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Abstract 

Background:                 Online newspapers are a highly competitive business espe-
cially in transition economies. Such factors as a small In-
ternet advertising market, low penetration of the Internet 
and government relations play a vital role in success of an 
online newspaper. Thus, online newspaper business is sel-
dom profitable in Ukraine. 

Purpose:                         The purpose of this study is to define the factors of success 
of the Ukrainian online newspaper Ukrainska Pravda and 
the influence of media industry within the context of tran-
sition economy. 

Method:                       Overall, a qualitative inductive approach to research was 
chosen for this specific case study. A total of 9 in-depth in-
terviews were conducted with managers, journalists and 
additional interviews with people in other positions from 
different locations and institutions were carried out in or-
der to get a full picture and gain different perspectives of 
the online newspaper business and the success factors 
along with it in transition economies. 

Conclusion:                The authors defined six main factors of success of the 
Ukrainian online newspaper Ukrainska Pravda and the tre-
mendous impact that government has on the development 
of the online newspaper business in terms of regulations 
and censorship in the context of transition economy.  



 

 
i 

Table of contents 

1 Introduction ............................................................................. 2 

1.1 Background ................................................................................... 2 
1.2 Problem discussion ....................................................................... 2 

1.3 Purpose ......................................................................................... 3 
1.4 Delimitations .................................................................................. 3 

2 Literature review ..................................................................... 4 

2.1 Entrepreneurship as a concept ..................................................... 4 
2.2 Defining Start-ups in transition economies .................................... 5 

2.3 Ukraine as a transition economy ................................................... 6 
2.4 Mass media ................................................................................... 7 

2.4.1 News media ........................................................................ 7 
2.4.2 Digitization of the media ..................................................... 9 

2.4.3 Online newspapers as a part of new media ...................... 10 
2.4.4 The media industry in Ukraine .......................................... 11 

2.5 Business model of the online newspapers .................................. 14 
2.6 Government and entrepreneurship relations in transition 
economies. Ukrainian example .............................................................. 15 
2.7 Influence of corruption on Ukrainian business environment ........ 16 

3 An overview of Ukrainska Pravda....................................... 18 

4 Research questions ............................................................. 21 

5 Research methodologies ..................................................... 22 

5.1 Research approach ..................................................................... 22 
5.2 Research method ........................................................................ 22 

5.3 Data Collection ............................................................................ 23 
5.4 Reliability ..................................................................................... 24 

5.5 Validity ......................................................................................... 24 
5.6 Limitations ................................................................................... 25 

6 Empirical findings ................................................................ 26 

6.1 Characteristic of the transition period in the economy and 
media industry ....................................................................................... 26 

6.2 UP’s Business Model .................................................................. 30 
6.3 Success factors of Ukrainska Pravda .......................................... 31 

6.4 Influence of digitization on media industry and social 
media engagement ................................................................................ 33 

7 Analyses ................................................................................ 34 

7.1 Media industry in transition economy .......................................... 34 
7.2 Digitization of Media .................................................................... 35 

7.3 Entrepreneurship and start-ups in transition economies the 
Ukrainska Pravda’s example ................................................................. 36 

7.4 Success factors ........................................................................... 37 
7.5 Business model of the Ukrainska Pravda .................................... 41 

8 Conclusion ............................................................................ 43 



 

 
ii 

8.1 Conclusions ................................................................................. 43 

8.2 Discussion ................................................................................... 45 
8.3 Further research and contributions.............................................. 45 

List of references ....................................................................... 47 

Appendix ..................................................................................... 49 
 

 

Figures 
Figure № 1 Management structure of Ukrainska Pravda……………………………..18 

Figure № 2 Event timeline…………………………………………………………..19 

Figure № 3 Success factors of Ukrainska Pravda……………………………………..39 

Figure № 4 Ukrainska Pravda’s business model………………………………………42 

Figure № 5 Ukrainian Internet advertising market overview………………………….53 

 
Tables  

Table № 1 Comparison of printed media to online media……………………………9 

Table № 2 Ukrainian advertising market overview in millions UAH………………..12 

Table № 3 Ukrainian advertising market growth in % (UAH)………………………13 

Table №. 4   Interviewees‟ information………………………………………………23 

Table № 5  Interviewees‟/companies  information…………………………………..23 

Table № 6 Ukrainian advertising market overview in millions USD………………….55 

Table № 7 Ukrainian advertising market growth in % (USD)……………………….55 

Graphs 

Graph № 1 Ukrainian advertising market overview in millions UAH………………13 

Graph № 2 Ukrainian advertising market growth in %...............................................14 

Graph № 3 Ukrainian advertising market overview in millions USD…………………54 

Graph № 4 Ukrainian advertising market growth in % (USD)………………………..55 

 

 

  
 

 



 

 
iii 

Definitions 

 

Content- information that can provide value for the end-user/audience 

Digitization- converting data or image to digital form (Webster, 1967) 

UAH- the national currency in Ukraine 

Temniki- written instructions, how to cover events 

 

 

 

 

 

 

 

 



 

 
2 

1 Introduction 

In this section previous information about the topic is given. The authors also include problem discussion, 
purpose and delimitations of the study.  

 

1.1 Background 

 

The technology development and the impact the Internet has on our lives are obvious. Ten 
or fifteen years ago we would not have been able to receive news, unless we buy a printed 
newspaper, watch TV or listen to the radio. Nowadays, however, the situation has changed. 
People can inform themselves without buying a newspaper from the closest newsagent‟s, 
because of the Internet development. Subsequently a new era of business has come, form-
ing completely different environment for readers than those existed before online newspa-
pers appeared.   

“Printed newspapers have become seriously challenged in the digital era, involving transi-
tions of users, revenues, and work processes”(Westlund & Färdigh, 2011 p.180). New fast-
er ways for reading the news have arisen. The development of technology has increased the 
speed the news reaches the audience forming the media industry as a competitive one. 
“New media can, in other words, both displace and complement the traditional me-
dia”(Westlund et al. 2011 p.191). Furthermore, Mantrala (2011) stresses the importance of 
having both a printed and an online edition as the world embraces the Internet for media 
consumption, the concept of a hybrid newspaper a printed newspaper with a companion 
Web site is becoming more prevalent.  However, online media or an online newspaper sep-
arately can be a strong competitor to the printed editions. Moreover, the Internet has the 
functions, with which the content can become attractive by inserting videos and photos, 
therefore challenging printed newspapers. The latter ones, however still have numerous 
readers, since the Internet has a low level of penetration in Ukraine, still.  

 

1.2 Problem discussion 

 

The transition process from administrative to market economy has released new opportun-
ities. Therefore, many people have taken advantage of that and established their own com-
panies. However, often being an entrepreneur running his own company could be twice as 
difficult as being just an employee. Moreover, running a company requires an enormous 
amount of knowledge, skills and commitment, especially if the company is in online news-
paper business. The competition usually is big and online newspapers either go bankrupt or 
never reach the top sites, by reader numbers.  

We chose to base our Master thesis research on the case study of the Ukrainian online 
newspaper Ukrayinska Pravda. In translation it means “Ukrainian Truth” and is an online 
edition which was founded on the 16th of April 2000 (the day of the Ukrainian constitu-
tional referendum) by George Gongadse who was murdered later in 2000. That tragedy 
caused a huge resonance in the society. Thus, the newspaper positions itself as an indepen-
dent publicity and often confronts the government policy within its articles. However, it is 
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one of the most successful online newspapers in Ukraine and Eastern Europe as well. The 
focus of our case study is to analyze how this start up grew into top rated online publicity 
in conditions of political and digital transition. Media in Ukraine is often used for political 
influence and providing for interests of the owners. Thus, a lot of newspapers operate un-
der a huge pressure, especially during political and financial crises which periodically had 
been repeated in Ukraine during the last decade (Belyakov, 2009). In such ambiguous con-
ditions a lot of similar startups failed to survive. Political instability was also a characteristic 
feature for the Ukraine of the 00‟s. Furthermore, the political situation directly concerns 
economic area and especially media industry. Moreover, developing in transition environ-
ment is a huge issue considering rapid digitalization of the society and increasing competi-
tion due to this fact. Nowadays, everyone could address the message to masses through live 
journals, blogs, social networks, etc. The significant factor that influences the online news-
paper business is a small market of online advertising compared to the TV market or 
printed media market. Thus, being a profitable online newspaper is extremely challenging 
in Ukraine so far. Therefore, one of the possible reasons for that could be a low level of  
Internet penetration and the ICT (Information communication technology) Development 
Index which is at medium level in Ukraine according to Measuring Information Society report 
(ITU, 2011). 

 

1.3 Purpose 

 

The purpose of this study is to define success factors, which contributed to the prosperity 
of the Ukrainska Pravda in the context of transition economy. We also aim to find the con-
nection between the activities of the company and the influence of the government as well 
as the advertising market. 

 

1.4 Delimitations 

 

Case study research was chosen for this study and online one single company was deeply 
researched.  The authors knew in advance that the company was popular; therefore the au-
thors though will be best fit to the purpose of the study. Moreover, additional people were 
chosen trough authors‟ personal connections. However even then, due the fact that is a 
single case study and the amount of information is small, no generalization can be made.  
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2 Literature review 

In this section the relevant literature that applies to this thesis is presented. The concepts of entrepreneurship 
in the context of transition economy, mass media, news media and digitization of the media were given. 

 

2.1 Entrepreneurship as a concept 

 

The economy plays a vital role in our lives. It is part of every country and consists of the 
economic systems in that country or other areas such as labor, capital and land resources, 
manufacturing, production, trade, distribution, and consumption of goods and services of 
that area. Moreover, every economy is driven by companies that produce these goods and 
services. However, without opportunities-seeking people called entrepreneurs there are will 
be no companies to drive the economy. Then, comes the field of entrepreneurship, which 
according to Bruyat & Julien (2000) is recognized as being of fundamental importance for 
our economy, and although many researchers throughout the world have turned their at-
tention to it, there is, as yet, no agreement as to the research object in this scientific field. 
Thus, there are many definitions existing that have been given by different authors. How-
ever, we have to define it somehow. What is actually entrepreneurship? Davidsson (2005) 
defines entrepreneurship as the creation of new economic activity that drives the market 
process towards better use of resources. In fact, it‟s all about what behavior and actions are 
taken in order to create and introduce new venture into market and to have as many as 
possible positive outcomes in this market. Therefore, it‟s important to know how people 
react in order to become entrepreneurs. Thus, a person could be described as entrepreneur 
by looking at his or her behavior. Moreover, effect on local economy is important as an 
environment where entrepreneurial activities take place. Entrepreneurship will give cus-
tomers new choice alternatives and attract followers and/or competitors to respond, which 
will lead to an ongoing process of renewal of the process. Successful entrepreneur is has 
the ability to make correct judgments in conditions of uncertainty. However, the correct 
judgments require very experienced managers within the organization.  

