 Other

What could motivate you to start using the VK social network? (Open question)

DEMOGRAPHICS. This block of questions is about your use of social networks in general
and your demographic characteristics

Answer questions related to your interaction with social media content (One answer per line)

Never | Rare | Sometimes | Often | Always

You read the news feed on social

networks and news in messengers

You watch/read bloggers on social

networks

You read reviews about

companies/products on social networks

You respond to reviews of other people
about companies/products on social

networks

You read reviews about

companies/products on social networks

You react to posts in social networks
with "likes"
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You make reposts of interesting

information in social networks. networks

You run your own blog on social
networks  (Instagram*®*,  YouTube,

Facebook*, etc.)

You publish your created texts, poems,

music on social networks

Answer questions related to your interaction with other users on social networks (One answer

per line)

Never Rare | Sometimes | Often | Always

You communicate with other users in

public chats, forums

You communicate with other users in
private messages (including direct

message on Instagram*)

You leave comments to posts of other
users, companies, bloggers in social

networks publicly

You write comments, express your
opinion about the posts of other users,
companies, bloggers in  social
networks in personal messages

(including  direct message on

Instagram®)

Answer the questions related to your interaction with companies on social networks (One

answer in each line)

Never Rare | Sometimes | Often | Always

You mark brands, stores, when you

make a post on social networks (not

advertising)

48 *Considered an extremist organization in Russia
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You share information about the
company/product in your personal

blog/ on your personal page

You protect your favorite companies

when discussing on social networks

You participate in contests and
sweepstakes that are held on social
networks, regardless of your attitude to

the company

You participate in contests and
sweepstakes that are held on social
networks only if contests are

conducted by your favorite company

You participate in contests and
sweepstakes that are held on social
networks only if contests are

conducted by well-known bloggers

You use coupons, discounts, promo
codes provided by online stores and

delivery services on social networks

You use online money transfers on

social networks

When were you born? (Open question)

What is your gender (One answer)
* Male

* Female

What is the level of your education (One answer)

* Incomplete secondary
* Secondary

* Secondary special
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* Incomplete higher education
* Higher education

» Other

How would you describe the financial situation of your family (One answer)

» We don't always have enough money even for food

* We have enough money for food, but buying clothes for us is a serious problem

* We have enough money for food and clothes, but it will be difficult for us to buy a TV,
refrigerator or washing machine

» We can buy basic household appliances, but we don't have enough for a car

* Our funds will be enough for everything, except for such expensive purchases as an
apartment or a country house

» We have no financial difficulties. If necessary, we can buy an apartment or a house

Specify your region of residence (One answer)

* Moscow

* Saint Petersburg

* Central Federal District (except Moscow)

* North-Western Federal District (except St. Petersburg)
* Volga Federal District

* Ural Federal District

* Southern Federal District

* Far Eastern Federal District

* Siberian Federal District

* North Caucasus Federal District

How much time do you spend on social media every day? (One answer)
* 15-30 minutes

* 30-60 minutes

* 1-2 hours

* 3-4 hours

* More than 5 hours
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What do you most often use social networks for? (One answer)

* For communication

* For pastime (entertainment content)

* For reading news (news content)

* For tracking educational content

Which device do you use most often to access social networks? (One answer)

* Mobile phone

* Computer
* Laptop
* Tablet

That's it! Thank you very much for your help! I wish you a wonderful day!

If you would be interested to know the results of the study and participate in the prize contest,

then leave me your email:

P S: the contest will be held using a randomizer from April 3to 7

Appendix 5. Main characteristics of 3 clusters

Demographics

Cluster 1 Cluster 2

Cluster 3

Age

From 23 to 30

From 23 to 30

From 23 to 29

Gender

Female (54%) and Male
(46%)

Female (62%) and Male
(38%)

Female (52%) and Male (48%)

Top 3 regions of | Saint-Petersburg, Central | Saint-Petersburg, North-| Saint-Petersburg, Moscow,
residence Federal  district  (except|Western Federal District|South Federal District
Moscow), Moscow (except Saint Petersburg),
Volga Federal district
Education Higher Higher and incomplete|Higher
higher
Purpose to use|Communication, work Communication, pastime  |Communication, pastime, news
social media
Time spent in|3-4 hours 1-2 hours 1-2 hours, 3-4 hours
social media
every day
Technographic
characteristics
Content and|Moderate Content and|High Content and|Low Content and Company
Company Company Interaction|Company Interaction| Interaction
Interaction Often/ Sometimes: read|Often: read news feed,|Sometimes: read news feed,
news  feed,  watch/read|watch/read bloggers, put{watch/read bloggers, put likes
bloggers, put likes, protect|likes, protect companies|Rare: protect companies when

companies when discussing
on social networks

Sometimes: share

when discussing on social
networks, share information

discussing on social networks,
share information about
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information about
company/product on personal
blog/page

about company/product on
personal blog/page

company/product on personal
blog/page

Social media use
comparison before
and after March
2022

The main social

Set of 5 priorities
for banned social
media use

videos

Communicated with friends
in private messages/
conversations/ chats
Read the news feed
Watched/ read bloggers
Posted videos / photos

media before
March 2022 Telegram Instagram**° VK
Top 3 platform|Telegram (65) | Instagram™ (105)| Telegram (60)
used before| VK (64)| VK (100)| VK (65)
March 2022 Instagram* (56) Telegram (96) Instagram™ (63)
The main social
media now Telegram VK VK