Entrepreneurship exists also in transition economies, despite the harsh business environ-
mental conditions. The entrepreneurship is very dependent on government regulations es-
pecially in turbulent times. “All transition economies in Central and Eastern Europe were 
similar in one important respect: their planned economies had been dominated by large 
firms, producing few consumer goods. Small and medium-sized firms were almost nonexis-
tent, although they are large part of every market economy”(Berkowitz & Jackson 2006 
p.340). However after the end of the planned economy and beginning of market economy 
the importance of small and medium enterprises SME have increased. Blackwell (1992) 
points out that the establishment and growth of new enterprises is central to the transition 
process, because the change in economic system from communism to capitalism implies a 
reallocation of resources in which new firms have to be the main actors. Peng, & Shekshnia 
(2001) explain the rise of entrepreneurship throughout the transition economies of Central 
and Eastern Europe (CEE), the newly independent states of the former Soviet Union, and 
East Asia to fundamentally transformed these economies. “Transition countries fall into 
two broad categories: those where the process of market reform is advanced and those 
where reforms have been partially installed, slowed down, or in some cases reversed. 
Ukraine is situated in the second group” ( Smallbone, Welter , Voytovich  &  Egorov, 2010, 
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p.667). Thus, the government‟s job is to speed-up the transition process by installing all re-
forms needed. The small and medium enterprises are the drivers of the economy. What is 
remarkable in transition economies as Peng et al. (2001) admits the rapid rise of entrepre-
neurship in such an ambiguous environment, with little protection of private property. 
However, there could be some turn-downs affecting the new already start-ups as a result 
from the transition economies they may create obstacles to firm performance, as measured 
by survival period, growth or profits. 

In order to set up an environment for the development of an entrepreneurial market econ-
omy transition economies started with few legal, policy and institutional structures. The ini-
tial conditions in transition economies are not the only factors which influence the success-
ful status of the entrepreneurship but also the speed and consistency of the reform 
processes which are run by the government. According to Smallbone et al. (2004) interest-
ing phenomenon is that entrepreneurship doesn‟t require the founding of companies but 
has leaders who took over state owned companies and operates with new combinations of 
resources. That is basically how some of the private companies have started during the pe-
riod of transition.  

 

2.2 Defining Start-ups in transition economies 

 

The start-up process includes in itself some preparation phases such as the existence of 
idea, identifying it and in the exploiting it where the actual start-up begins. Kurtzman & 
Rifkin (2005) point out that every large and successful company has been once a startup 
struggling to survive and that some startups were created and then flourished overnight, 
while others achieved success only through a long series of painful fits and starts.   
  

The collapse of communism and the beginning of the transition period have triggered the 
entrepreneurship throughout Central and Eastern Europe and the former Soviet republics. 
Thus, according to Smallbone et al. (2005) small-scale privatization contributed to the 
emergence of small retail and service companies in particular and many more firms were 
created. Therefore, the new companies arisen and some have become successful, while 
others not. However, how do we define success? There is no right or wrong answer to that 
question. Kurtzman et al. (2005) narrows it down to several important aspects: factors are 
most responsible for a startup‟s success, the differentiation between a successful startup 
and those that fizzles and dies importance of leadership for startups and the technology. 
He also summarized it with one single question, “why do startups succeed?” (Kurtzman et 
al. 2005, p.3). 

Nevertheless, paying a considerable attention to those aspects above is still not enough in 
order to define the particular company (startup) as a successful one. It requires a deeper 
understanding of its internal processes and current position of the company in the market. 
Moreover, the findings will differ depending on the industry and the country the company 
operates in. This can be explained by the fact that different rules and regulations apply 
from industry to industry. The company‟s start-up process differs also from one country to 
another. According to Smallbone et al. (2010) for instance, the government plays a central 
role in shaping the environment for entrepreneurship in transition economies, with impli-
cations for the types of entrepreneurship that emerge, as well as it scales. Therefore, “when 
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transition started, entrepreneurship boomed throughout Central and Eastern Europe and 
the former Soviet republics, as small-scale privatization contributed to the emergence of 
small retail and service companies in particular and many firms were created” (Smallbone, 
et al. 2010, p.20). 

 

2.3 Ukraine as a transition economy 

 

The Ukrainian economy during the 20th century was a key element and one of the pillars 
of the entire economic system of the Soviet Union. In fact, Ukraine is closely connected 
with Russia, economically, scientifically, technically, ethno-culturally, philosophically and 
demographically. Moreover, we must be aware of the fact that for centuries the economy 
of Russia, Ukraine and other member states of the Soviet Union, formed a single national 
economic and financial-economic complex, which had a tremendous effect on the synergis-
tic use of natural resources and human potential of both countries. One thing we have to 
point out, when talking about the Ukraine‟s economy is its dependency on the Russian 
Federation. However, the collapse of the Soviet Union in 1991 resulted to a tremendous 
decrease in the both countries‟ scientific, technical, and reproduction capacities. Moreover, 
the GDP of both countries has declined, as well as their industrial production. Thus, many 
problems in Ukraine‟s economy remain such as low purchasing power, which does not 
provide a return for the basic industries.  

Furthermore, after the dissolution of Ukraine from the Soviet Union a period of transition 
to a market economy started, in which the country was stricken with an eight-year reces-
sion. Aslund (2009) explains that Ukraine has been one of the hardest hit economies during 
the current global financial crisis and its embattled currency, “UAH”, suffered one of the 
worst depreciations in the world. There are still doubts of whether Ukraine has finished the  
transition. The switching from planned economy to market economy opens lots of  oppor-
tunities for those who want to establish firms. Thus, individuals with an entrepreneurial 
mind and ideas have the chance to put them into practice, something that would not be so 
easy during communism. 

The small and medium enterprises drive the economy of the country as well as the Entre-
preneurs. The entrepreneurs have the idea, the ability and the knowledge to create some-
thing, which consequently will result in growth, innovation, regional development and job 
creation .The establishment of small and medium enterprises SMEs is a vital component in 
creating dynamic market economies in the economic and social development of transition 
countries. A strong and vibrant SME sector provides a strong foundation to increase stan-
dards of living and to reduce poverty. 

New data from Enterprise Surveys indicate that firms in Ukraine are among the largest in 
the Eastern Europe and Central Asia (ECA) region, as measured by the number of perma-
nent, full-time workers (Tarkiainen, Ellonen, Kuivalainen, Wolff, & Horppu, 2010). 
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2.4 Mass media 

 

Mass media is media intended to reach a large audience. It is also a tool of communicating 
information and advertisement. According to Turow “mass media circulates words, sounds 
and images that surround us, therefore we immerse ourselves in media materials without 
asking where they come from, what meanings they might have and what their conse-
quences might be” (Turow, 2009 p.23). Media industries are mainly producing, selling in-
formation and entertain products and services. Moreover, Hang & Weezel (2007) argue 
that the characteristics of the media products are very much aligned to the dimensions of 
the entrepreneurial process, innovativeness, risk taking, re-activeness, and competitive ag-
gressiveness. 

Therefore, it is important to note how well the media played its role in our society. The an-
swer is simple – globally important. The mass media have become the main tool for the 
dissemination of messages that affect the public consciousness. Mol writes about the me-
dia: "They actually control our culture, passing it through their filters, producing separate 
elements of the total mass cultural phenomena, and give them special weight, increase the 
value of one idea, decrease it of another, thus polarize the whole field of culture"(Mol 2008 
p.34). 

 

2.4.1 News media 

 

News is part of our daily lives. It reaches us through different channels: Radio, TV, printed 
newspapers and Internet. Turow (2009) divides news broadly into four subgenres: hard 
news, editorials, investigative reports, soft news. All those genres are closely connected but 
slightly differ from each other. Hard news is a news story marked by timeliness, unusual-
ness, conflict and closeness” ( Turow, 2009 p.54). “The investigative reports share the same 
standards of objectivity, accuracy and fairness or balance as the hard news”. Soft news, on 
the other hand is “the kind of news story that may not have the critical importance of hard 
news, but nevertheless would appeal to a substantial number of people in the audience”( 
Turow, 2009 p.57). 

When people talk about journalism, information news, and its identity can see, first of all, 
the efficiency of reports of new developments. The idea is to find the shortest possible way 
to take the news from the footage to the audience. The journalist-informant seeks first to 
bring to the reader the information that is defined as "news media". This is the main speci-
ficity of the news journalism, which distinguishes it from other specializations of the media. 

The news media includes: printed news media, TV channels, radio and online news media. 
Newspapers are the original mass media. Even though the numbers of printed newspapers 
in the world started to decline in last decade due to the penetration of the internet, they still 
play an important role in the news media industry. Therefore, the future of printed news-
papers is not as bright as it was its past. The development of the technology in the last cen-
tury gave the actual start of the printed press, but overtime the first one could have help for 
its disappearance in the future. Doyle (2002) argues that the newspaper publishing has 
gained importance as an economic activity during the latter half of the nineteenth century 
when improvements in printing technology made possible the introduction of newspapers 
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tittles with very large or mass calculations. She also states, however that the arrival of 
commercial television in the 1950s marked the beginning of a period of gradual decline for 
newspaper publishing. The printed newspapers‟ prices are very dependent on the world‟s 
demand and supply for paper. Thus, many firms are forced to adjust to these increasingly 
difficult market conditions.   

Turow (2009) points out that the newspapers are products created on a regular (weekly or 
daily) basis and released in multiple copies. Paper news might become outdated, but for 
now they still stand strongly in the market. More people start using Internet, therefore in-
forming themselves about the news online. Tarkiainen et al. (2010) explain increasingly 
need of establishing an Internet presence from the printed editions in the hope that their 
Web sites will help them to strengthen their customer relationships and increase brand at-
tachment and loyalty. 

Nevertheless Lukin (2011) argues that printed publications (newspapers, weeklies, maga-
zines, almanacs, books) acquired a special place in the media. Released from the printing 
press conveys the information in the form of printed text, photographs, drawings, posters, 
charts, graphs and other pictorial and graphic forms, which are perceived by the reader-
viewer, without using any additional funds whereas for radio and television-TV, radio, cas-
sette, and other devices are needed. 

Advantages of print media are: 

First, there is a quick overview of acquaintance with the whole "repertoire" of messages in-
cluded in a book. This allows the reader to get a general impression about the content of 
the issue and, further, by selecting the material of interest to determine the nature of "ex-
traction" (browse, sample introduction, a detailed reading, saving room or cut out of it for 
storage and re-examination and so on). In addition, most people have the opportunity to 
analyze the information. Second, you can use the features "postpone" after leave the prima-
ry reference material for the careful and detailed read at a convenient time and at a suitable 
location.   

 Lukin (2011) also argues that printed publications can easily be "with you" and refer to the 
"extraction" of information at a convenient time, without interfering with others, and in 
circumstances that prevent or impede the radio or watch TV (in the train, subway, bus, 
plane, etc. .)     

Table  №1 Comparison of printed media to online media 

Pros of printed media (PM) Pros of online media 

Stricter materials structure allows working 
with the full amount of text 

Internet is an open platform 

Opportunity to give the full picture Multimedia and interactive components 

Emotional component, hard paper as part 
of life style 

Intensity, opportunity for citizenship jour-
nalism 
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Expertise content, competency 
Censorship free (in terms of the govern-

ment) 

 Lower costs comparing to PM 

 

Cons of PM Cons of OM 

Traditional printed media are conservative 
Materials are restricted by less space which 

makes navigation elements necessary 

Need of artificial rubricating 
Consume type oriented on shallow digestion 

of the information 

Restrictions by the format and periodicity of 
the paper 

Feeling of alienated source 

Possible censorship (in terms of the gov-
ernment) 

More subjectivism less facts 

Much higher costs comparing to OM  

Source: (Lukin, 2011) 

 

2.4.2 Digitization of the media 

 

Media digitization is characterized by the changing of content production, storage, distribu-
tion to digital base instead of analog. Thus, the main feature of the change is that it goes 
from a physical form to a binary electronic form (Picard, 2011). Images, sounds and texts 
are reduced to a common format and could be transported through a common distribution 
infrastructure. Thus, reduced to digital metadata, the content could be stored, reformatted, 
repackaged much easier than before. This also, increases the productivity of the content 
creators and suppliers. The important concept involved in this process is the convergence 
of the media. It means the overlapping of television, radio, internet into one environment 
(Doyle, 2002). 

A huge oversupply of news, information and entertainment offers has always been a cha-
racter feature for the media industry, as well as difficulties in distribution. Thus, overcom-
ing these factors to deliver the prominent content has always been the key factor to success 
(Picard, 2011). 

In transition economies due to the rapidly changing environment, situations occur when 
the media market is controlled by huge media holdings. In such conditions the news con-
tent is being used as a tool in pursuing political, business or both interests of third parties 
which are involved in ownership. Actually, this scenario is common in transition economies 
as well as all over the world. However, the intensity of penetration varies. According to 
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Doyle (2002), when private firms have exclusive control over a significant activity or an in-
frastructure unit they act as gatekeepers. Thus, they decide on who will or not reach the 
market.  

Such a situation occurs in Ukraine as well in the first half of the 90s. However, by the be-
ginning of the new century there were enough content providers to increase competition.  
Digitization and convergence are actually boosting the oversupply of content and reducing 
the monopolistic influence over the distribution systems. This creates obstacles for mono-
polistic providers and allows smaller content creators to provide their materials. 

Digitization contributes to simplifying production. The costs saving factors are: 

• Digital gathering of information reduces the required presence in the location 

• All the materials are easy to put into editing and layout systems. 

• Ability to publish for multiplies platforms including mobile applications, tablets, 
web sites.  

Thus, the overall costs could be reduced by 80-90% (Picard, 2011). This allows investing 
more in the content and the newsroom itself which leads to the revenue increase as men-
tioned before. The creation and distribution of the content is eased and increasing rapidly. 
However, the profitable share of news and general information providers is not that big 
yet, compared to printed media (Picard, 2011). For instance, in Ukraine the printed media 
still dominates online news among the population.   

  

2.4.3 Online newspapers as a part of new media 

 

The first online newspaper which was officially accredited was the Palo Alto Weekly in 1994 
in California. Since then a lot of paper issues have started their digital alternatives. Thus, 
the digitalization of newspapers started in the USA and went further with the development 
of the World Wide Web (Salwen, Garrison & Driscol, 2005). Online newspaper business is 
always in transition because it heavily depends on technological development. The more 
services are involved in the Web industry the more online resources change. For instance, 
nowadays video and audio applications could be added to the newspaper, which makes 
consumers experience broader and more exciting. The information is consumed faster and 
in bigger quantities than ten years ago. Furthermore, in five years it would be also different 
due to technology improvements (Salwen et al. 2005).  The significant advantage of the on-
line newspapers is that they allow readers to go straight to the breaking news. The common 
trend is that instead of following the news storyline, like in a paper, online readers select 
only information which is important for them. An exclusive, rare story is a vital publicity 
for the online news organization. Thus, it has a lot of advantages in terms of interactions 
and easy accessibility, which should be the main competitive advantage compared to 
printed editions. However, according to the survey made by Open Society Institute in 
Ukraine, the credibility of most news sources is questioned. Respondents refer to online 
news web sites mostly as tools of politicians and businessmen. Blogs allows the journalist 
to state an independent opinion, which, however, also could be compromised (Chebotaye-
va, 2009).  Interesting enough is that ten respondents were from the media business area. 
There were bloggers, journalists, professors and heads of media associations. Thus, despite 
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the small number of respondents their opinion is of high value. Furthermore, it probably 
represents the overall trend of low media trust among the population. 

 

2.4.4 The media industry in Ukraine 

 

After the collapse of the Soviet Union in 1991 Ukraine became an independent state and 
the economy was in transition from administrative to market economy. Significant changes 
occurred in all sectors of the economy. The media sector was not an exception. Thus, we 
will trace back from 1991 how the media sector developed and what is the current situa-
tion, which will give us an overview, before we touch upon and analyze directly just one 
single piece of the puzzle: online newspaper the Ukrainska Pravda. 

As Hang and Weezel state in their work, media is defined as “a contraction of the term 
media of communication, referring to those organized means of dissemination of fact, opi-
nion, and entertainment such as newspapers, magazines, cinema films, radio, television, and 
the World Wide Web” (Hang & Weezel, 2007). 

The Advertising communication market in 2011 was approximately estimated at 12 608 bil-
lion UAH. The main tendency for 2011 was the technical growth of the market both in 
money value and vested communication channels and services to the advertisers.  

Thus, the growth was 18, 4 % compared to 2010, however, less than the predicted number 
of 20%. One of the main reasons for that is that companies cut the ad budgets in the 
second half of the year expecting the new wave of recession.  

Expert Council of Ukrainian Association of Press Publishers composed of representatives 
of biggest publishers and leading marketing agencies estimated the amount of advertising in 
printed media at 2 436 billion UAH. In comparison with 2010 the increase is 10,2. The ex-
perts predict 9% growth in 2012 in printed media.  

The share of direct page advertising in printed media should grow by 7,9 % which equals 1 
687 bill. UAH. More than 80% of that amount is from national publications. These opti-
mistic forecasts are connected with the expectations of the market boost because of Euro 
2012 football championship as well as Parliament elections.  

 

Political advertising 

In 2011 the total amount of political ads was 0,75 bill. UAH which 25,8% less than in 2010. 
The parliament election should rise the bar by 25,6% in 2012 compared to 2011. In fact the 
political ads market should return to 2010 level approximately 0,95 bill. UAH. 

TV advertising market growth was 24% compared to 2010 instead of 35% than expected. 
Some huge western clients in Fast Moving Consumer Goods category decreased their ac-
tivity in the second half year. However, for many clients there is no alternative of television 
in terms of contact cost and audience. Thus, TV advertising will grow ahead of economic 
inflation. Sponsorship of sport-football programs will also contribute to growth in its cate-
gory.  
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Internet advertising continues to grow, even though, doesn‟t double as previous years, 
2007, 2010 for instance. The growth of context advertising has a technical character mainly. 

Below authors present the advertising market overview for the period 2002 – 2011 includ-
ing TV, internet and printed media markets as they are straight related to our research. Ra-
dio and outdoor advertising markets are also included for comparison. Advertising market 
implies the spending on advertising by the advertisers. The overview starts from the 2002 
due to fact that Internet advertising market reached the point of one million dollar that year 
which is the minimum convenient amount for comparison to other markets.  

Amounts are presented both in USD and UAH to give a better perspective on the market 
changes according to years. This specification is important because the exchange rate varies 
over the years thus the graphs look different according to the currency. 

All the materials for the graphs and tables are extracted from the All Ukrainian advertising 
coalition reports.  

 

Table  №2 Ukrainian advertising market overview in millions UAH 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Internet 5.33 5.33 8 13 30 60 100 145 280 440

TV 453 693 875 1197 1970 2360 2700 2000 2680 3327

Radio 43 48 69 101 134 170 160 120 200 271

Printed media 201 320 429 662 889 1150 1495 1024 2210 2436

Outdoor 143 320 455 586 763 945 1035 650 800 1000

USD to UAH exchange rate 5.3 5.3 5.3 5.05 5.05 5.05 7.7 7.9 7.9 7.9
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Graph. № 1 Ukrainian advertising market overview in millions UAH 

 

 Graph № 1 shows that only the Internet market was growing steadily over the years. 
However it is obvious how small is comparing to other markets. These are one of the rea-
sons why the online newspapers business is often unprofitable. 

Table № 3 Ukrainian advertising market growth in % (UAH) 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Internet 0% 50% 63% 131% 100% 67% 45% 93% 57%

TV 53% 26% 37% 65% 20% 14% -26% 34% 24%

Radio 12% 44% 46% 33% 27% -6% -25% 67% 36%

Printed media 59% 34% 54% 34% 29% 30% -32% 116% 10%

Outdoor 124% 42% 29% 30% 24% 10% -37% 23% 25%
 

 

Graph № 2 Ukrainian advertising market growth in %  
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Graph № 2 illustrates the advantage of the Internet advertising market during the crisis in 
2009. It was the only market which was growing.  

The same table and graphs but in USD currency meanings could be found in the Appendix 

The Internet advertising market overview for the period 2002- 2011is presented in the Ap-
pendix. Our main object of research is an online newspaper, thus in depth understanding 
of the Internet market environment is necessary for the further development of the study. 

 

2.5 Business model of the online newspapers 

 

Picard (2000), states that the business model is a fundamental concept. Thus, business 
models are created “outside” the business itself to concentrate on its bases, which makes 
the commerce within the product or service possible. The business model includes finan-
cial flows, operational level of business, its underlying fundamentals and exchange activi-
ties, which allows business to run successfully. 