Telegram (65)| Telegram (104)| Telegram (60)
Top 3 platforms| VK (63)| VK (99)| VK (65)
used now Instagram* (51) Instagram* (81) Instagram™ (26)
The mostly used
social media that
is currently
banned Instagram*, Tik-Tok Instagram™ Instagram*, Tik-Tok

I liked other posts/ photos/|I liked other posts/ photos/|Read the news feed

videos

Watched/ read bloggers
Read the news feed
Communicated with friends
in private messages/
conversations/ chats
Posted videos / photos

I liked other posts/ photos/
videos

Posted videos /  photos
Communicated with friends in
private messages/
conversations/ chats

Watched/ read bloggers

Reaction to ban

Attitude towards

purchases, follow news of

banned media Positive Very positive Moderate positive
Behavior  with
relation to the Started to use this media less
blockage Don't change their use Started to use this media less| Stopped usage of this media
How the behavior| Make less: Repost  of{Make less: Read a news|Make less: Read a news feed,
changed (for|interesting information, use|feed, watch/read bloggers,|watch/read bloggers, like other
those who started|an account to register in third-|watch and upload|posts/ photos/ videos, repost
to use banned|party applications|videos/photos, follow news|interesting information, have
media less or|{Hasn’t changed: Read a|of favorite brands,|my own blog/ community, write
more) news  feed,  watch/read|communicate with friends in{comments, watch and upload
bloggers, like other | private messages.|videos /  photos, make
posts/photos/ videos, have my|Hasn’t changed: Repost pf|purchases, follow the news of
own blog/community, create|interesting information, |favorite brands, communicate
content for other users, write|have my own|with  friends in  private
comments, upload|blog/community, create| messages/ conversations.
videos/photos, make|content for others, write|Hasn’t changed: Create

comments, use an account to

content for other users, use an

the restriction in

favorite brands. |register  in  third-party|account to register in third-party
Make more: watch|applications, make | applications.
videos/photos, communicate [ purchases.
with  friends in private
messages.
I feel a sense of|Feel discomfort, are not|Very discomfortable and not|Don't feel discomfort, are
discomfort due to|resigned resigned resigned
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the use of this
social  network,
but I have already
resigned myself.

For me, the
restriction in the
use of this social
network was
painful.

Not so painful, but still, it's
there

Very painful

Not painful at all

I have sharply
negative feelings
in connection
with the
restriction in the
use of this social
network

Not sharply negative, but still
have negative feelings

Very negative

Not negative at all

Attitude towards
VK

Attitude towards
VK

Moderate Positive
Believe that VK is useful,
pleasant to follow, and overall
satisfies their needs, however,
this social media is not of
great importance for them.

Low positive
Don’t find VK very
important and useful for
them, even though they feel
that this social media more
or less satisfies their needs
and is quite pleasant to
follow.

Very positive
Find VK platform to be a very
pleasant and useful one.

Majority also stated that it
satisfies their needs and is very
important to be followed.

Intensity of
Engagement with
VK

Intensity of
Engagement with
VK

Moderate use
Always: Communicate with
friends in private messages
Often: Read news feeds,
watch videos/photos
Rare: like other
posts/photos/videos, upload
videos/photos

Low use
Always: Communicate with
friends in private messages
Often: Read a news feed
Sometimes: watch

videos/photos, use account
to register in third-party
applications

Rare: watch/read bloggers,
like other
posts/photos/videos, make
reposts  of  interesting
information, write
comments, upload

videos/photos

High use
Always: Communicate  with
friends in private messages
Often: Read a news feed
Sometimes: watch

videos/photos,  like  other
posts/photos/videos, use an
account to register in third-party

applications

Rare: make reposts of
interesting information,
watch/read  bloggers,  write
comments, upload
videos/photos

Satisfaction with
VK

Satisfaction with
VK

Moderate satisfaction
Representatives partially
satisfied with their interaction
with VK and the content of
VK quite well meets their
needs

satisfaction
are not

Low

Representatives
content with their
interactions with the
platform and feel that the
content provided does not

High satisfaction
Representatives are extremely
pleased with their interactions
with the platform and feel that
the content provided meets their
needs exceptionally well.

sufficiently — meet  their
needs.
Dissatisfaction |Too many new services|Not user-friendly interface |Paid music
with VK Difficulties to  navigate|Lack of foreign content|Advertisement
through Poor recommendation| Too many updates
Slow down because of|algorithm of content|Slowdown of time response
preferred

127



updates Too many copies pasted|from mobile app
Content doesn’t meet needs | from another platforms Abundance of extra services
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