Analyzing keywords of different definitions Allen, Morris & Shindehutte (2005) divided 
them into three categories. They could be recognized as economic, strategic and operation-
al. They provide the definition by Stewart &  Zao (2000)  who see the business model as a 
model which describes how the company will make money and sustain its revenue streams 
over time. Another example is by Mayo & Brown (1999) states it as the design of key inter-
dependent systems that create and sustain a competitive business. Furthermore, there is a 
collaborative definition, which refers to three categories which were mentioned before. 
Thus, business model is concise representation of how an interrelated set of decision va-
riables in the areas of business strategy, architecture, and economics are used to create sus-
tainable competitive advantage in defined markets. (Allen et al. 2005).  

Similar to broad definitions of the business model itself the working, definite success fac-
tors for the online newspaper does not exist in absolute representative (Sylvie, 2008). The 
two common economic models for online newspapers according to Driscol, Garisson & 
Salwen (2005) are subscription fees or advertising. However, the combination of two, also, 
might be a winning concept. Thus, there is still no 100% working model which could be 
taken as a standard, thus, editors still have to experiment with varieties of possibilities in 
this area. The online newspaper is attracting attention for its pay-for-news model, the Nei-
man Journalism Lab states. The major goal of receiving a 20% share of subscription reve-
nues was pointed out in a report to the Newspaper Association of America. Furthermore, 
such  media players as Steve Brill (CourtTV) and Gordon Crovitz (Former publisher of 
Wall Street Journal), point to the revenue numbers demanded  and to news sites possibly 
signing up 10% of monthly visitors to a subscription plan that clearly plays a role in the 
profitability of the model . Readers, who are familiar with the technology, and want it 
when, where, and how they want it, probably will not settle for less. In fact, digitization of 
technology illustrates the possibility of access to demanded source whenever possible. 
However, will the charged access be profitable is still a question. Thus, the concept of 
business model could be copied but there are no guaranties that it would work in other 
newspapers. Also, the culture of Internet users is significant. For instance, most of Ukrai-
nian Internet users due to low copyright restrictions are not used to paying for the content 
online. They, prefer to download free music, films, books and most of them don‟t even 
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think it is illegal. Thus, paid content might not be profitable due to its uncommon format 
for the Ukrainian market.  

However, in recent years the idea of paying for the Internet content is getting common 
among Internet users. An example of such content would be an HD quality movie or a 
book in good translation, mp3 album with some bonus tracks, etc. Thus the product must 
have better or more qualities than its free substitute.  Does it mean that the content and 
overall image of the newspaper has a vital role in the success of the paper?  According to 
Mantrala, Sridhar, Tang & Thorson (2011), investing in bricks of the online newspaper, i.e., 
its newsroom creates value and increase the online advertising revenue (OAR). Further-
more, investing in content generates subscriptions and redefines the brand equity which al-
lows distinguishing professional online newspaper from blogs, and second hand informa-
tion web sites. However, the advertising model is probably more preferable for the Ukrai-
nian market because despite the fact that consuming culture of online users has grown, 
most of the people are unwilling to pay for the news. The last paragraph represents differ-
ent thoughts and thus creates contradictions. However, our aim is to find out what is truth-
ful in our particular case.   

 

2.6 Government and entrepreneurship relations in transition 

economies. Ukrainian example  

 

The leaders of the country have also played an important role. It is not a surprise that the 
way the government behaves influences the whole society. Therefore, if leaders of a coun-
try are weak and corrupted, thus, the whole country will be weak (economically, politically, 
foreign relations). Shleifer (1997) argues that the corruption is directly related to the gov-
ernment‟s role in the economy. Consequently this may lead to economic crises overtime.  
Moreover, every single economy depends on others (usually neighboring countries, with 
which it has tight relation and it is affected by them.) For instance, Ukraine has been part 
of the Soviet Union in the past and even though it is already dissolved the impact Russia on 
Ukraine still remains, since they are neighbors. Smallbone et al. (2010) describe that “the 
financial crisis in Russia in 1998 had a major impact on the development of private entre-
preneurship in Ukraine, as it did in other newly independent states, mainly because of the 
loss of markets represented”( Smallbone  et al. 2010,p.659 ). However, McMillan and 
Woodruff argue that entrepreneurs in transition economies “succeeded by self-help: they 
built for themselves substitutes for the missing institutions” (Estrin, Meyer & Bytchkova , 
2005). 

 The government specifically, plays a key role in a company which performs in a transition 
economy. Smallbone, et al. (2010) also state that it is argued that government plays a central 
role in shaping the environment for entrepreneurship, with implications for the types of 
entrepreneurship that emerge, as well as it scale. The government influences entrepreneur-
ship on formal and informal levels. The formal level includes economic factors, laws, regu-
lations and policies. The informal one refers to customs, norms and values which influence 
an individual‟s behavior as well as formal ones. Regulatory issues and inconsistencies in the 
legal frame might affect a number of companies set up, as the impact of the complex sys-
tems of taxation, regulations, and multiple licensing can heavily influence start-up compa-
nies. Allowing entrepreneurship to exist and its active promotion as a future engine of the 
economy are very different ways. ( Smallbone et al. 2010). Unfortunately, most govern-
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ments in transition countries adopt the first rather than the second option. Ukraine is not 
an exception. In fact, the relationships of government and business have always depended 
on the political situation. Almost, every new government felt as a duty to change the legis-
lative framework especially the one that concerned business and private property. Thus, 
through the transition period and pretty unstable political environment since 2004 the in-
fluence of the government varied in high amplitude.    

The first steps to promote private business in Ukraine were the introduction of a legal 
framework permitting private entrepreneurship. Even though,  President of Ukraine con-
sistently recognized the potential role of private entrepreneurship in public statements and 
documents, the low commitment of the Ukrainian Parliament to improve the existing legis-
lation, and open budget resources available for entrepreneurship support, was a major ob-
stacle to the development and implementation of effective policy support. The State 
Committee for Development of Entrepreneurship was re-established in 1997. This is a 
ministry-like institution, with a staff of 70 and a long list of responsibilities, including re-
viewing all pending and existing legislation with respect to facilitating business creation and 
supporting private businesses regardless of their size. The State Committee implements 
policies to facilitate business registration and licensing, simplifies reporting procedures, di-
minishes the tax burden, and reduces the number of inspections by local authorities. The 
licensing law that was adopted in June 2000 reduced the number of economic activities 
subject to licensing to 60. High taxes, administrative hindrances and related costs, regula-
tions and corruption, and limited external funds are recognized by entrepreneurs as the 
main barriers to doing business in Ukraine (Smallbone et al. 2010). 

Media Materials are Created and Distributed within a Political environment- Political refers 
to the way a society is governed. When it comes to mass media, the term refers to a variety 
of activities. These range from the specific regulations that government places on mass 
media, to the struggle by various interest groups to change what media does( often using 
government leverage). For media observers, being aware that media operate within a politi-
cal environment leads to the idea that this environment deeply influences the media con-
tent itself. To them, it means being aware that the ideas in the media have political implica-
tions-that they are ideological. (Turow,2009). 

 

2.7 Influence of corruption on Ukrainian business environ-

ment 

 

One unfortunate, yet quite a significant feature of the Ukrainian business environment is a 
high level of corruption and bribery on administrative and legislative levels. Communism 
has left a tendency to corrupt business practices in the former Soviet Union member states. 
Ukraine is among those. The size of the informal sector reduced in recent years but still 
seven out of ten private companies of small and medium size work in the “shadow econo-
my”. The main reason for a company to be in shadow economy is tax evasion. However, 
this evasion is possible only because of corruption in the taxation system. (Pidluska, 1998). 
Thus, it is a vicious circle which is possible to escape only if the government provides 
framework to reduce corruption. However, international companies have the necessary as-
set to have clean business, as well as international CEO‟s who are forbidden to give bribes 
even if it benefits the company. Long-term clean reputation is more important to them ra-
ther than rapid profits. 
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According to Report of competitiveness of Ukrainian regions (2011), analyzed by Interfax 
– Ukraine, Ukrainian businessmen refer to taxation policy and corruption as a most prob-
lematic factors and point out aggravation of the business environment in the recent years. 
The percentage of problematic factors increased significantly from 10% to 15% in the cor-
ruption field, as well as taxation policy from 14% to 16% (Interfax – Ukraine, 2011). 
Hence, the institutional framework, which was mentioned before, exists. However, the ef-
fectiveness of the law restrictions concerning corruption seems to be only written docu-
ments, rather having determined a practical output. Furthermore, taxation policy, which is a 
transparent field, still remains the major obstacle for the businesses to come clean. In fact, 
the government pursues its own interests, not admitting the fact that lower taxes but in 
bigger amounts will positively affect the GDP in a sustainable, long-term way  after the 
transformation of the structure of Ukrainian business. Interestingly enough is that, 2100 
companies were surveyed in all 27 regions of Ukraine, and 95% of respondents admitted 
the same factors as obstacles for their business. (Interfax – Ukraine, 2011). 
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3 An overview of Ukrainska Pravda 

 

The Ukrainska Pravda is an online newspaper in Ukraine. It was founded on 16th of April 
year 2000 by George Gongadze and Alena Pritula. The idea came before the Referendum 
in Ukraine. Alena Pritula and George Gongadze wanted to inform people in Ukraine 
somehow about what was going on in the country. Thus, they thought that they could 
spread some information in a news format, in order to inform the audience the situa-
tion.(Alena Pritula 10.04.2012). The online newspaper publishes its articles in Ukrainian 
and Russian. The Ukrainska Pravda and its online forum is one of the most diverse and 
widely attended Internet political discussions in Ukraine). The Ukrainska Pravda is the main 
website, but there are also several other subwebsites: 

      • Economichna Pravda (literally "economic truth") - economy and business news and 
publications 

      • Табло ID - celebrity illustrated news site, paying a significant attention to the public 
life of Ukrainian politicians 

      • Champion - sports news site 

      • Ukrayinska Pravda.Kyiv - local news and articles on Kiev city. 

      • Ukrayinska Pravda.Zhyttia  - translated in English Zhyttia means life and the website 
is about  social life 

       • Istorychna Pravda – online newspapers about history 

All those subwebsites are part of the media holding Ukrainska Pravda connected to it by 
links. Therefore, 80 % of the daily viewers visit the Ukrainska Pravda. 

The management structure is presented in Figure № 1 

Figure № 1 Management structure of Ukrainska Pravda 
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The Ukrainska Pravda was one of the first online newspapers in Ukraine and more precisely 
the second one, after the Correspondent. The latter started a little bit earlier than the 
Ukrainska Pravda. Being first in the market might be of a huge advantage. However, at this 
stage it is still an assumption. Thus, the interviews and the analyses will help us find the 
right answer. We will focus on the internal structures of the organization as well as the me-
dia sector as a whole. Moreover, it was established as an online newspaper, but has never 
had a paper edition. The reason behind this is that at the beginning of the 21st century digi-
tization of media has developed to a certain extent and already more and more people were 
using the Internet. Furthermore, we decided to also mention important moments of the 
company‟s history since they played a vital role in its development. The following ones are: 
the referendum, disappearance of George Gongadze and the Orange Revolution. 

Timeline of main events for Ukrainska Pravda is presented in Figure № 2 

Figure № 2 Event timelime 

 

 

 

 

 

Referendum 

On 15 January 2000 the President of Ukraine adopted a decree on announcement of an 
All-Ukraine referendum on the People‟s Initiative. This decree provides for the holding of 
a referendum on 16 April 2000. Ukrainian national referendum held on April 16, 2000 on 
the issue of reformation the governing system of Ukraine was formally initiated by Presi-
dent Kuchma and organized by the Central Election Commission on the mass "public in-
itiative" represented by activist groups across the country. However, that "initiative" is 
widely perceived as being staged by the oligarchs from Kuchma's inner circle in order to 
preserve their influence and prevent popular Viktor Yushchenko from winning the next 
presidential election. The legal grounds and circumstances of the referendum have been 
questioned by the Ukrainian opposition.( www.zn.ua, online journal). 

The disappearance of the founder George Gongadze on September 16th 2000 

George Gongadze disappears on September 16 2000, after failing to return home. Two 
months ahead he was found dead and the tragedy shocked the people in Ukraine.   

Orange Revolution 

“The Ukrainian „Orange Revolution‟ started at the end of 2004 and it became one of the 
world‟s „color revolutions‟ according to Belyakov (2009). He also describes it as a journalist 
revolution. It was a series of protests and political events that took place in Ukraine from 
late November 2004 to January 2005, in the immediate aftermath of the run-off vote of the 
2004 Ukrainian presidential election which was claimed to be marred by massive corrup-
tion, voter intimidation and direct electoral fraud. The protests were prompted by re-ports 
from several domestic and foreign election monitors as well as the widespread public per-
ception that the results of the run-off vote of November 21, 2004 between leading candi-
dates Viktor Yushchenko and were rigged by the authorities in favor of the latter (Karat-
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nycky, 2005).The nationwide protests succeeded when the results of the original run-off 
were annulled, and a revote was ordered by Ukraine's Supreme Court for December 26, 
2004. Under intense scrutiny by domestic and international observers, the second run-off 
was declared to be "fair and free". The final results showed a clear victory for Yushchenko, 
who received about 52% of the vote, compared to Yanukovych's 44%. Yushchenko was 
declared the official winner and with his inauguration on January 23, 2005 in Kiev, the 
Orange Revolution ended (Karatnycky, 2005) 
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4 Research questions 

 

Research question 1: What are the success factors of the online newspaper Ukrainska 
Pravda and what is their contribution to the prosperity of the company? 

Research question 2: What is the influence of the government and situation in the media 
industry on the online newspaper business considering the Ukrainska Pravda as an example 
in the context of transition economy? 
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5 Research methodologies 

This chapter explains the way the research was conducted. The chapter describes the research approach, re-
search method, how the data was collected and analyzed and at the end reliability, validity and limitations 
of the study was discussed. 

 

5.1 Research approach 

 

The Online newspaper is a relatively new business in Ukraine, therefore, there is not so 
much research regarding the success factors of online newspapers. There are two types of 
approach in the business research methods: deductive and inductive ones. The deductive 
approach is used when testing an existing theory towards empirical facts. The inductive ap-
proach, on the other hand, is used to design new theories based on the empirical findings.  
In order to answer the research questions we prefer to use the qualitative method and the 
inductive approach rather than the quantitative method and the deductive approach as it 
would be easier to analyze our primary empirical data which we expect to retrieve. (Saund-
ers et. al., 2007). In the core of the inductive approach lies raw data retrieving as well as ex-
tracting new models, theories and concepts based on data analyses (Thomas, 2006). Thus, 
in the context of the chosen format this approach is the one that fits our research most.  

  

5.2 Research method 

 

According to Silverman (2001) the purpose of the study as well as the research questions 
should be concordant with the chosen method. In order to collect, analyze and conclude 
the information concerning the success of the online newspaper Ukrainska Pravda the au-
thors of this paper chose to design and provide a case study research method. There is a set 
of different definitions of the case study method which vary depending on authors and 
years. According to Schramm (1971), the essence and main trend of this method is that the 
case study aims to emphasize the decisions: why they were taken, how they were imple-
mented and what were the consequences and the results. Our choice of the research me-
thod was due to necessity of explaining the real-life phenomenon and in-depth description 
of it.(Yin, 2009) Thus, we decided to conduct an explanatory case study in order to find out 
not only how our object became a successful company but also why they took certain deci-
sions. As the goal is not to generalize our findings, a single case study is appropriate for our 
research.  Furthermore, the collected empirical data need to be connected to the theoretical 
framework which is suitable for this particular case study. For instance, one of the main 
points is how the factors of external environment affected the object of our case study. To 
provide an objective analysis of this influence we need the theory and basic definitions of 
transition economies and digitalization of the media.   
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5.3 Data Collection 

 

The main object for the case study was the online newspaper Ukrainska Pravda. It was cho-
sen due to the factor that it is in the top three most popular (by the number of readers) on-
line newspaper in Ukraine according to online statistics (LiveInternet.ru, 2012). The au-
thors conducted six interviews within the company. The first respondent was the owner 
and the chief editor of the newspaper. The other respondents were suggested by the chief 
editor according to their positions and vital roles in the company and due to our research 
purpose. The table below presents the interviewees, their position and the date when the 
interview was conducted. 

Table №. 4   Interviewees‟ information  

Name Position in UP Date of interview 

Alena Pritula Owner, chief editor  10.04.2012 

Sergey Leshenko Vice editor, investigation jour-
nalist 

10.04.2012  

Oleksii Fedko Business development director 11.04.2012 

Mustafa Naem Investigation journalist 11.04.2012 

Tatyana Nikolaenko  HR director  11.04.2012 

Alena Pritula Owner, chief editor 12.04.2012  

 

Moreover, we decided to conduct additional interviews with external respondents from dif-
ferent media companies in order to get a broader perspective on the media industry in 
Ukraine and outside opinion on the Ukrainska Pravda. The objects for the interviews were 
chosen based on the personal connections of the authors. The respondents represent com-
panies of regional and national scale which serve as reliable sources for the better descrip-
tion of the media industry in Ukraine. These interviews were conducted before the inter-
views in the Ukrainska Pravda. This allowed the authors to prepare better for the actual case 
study interviews and collect external opinions about the Ukrainska Pravda. Last but not 
least, the designed set of questions were approved prior the actual interview by our super-
visor, who has experience in the media field and in the process of conducting interviews. 

Table № 5 shows the respondents position and short descriptions of the company as well 
as the date of the interview. 

Table № 5  Interviewees‟/companies  information 

Name Position/Company Date of interview 

Alexander Serenko Producer and program director of 
“Privat TV”. Regional production 
TV company based in Kharkov, 
Ukraine.  
http://www.privat-tv.kharkov.ua/ 

19.03.2012 

Zurab Alasaniya  Owner, CEO of Media Port. Web-
site which is focused on detailed re-
gional news and the most important 

21.03.2012 

http://www.privat-tv.kharkov.ua/
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national one. Also contains enter-
tainment content. Kharkov, Ukraine 
http://www.mediaport.ua/ 

Alexander Marty-
nenko 

Founder and CEO of news agency 
Interfax-Ukraine.  From 1998 – 
2002 Deputy Head of Ukrainian 
president administration, presidents 
press -secretary.  
Interfax-Ukraine is a part of interna-
tional news agency InterfaxInforma-
tion Services. 
It is the biggest news agency in 
Ukraine and source for many news-
papers including the Ukrainska 
Pravda. 
 

09.04.2012  

 

5.4 Reliability 

 

According to Yin (2009) reliability is one of the two most common ways to measure the 
quality of a study and demonstrates that the operation of study such as the data collection 
procedures can be repeated with the same results. Moreover, reliability refers to the credi-
bility of the way analysis and the date collection techniques are consistent with the findings. 
Saunders at al. (2009) stresses on the question: will others reach similar observations. Thus, 
the research will be reliable if the findings will be the same when repeated. Overall, the data 
retrieved does not show any major contradictions among the respondents‟ answers which 
will help making concise and coherent conclusions and keep the study reliable.  

 

5.5 Validity 

 

The other common approach according to Yin (2009) to measure the quality and trust-
worthiness of a study is through the degree of validity. It is important to consider the fact 
that the results need to refer to authors‟ purpose. Thus, the researchers have taken it into a 
consideration.  The thesis is focused mostly on a single company and therefore the situa-
tion cannot be generalized. In order to validate the study the authors conducted interviews 
with journalists, professors in journalism etc., divided in numbers: six interviews within the 
case of our study of the Ukrainska Pravda and three outside the company. Some questions 
that we chose were unique and have been given to all participants. Nonetheless, others dif-
fered depending on the position the person holds. However, all questions were directed 
towards the topics concerning the purpose of the study and the research questions. 

 

 

http://www.mediaport.ua/
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5.6 Limitations 

 

This study aims to give an explanation of how online media functions in transition econo-
mies and more specifically an online newspaper. Due to the fact that, this is a case study 
and the small number of interviews conducted does not give an overview or generalize re-
sult of the whole media industry in Ukraine. 

Furthermore, the time pressure and the travel distance have limited the study to the mini-
mum required amount if interview that had to be taken. Moreover, due the fact that the 
online newspaper business is relatively new field we faced some difficulties finding consis-
tent literature and  
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6 Empirical findings 

In this section the empirical findings derived from the conducted interviews will be given. The main topics 
consistent with the purpose of this thesis that were discussed with the interviewees are explained in detail in 
this section. 
  

6.1 Characteristic of the transition period in the economy and 

media industry 

 

The period of Ukrainian independence was subdivided by the respondents into three pe-
riods. The year of independence proclamation proper 1991 till the end of 2004, when the 
so called the “Orange revolution” took place, the second period lasts from 2005 till 
2010.The last one embraces 2010 – present. This division is based on the political situation 
and the authority groups in the government. Another important point is the time before 
the Internet came into being and after especially for the UP respondents. First Internet pe-
netration attempts were in 1996-98. After that it began to spread systematically. 
All the respondents state that there was no business in its genuine meaning in the media 
industry in the first few years of Ukrainian independence. The main reason for that was the 
absence of the advertising market and private media sources. According to Alexander Mar-
tynenko, mid 90s were characterized by the lack of professionals in journalism. There were 
no common standards and criteria how to produce quality products.  

“What is sold is good, thus if the material is bad, low quality but sells well –it is good. You may have pro-
fessional material, a quality one but if nobody wants it – it is bad.” 

(Alexander Martynenko , CEO Interfax - Ukraine) 

One of the drivers for development of journalism was embassies. Thus, the first client of 
Interfax was the Italian Embassy which received news from Interfax by fax four times a day. 
In the mid-90s the American Embassy paid 100 dollars a month to every source which 
called itself “news agency” and provided, at least, some information, remembered Marty-
nenko. Later, the American Embassy was one of the fund givers of the UP. The technical 
base was also pretty outdated comparing to other European countries. However, when the 
money of investors was there, it usually went well. The example is “Privat TV” a produc-
tion company when the investor was a bank, explained Alexander Serenko. Thus, they had 
the newest equipment.   
 
The harshest times, according to Alena Pritula, were from the late 90s until the “Orange 
revolution”. Other respondents also indicate that 2000 – 2003 were probably the most dif-
ficult in terms of relations with the government. In the 90s the government TV channels 
were totally controlled. Printed media and TV channels received from the authorities spe-
cial drafts with instructions of what should or should be there on TV or in newspapers. 
Those were so called temniki theme guidelines in translation. When the government 
changed after the “Orange revolution”. There was a period when there was no censorship 
at all, some respondents said. Others thought that censorship started its way back after 
2008 and totally got back in 2010 when the new president Yanukovich was elected. The In-
ternet changed the situation for the better. 
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The Internet was not controlled by the government in any way whatsoever. That is one of 
the reasons why Alena Pritula and George Gongadze started the UP as an online source in 
2000. That time an opposition newspaper could exist only on the web, according to Alena.  
At the beginning of the 90s there were three public channels UT-1, UT-2 and UT-3. UT 
abbreviation stands for Ukrainian Television. All the respondents described the situation with 
the TV industry in the same way. Alexander Serenko, Zurab Alasaniya and Mustafa Naem 
as professionals, who have huge experience in that area, described it in detail. In the mid 
90s there were very few commercials on the governmental channels and the main content 
was focused more on some cultural and educational programs. The situation changed when 
private TV channels appeared. The market started to grow because since the first private 
TV channel Inter started and till today the share of TV commercials is the biggest. Regard-
ing the quality Alexander Serenko shares his viewpoint: 
 

“I would say in terms of information it is degradation, because television gives a lot of junk entertainment 
information which doesn’t have any informational value. In terms of technical quality, it, of course, is getting 

better.” 
(Alexander Serenko, producer Privat TV) 

 
The situation with private TV channels has remained the same since they first appeared till 
today. Mustafa Naem calls them “the supporters of the main business”. The picture of the 
Ukrainian privately owned TV industry, according to our experts, is that TV channels are 
informational supporters for the main businesses of the owners. All the channels are 
owned by businessmen, Zurab Alasaniya prefers to call them oligarchs. Those businessmen 
have different kinds of factories, banks, mines, etc. None of the owners has a TV channel 
as a major business. All of them are also somehow connected to the government and are 
using their TV channels for PR of the business or in the interest of the authorities which 
strings might come handy to the owner.  
  

“ TV channels have stopped showing the real picture of the situation in the country.” 
(Mustafa Naem, Ukrainska Pravda) 

 
Thus, the respondents say private television of the national and now the regional scale has 
never been independent and won‟t be as long as the owner considers it as a backup busi-
ness. Mustafa Naem supports this statement with the statistics that in 2011 TV industry 
had losses of half a billion dollars. Thus, it did not make profit but still existed.  
 
According to our respondents, printed media is becoming more and more outdated, the in-
formation there is 1-2 days out-of-date compared to online media. Basically, it has a bigger 
audience due to low penetration of the Internet among the population. There are a lot of 
areas in the villages where people don‟t have an access to the Internet. People aged 60+ al-
so don‟t use it much and are more conservative consumers. 
 
“My father saw the news in a daily paper on Monday, when I knew about it from the Internet on Friday.” 
 

(Mustafa Naem, Ukrainska Pravda) 
 
 
Alexander Martynenko, however, admits that printed newspapers give more quality infor-
mation than online ones unlike UP. The matter of objectivity of printed newspapers is also 
questionable as they act as supporters as TV channels. With 1-2 years of difference, all res-
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pondents suppose that in Ukraine printed media will be integrated to the Internet in 5-6 
years. However, it would be possible if the Ad market grew. According to Alexander Mar-
tynenko, if nowadays the printed newspaper goes online, dropping the printed edition, it 
means that the brand is almost dead. Better chances for survival are for magazines as they 
are not that focused on exclusiveness but on sensation and something unique. Also, due to 
the fact that most of them are monthly editions, costumers wait for them, thus purchases 
are not a routine activity.  
 
According to Zurab Alasaniya, the situation with online newspapers in terms of indepen-
dence is much more vivid than TV channels and printed media. Even though, Zurab Ala-
saniya and Alexander Martynenko said that it is extremely hard to make it profitable, for in-
stance, a regional online news portal owned by Zurab Alasaniya doesn‟t have profit from 
advertising, as it should, to payback. It is funded from profits the team gains as a produc-
tion company. All respondents stressed that the market is too small yet to sustain many on-
line projects. The respondents pointed out two online newspapers which are profitable due 
to advertising: the Ukrainska Pravda and the Correspondent. The audience of online newspa-
pers is still very small compared to overall population of Ukraine. However, the respon-
dents realize that it is a matter of time before the Internet gains more popularity. Alena Pri-
tula said that it would raise their audience and profit but competitors as well.  

 

6.2 Ukrainska Pravda as a company 

 

The symbols of the Ukrainska Pravda are Don Quixote and Sancho Panza. There are sever-
al pictures in their office; Alena has some wooden statues on her desk. It was brought by 
George Gongadze. They symbolize hard work, bravery and honesty. Those traits are com-
mon for the Ukrainska Pravda as well. We asked about their mission, and Alena said that it 
probably sounded to idealistic but it is “to change the  world for the better together”.  
Alena Pritula described the management processes in the company. She said that they were 
very flexible. As the CEO she has the final authority but very often allows the employees to 
take the major decisions. In the past she could not leave the office even for one hour be-
cause she needed to control everything. Now the team is pretty autonomous and she said 
that she could leave for a week without worries. Sergey Leshenko, the vice editor, could be 
in charge easily. The folks who work in the newsroom even hire new employees without 
her. 
 
“I hire people who contradict me and who have a strong personal position being able to  defend it anytime.” 
 

(Alena Pritula, Owner, chief editor of Ukrainska Pravda) 
 

“Alena is  wise enough to structure the company so that everyone is an expert in their field, but, at the same 
time, there is universalism in every one of us.” 

 
(Oleksii Fedko, Ukrainska Pravda)  

 
Alena Pritula stressed that she has the team which she trusts, thus, it is easy for her to dele-
gate. Mustafa Naem showed a good example of that. He said that if he had an article to 
write he just call Alena and very briefly describes the matter. She accepts the material with-
out doubt. Afterwards, Mustafa is sure that the article is published as it is, without any cor-
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rections. That is quite an irrational scheme, according to him, but it works perfectly. The 
mutual trust is based on Alena and the team‟s professionalism.   
The working schedule is also flexible. “The most important thing is the result”, explained 
Alena. She monitors the website and checks if everything that should be there really is. 
Thus, it is not very important when they come to work or when they leave. However, Ale-
na admits that most people are workaholics and she sometimes forces them to take a break 
or go home. She also said that maybe the good idea is to make 3/1 working week plan, 
thus one week a month is a week off and 3 working weeks in month. 
 
“Alena stays in her own room and does not even check on the people in the newsroom. They can drink coffee 
or eat anytime they want and the only thing that matters for Alena is the way news has been put out on the 

website.” 
(Mustafa Naem, Ukrainska Pravda) 

 
The financial matters are divided between the business development director and account 
manager. Alena Pritula is more of a strategist rather than a financier. She also does the ar-
rangements on some advertising, etc. She considers such an informal structure as an advan-
tage because of high adaptability which it gives to them. Thus, they can implement and try 
some updates within a short time period and reject them if they don‟t work properly. UP 
has a team of IT management which is responsible for all technical aspects. 
The marketing policy is based on partnership relations. There is no budget for PR or adver-
tising in other online or offline sources. Thus, Alena shows an interesting example with the 
Correspondent to their main competitor but a partner as well. On the UP‟s web page there 
is a spot where news from the Correspondent runs and he same on the other side. Accord-
ing to Alena, the target groups of UP and Correspondent differ and cross marketing allows 
attracting new readers to both newspapers. When the respondents from UP were asked 
about the working environment one word immediately came out from their mouth “Fami-
ly”.   
 
“I think this family atmosphere is unique. We trust each other and we share every time we have problems.” 
 

(Tatyana Nikolaenko, Ukrainska Pravda) 
 

“This informal atmosphere is so unique, that sometimes I can’t explain it, but only feel it.” 
 

(Mustafa Naem, Ukrainska Pravda) 
 
Alena explained that they had never had an office with open spaces and ventilation pipes. 
She has always tried to make and keep a cozy atmosphere so that people could feel at 
home. She said that people spent a lot of time in UP and her duty was to make them com-
fortable. The family atmosphere is something which keeps them together and allows pro-
ducing quality products. They have a big lighted kitchen where they have lunch all together. 
Sometimes after work Alena said with a smile people get together in the main hall and play 
games sitting on the floor. At the entrance there is a hanger where people leave their 
clothes take off the shoes and put slippers. Just like at home. All that, Alena believes, con-
tributes to the successful working environment. The only minor point which was hig-
hlighted by Tatyana Nikolaenko was that for many people UP is the first workplace and 
this home atmosphere may give them some wrong picture of the real world of corporate 
rules and strict orders.  
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Our impression of that atmosphere was totally opposite of what we were expecting. We 
were treated with attention and respect. People are young; the average age is 25-27 year. 
Everybody was very enthusiastic, energetic, and smiling. Another example of the family 
atmosphere was experienced when Mustafa Naem came to meet with us. He entered the 
premises with bananas and ice cream said hello to everyone in different rooms and was giv-
ing them bananas or ice cream. People greeted him like an old friend even though he is as a 
full time journalist there. 
 

“Since I came here people relate my name to UP. Even though I come here not very often and there is no 
contract signed between me and UP.” 

 
 (Mustafa Naem, Ukrainska Pravda) 

 
 
Then we went to the kitchen as it was vacant. During the interview a woman came who 
brought some homemade food. When we finished the interview the whole office was going 
to have lunch.  
In terms of the HR policy UP also has its own approach. Alena explained how they hire 
new people. 
 
“Actually, my team chooses their future people they want to work with, and in the end I take the last deci-

sion.” 
(Alena Pritula, Ukrainska Pravda) 

 
My team‟s decisions are based on the motivation of the candidate and their feeling. The 
candidates got the task and work on it during the day. Sometimes the try out period may 
take a week and that it is clear to everybody does the candidate fit or not. However, it is 
not a chaotic process. Tatyana showed the example when a young girl didn‟t got an ap-
proval from the whole team but Tatyana hired her as she was talented and committed.  
 

 

6.2 UP’s Business Model 

 

Alena Pritula described the evolution of the Ukrainska Pravda’s business model. For the 
first four years UP operated from grant money. The first grant was from the American 
Embassy - 25 000 dollars a year. Thus, only after the end of the Orange revolution they 
gained the necessary popularity and viewer numbers to push advertisers to work with them. 
Now their revenue streams are provided by the advertisements on their web site. They 
have real readers, deputies in the parliament daily reading UP, the president‟s administra-
tion likewise. UP has a prestigious image, thus, there are a lot automobile advertisements, 
sport clubs, etc. According to Alena Pritula, until 2010 the main advertisement was black 
PR. However, even if they don‟t tolerate such a kind of ads they couldn‟t give it up because 
it made up around 80% of the revenue. Now, when its share decreased, they have doubled 
the price for the black PR material, however, the demand is still high especially during elec-
tions. The possible project is to make a paid version of the site free of ads.  They don‟t 
want to have the paid content because it is an uncommon format for Ukraine due to lack 
of copyright restrictions. Moreover, the core idea of UP is free and truthful content for 
people. The price for ads on their website is at the average on the market. They place free 
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advertisements of fundraising for sick children as they have a partnership with charity or-
ganizations. Alena admits that diversification of UP‟s brand contributed to increasing the 
reader numbers. Now UP is a media holding with different sub brands which covers differ-
ent aspects of daily life such as fashion, sport, people blogs, economics, yellow press and 
historical facts. However, the main and most popular brand is the political one. The variety 
of brands allows to use cross marketing.  
 

“Theyhave managed to build a positive brand image and diversified it in sub brands: the TabloID, the 
Economichna Pravda (Economic Truth), the Istorichna Pravda(Historical Truth) and they work. The Is-

torichna Pravda is the image brand which works for their reputation. They are great.” 

(Zurab Alasaniya, CEO MediaPort) 

 

6.3 Success factors of Ukrainska Pravda  

 

 
“There are no holidays or weekends for us.” 

 
(Alena Pritula, Ukrainska Pravda) 

 
According to Alena Pritula, working hard is simple but a very effective success factor. Even 
on the weekends there are a couple of people who maintain the website. At night there is 
also a person who is in charge for emergencies. Thus 24/7 is a goofy working formula. 
They try to be first bringing up important news and make the reader aware of it. Alena said 
also that knowing the readers and their preferences is also very important in order to suc-
ceed.  
 

“UP knows its audience and knows how to keep it” 

(Alexander Martynenko, CEO Interfax-Ukraine) 

 
The focus of UP is the most important and interesting news in Ukraine, however, if some-
thing important is going on in the world, they also write about it and again they want the 
reader to know about it from them. Attracting professional and well-known authors to 
write is important for the brand.  
 

“In order to become and stay competitive, you have to keep track of everything going on, because the envi-
ronment changes quickly and maintaining the first position in the market is extremely difficult.” 

 
(Alena Pritula, Ukrainska Pravda) 

 
Sergey Leshenko highlighted such factors regarding the content like: immediacy, exclusive-
ness, sensations and backed up facts. He stressed that the Ukrainska Pravda provides 30% 
of its own content which is uncommon for other Ukrainian online newspapers. Alena Pri-
tula also pointed out that their core competence is journalistic investigations which are 
made by Sergey Leshenko and Mustafa Naem. This is also an important feature which dis-
tinguishes them from the competitors. 
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“They have quality content. Leshenko and Mustafa make good materials.” 

(Alexander Martynenko , CEO Interfax - Ukraine) 

Mustafa Naem pointed out that the fact that UP is independent and owned by Alena Pritu-
la did not subsidize any interests. In terms of IT development, Oleksii Fedko sees success 
in analyzing the trends.  
 

“The most important thing I do beside maintaining the content is following the world trends in terms of 
business development and innovations. We are the first in implementing innovations in Ukraine related to 

social networks, new projects, etc.” 
(Oleksii Fedko, Ukrainska Pravda)  

 
Analyzing the interviews it became clear that there not only internal success factors but ex-
ternal ones as well.  
 
Alena Pritula told about the tragic period of UP‟s history. In September of 2000 the found-
er George Gongadze disappeared. Through UP this news spread in Ukraine, Russia, West-
ern Europe. The next day the number of viewers reached 3500 which was a very big num-
ber for an online newspaper in Ukraine at that time. We had a lot of news about George‟s 
disappearance and people were interested to know what happened. At the end of Novem-
ber one of the opposition politicians revealed tape recordings with the discussion of the 
President and his subordinates regarding Gongadze. UP was the only source which put 
those tapes on their web site. 
 

“Unfortunately, with this personal tragedy the Ukrainska Pravda became famous, but we had to keep 
going and provide news for the reader.” 

 
(Alena Pritula, Ukrainska Pravda) 

 
Also, the respondents from UP and others said that such a turbulent environment contri-
buted to the popularity among people as an opposition and free newspaper.  
 
“I think that now this success story can’t be repeated. There was a time; there was a niche which they suc-

cessfully filed.” 

(Zurab Alasaniya, CEO MediaPort) 

 
“The fact that it was created by Gongadzet was important for people who knew his work; the whole tragic 

story with him was a boost for people to be interested in it.” 

(Alexander Martynenko , CEO Interfax- Ukraine) 
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6.4 Influence of digitization on media industry and social me-

dia engagement  

 

2015 should be the year when all TV channels will switch to a digital format. Thus TV in-
dustry is mainly concerned with this transition. Alexander Serenko and Zurab Alasania 
pointed out the non-transparent situation regarding the licenses given to TV channels at 
enormous prices. Thus, the number of TV channels will decrease. 
 

“The actual digitization of the media started around year 2005” 
 

(Oleksii Fedko, Ukrainska Pravda)  
 
The trend for printed media is creating an online version just for image because it doesn‟t 
make profit. Also, some of them, mostly magazines, place their ads online. Mustafa Naem 
suggests that they mostly go online soon. 
For online newspapers digitization has threats as well as opportunities. They are fewer but 
still are there. Possible threats are that those businessmen who own TV channels soon will 
redirect their huge budgets to act online which will make a serious competition to online 
newspapers like UP due to the technical advantage. For example, a  TV channel could use 
its video equipment to produce quality videos and upload them online, shared his thoughts 
Sergey Leshenko. For journalists the speed of information flow is an advantage because 
now news could be uploaded from a mobile device or sent immediately to the office. 
 
“First of all, a lot of information is already there on the Internet. Some investigations could be made from 

the office.” 
 

(Sergey Leshenko, Ukrainska Pravda) 
 
 Alena Pritula thinks that now it is a matter of who will play smart with these opportunities. 
During the interviews a lot attention was paid to social networks and their impact on the 
media business.  
According to Alena Pritula, their main tool is Facebook, even though VKontakte is the most 
popular social network in Ukraine. The reason is the audience, it is more adult and intelli-
gent on Facebook. Thus, it is a platform for announcing news and even posting news 
which is not available on the web page. Also, it is used to expand the target audience. Ser-
gey Leshenko and Mustafa Naem are active users of Facebook and use it to strengthen the 
image and keep interest in UP. 
According to most respondents, Twitter didn‟t go well in Ukraine. Thus, it is not as a sig-
nificant tool as Facebook.  
Alexander Martynenko said that now social networks are becoming great platforms for ad-
vertising thus online resources and newspapers should think about how to be the most ef-
ficient in the social networks.   
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7 Analyses 

In this chapter the authors will present the analyses integrated with the theories. First of all the media in-
dustry in transition economy will be analyzed. Secondly, the analyses will stress on the entrepreneurship and 
digitization of the media by taking the example of Ukrainska Pravda in the context of transition economy. 
Last but not least, the authors will explain the success factors and business model of Ukrainska Pravda 
found from the research. 

 

7.1 Media industry in transition economy 

 

Smallbone et al. (2010) state that in transition economies the government plays a much 
bigger role than in developed countries as it creates a legislative framework and informal 
customs, values and behavioral patterns for individuals in their relations with the govern-
ment. This concept was proved by the practical examples we got from our interviews. 
Thus, in the first years of Ukrainian independence the legal framework was actively trans-
formed till 1996 when the Ukrainian Constitution was adopted. Thus, the legal corridor 
was pretty wide and creation of new companies was eased. We got examples of three com-
panies in the media industry which were created without any resistance from the govern-
ment at that period. The regional TV production company, first and now the biggest news 
agency, and the regional media group. Their founders shared with us their views on the 
government‟s role being neutral which is both positive and negative as there was no pres-
sure and no support. This fact proves another idea of Smallbone et al. (2010) that  allowing 
entrepreneurship to exist and its active promotion as a future engine of the economy are 
very different ways. The Ukrainska Pravda which was started online didn‟t feel any barriers 
in the beginning as the government wasn‟t paying much attention to the Internet. Accord-
ing to our respondents having support from the government in Ukrainian media business 
means being dependent and subsidized in published materials, unfortunately. In our cases 
all four companies were bootstrapping through joint ventures (Interfax- Ukraine), Inves-
tors money (Privat TV), grant support (Ukrainska Pravda) or reinvestments of capital (Me-
diaPort). Thus as McMillan and Woodruff states entrepreneurs in transition economies 
create substitutes for missing institutions (Estrin et al. 2005).  

Empirical findings showed that the government usually starts to pay attention to some me-
dia company either when it feels threat as it was with the Ukrainska Pravda or when there is 
benefit. Due to a high level of corruption businesses meet obstacles in defending them-
selves against illegal actions from authorities. According to Interfax-Ukraine (2011), Ukrai-
nian businessmen find corruption and taxation policy most aggravating factors in the busi-
ness environment. Our respondents didn‟t say anything about taxation but corruption and 
even the derivatives of corruption were among the most negative experiences in their rela-
tionships with authorities. Thus, the owner of MediaPort Zurab Alasanya remembers at-
tempts from politicians to buy rotten material from their reporters, or attempts from the 
government to influence Interfax – Ukraine.  

The tragic example of the Ukrainska Pravda is when George Gongadze was murdered be-
cause of the opposition activity of his online newspaper. Many facts of the investigations 
showed that the government was involved according to our respondents.  
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Aslund (2009) calls the Orange revolution a democratic breakthrough. However, our res-
pondents saw it more as decrease interest of controlling media that purely democratic in-
tention.  Even though Alena Pritula, Sergey Leshenko and the other journalists from the 
Ukarainska Pravda admit that working after 2005 was much easier in terms of the govern-
ment pressure. Unfortunately, the government couldn‟t set the cornerstones for further 
democratization after the Orange revolution and current situations are more similar to 
Kuchma‟s period of 1999-2004 (Belyakov 2009). 

 

7.2 Digitization of Media 

 

According to Doyle (2002) the content nowadays could be reduced to so call metadata 
which allows the news makers to increase the effectiveness and an amount of produced 
content. This statement was confirmed by our respondents. In fact, Sergey Leshenko, the 
vice editor of UP said that the process of investigation had become much easier. One of 
the reasons is that the Internet already has a lot of information (databases, documents) 
which in previous years would be problematic to find without going out from the office. 
The chief editor of UP also admitted the advantages of new technologies and devices. For 
instance, she said that they had chosen the location for UP‟s office to close to the Parlia-
ment and President‟s administration to provide the intensity of the news. Now it is possible 
to upload the news from the mobile phone or the tablet PC. Thus, technically speaking, di-
gitization contributes to prosperity of online newspapers if the opportunities are used with 
maximum benefit. In fact, the negative feedback was also received.  All of the respondents 
are concerned with the fact that accessibility of information sources on the Web and an 
ability to post there unedited materials reduce the quality of the content. Furthermore, it 
neglects the journalism as a profession. The interesting finding of the Ukrainian media 
market is the fact that starting an online newspaper today is an unprofitable venture. The 
reason as our respondents said is a small advertising market. Thus, this fact contradicts the 
statements provided by Picard (2011) that the overall cost for an online newspaper could 
be reduced to 80% compared to a printed one, which allows to invest more into the news-
room and gain more profit. Furthermore, the explanation of the director of Interfax – 
Ukraine contradicts Picard (2011) statements as well. Alexander Martynenko said that if a 
printed newspaper went online dropping out the printed version it would mean the “death” 
of the newspaper. The costs are really lower but it is practically impossible to reach self re-
payment for the online newspaper in the contemporary environment, according to Alexan-
der Martynenko.  

The ICT (Internet communication technology) Development Index  (IDI) is an index that 
combines into one benchmark eleven indicators which serves to compare and measure de-
velopment in information and communication technologies among different countries. It 
was developed by the International Telecommunication Union in 2008. According to MIS 
(2010) Ukraine as most CIS (Commonwealth of Independent States) fall to medium group 
of ICT development. IDI rank for Ukraine is 4.34 on 10 points scale which pretty low 
comparing to European countries. Ukraine is characterized as a market with huge potential 
however the development goes slowly. For instance, the 3G service was launched in 2007 
but for three year period showed growth of 4 percent. The penetration of mobile broad-
band is also slow as only one mobile operator has a 3G license (MIS, 2011). 



  

 
36 

According to internetworldstats.com the penetration of the internet is 33% in Ukraine 
which is much lower comparing to the European countries like Sweden 92% or even Pol-
and 62% which still is twice as Ukraine.  

Thus those might be the reasons for the small internet advertising market so far. 

Thus, the Ukrainian business environment plays a significant role on development of com-
panies and due to its transitional character, not all models and theories work as they should 
here. 

 

7.3 Entrepreneurship and start-ups in transition economies 

the Ukrainska Pravda’s example 

 

In this section an overview of entrepreneurship in transition economies will be given.  Al-
so, the focus will be on the specific points in starting a company in Ukraine in terms of 
government regulations, corruption, and the existing opportunities by taking the example 
of the online newspaper Ukrainska Pravda and reflecting the literature including the re-
search done so far. Entrepreneurship has a strong relevance to the media, therefore analyz-
ing it and connected it to the media is a must. The transition economy can in one way trig-
ger the entrepreneurship process, however, in another way, can set some boundaries in 
terms of government regulations, that will automatically lower the percentage of newly es-
tablished firms. Thus, entrepreneurship, economy and political situation in the country are 
closely connected in Ukraine. This relationship is obvious in the history of the Ukrainska 
Pravda and it can be seen in the breakthrough moments in the period 2000-2012. Moreover, 
the focus of the events that formed the history of the Ukrainska Pravda is mainly political. 

Breakthrough moments 

• 16th of April,2000 the Referendum in Ukraine 

The Ukrainska Pravda’s start-up had been planned on the day of the Referendum. However, 
according to the main editor Alena Pritula due to technical reasons it happened the next 
day. The establishing of Ukrainska Pravda could have probably happened sooner or later, 
however, the Referendum was the right moment that triggered the founders Alena Pritula 
and Georgi Gongadze. Therefore, the Referendum can be described as one of the critical 
breakthrough moments in the history of the Ukrainska Pravda. 

• The disappearance of the founder George Gongadze in year 2000 

In this case, after such a tragic event, the Ukrainska Pravda won a large number of readers. 
Unfortunately, the tragedy served as a factor in some impetus to the promotion of the on-
line newspaper. Thus, it consequently made the online newspaper famous around the 
country and this can be seen as not only from the increased number of daily visitors, but 
the fact is that people started talking about the Ukrainska Pravda. Thereafter, left without its 
founder the online newspaper had to survive somehow and the whole set of responsibili-
ties have switched to the co-founder Alena Pritula. The demand for the news has increased 
tremendously afterwards, therefore, it had to be provided somehow. From that moment 
the team of people working for the Ukrainska Pravda started publishing news regularly.  

• The Orange revolution in 2004 
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The orange revolution has not only changed the political situation in the country, but also 
had a positive impact on the Ukrainska Pravda. The online newspaper has been financed 
only by the American embassy through grants. Thus, the company had not been making 
any money by itself until then. However, after the events happened in 2004 and in particu-
larly “The Orange Revolution”, the online newspaper Ukrainska Pravda started gaining 
profit. The Revolution showed that people are not afraid of going out there and protesting 
if they see that something is not right, in this case the election was unfair and corrupted. 
This can be explained by the fact that the newspaper is mainly politically oriented. The 
more censorship there is, the harder it gets to expose the facts by making an investigation 
first and write good articles. Therefore, there is a correlation between freedom of speech 
and success of the media companies and, in particularly, the Ukrainska Pravda . 

Furthermore, a real entrepreneurial behavior can be seen in the founders‟ personalities. 
There was no online website where people could read the news at that time. Therefore, Pri-
tula and Gongadze‟s curiosity to know more about the political situation in the country and 
the desire to have a possibility to inform people about that, have formed the idea of an on-
line newspaper. Moreover, the constitutional terms and regulations in Ukraine were not fa-
vorable for entrepreneurship development. Smallbone et al. (2010) argue that governments 
are responsible for implementing an institutional framework, which enables and/or con-
strains entrepreneurship development, through its role in enforcing the „rule of the law‟. 
For instance, the presence of censorship in the media in Ukraine set by the government 
becomes a huge obstacle which online newspapers face. Despite that, the real opportunity-
seeking entrepreneur finds ways to execute the idea and develop it. As McMillan and Woo-
druff (2005) argued that entrepreneurs in transition economies succeeded by self-help: they 
built for themselves substitutes for the missing institutions. This includes finding support 
from institutions outside the country or not connected to the government, at least. There-
fore, the company had to survive somehow, since everyone was afraid to advertise on the 
Ukrainksa Pravda’s website. Thus, it was sponsored by grants from foreign embassies in 
Ukraine. Thereafter, we come back to the point that government, private sector and media 
are tightly connected and dependent on each other in unstable economies. Most of the 
media holdings are owned by politicians in the government using media as tool to contri-
bute to its parties.  However, there are media holdings such as the Ukrainska Pravda that are 
not owned by politicians. For such media companies the only thing that remains playing is 
the never ending role of opposition and the ongoing fight against corruption. 

 

7.4 Success factors 

 

The online business industry in Ukraine is closely connected to the political situation in the 
country. Changes on the first one will consequently affect the second one, and the other 
way around could occur as well. Ukraine is a post-soviet country and was a central-planned 
economy for a long time. One of the characteristics in the central-planned economy is  
censorship. People that speak against the government and its actions have been usually pu-
nished. Therefore, journalists are afraid to write articles and expose critique news opposing 
the government. This can be also seen now, even though Ukraine economy is in transition. 
There are still some characteristics stuck deeply into the system such as corruption, free-
dom of speech that need time in order to be cleaned up. Mustafa Naem mentions that “the 
scariest thing is that we expose real facts about someone doing illegal things, however, the 
prosecutors don‟t take any actions at all” (Naem, 11.04.2012). Nevertheless, there have 
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been always brave people in the country that are not afraid to criticize its leaders and fight 
against corruption. The Ukrainska Pravda is a perfect example of that, since it was founded 
by such personalities. The online edition has always kept its strong position with its own 
opinion. This has made it a perfect place for journalists who want to publish their articles 
in which they oppose the government, in this way the Ukrainska Pravda attracts talented 
journalists and distinguishes it from its competitors. Thereafter, there is, on the one hand, 
an inextricable correlation between braveness to expose all kinds of news and having the 
best journalists in the team in the online media business in transition economies. On the 
other hand, the correlation has been found between the talented journalists and success of 
the newspaper. 

Success factors are necessary for an organization to complete its mission. Digging deeply 
into the history of the Ukrainska Pravda a numerous of factors turned out to be of a vital 
importance for the success of an online newspaper in turbulent times. 

Figure № 3 Success factors of Ukrainska Pravda 

 

 

 

 

1. First mover advantage 

The first company that had entered a completely new virgin industry could rely on that as 
to gain a competitive advantage. Until year 2000- the foundation of the Ukrainska Pravda, 
there had been no online newspapers in Ukraine. Moreover, according to Mustafa Naem, 
“it is almost impossible for online newspapers that started, after there are already enough 
leaders in the market, to become one of the top in the country”( Naem,11.04.2012). This is 
a fundamental factor for success on which the rest is based. However, the first mover ad-
vantage does not guarantee it, but just a solid base on which the company can rely. There-
fore, without other factors the online edition won‟t stay on top long.  For instance, looking 
at the lifetime of the Ukrainska Pravda there are numerous other factors that helped main-
tained its leading position overtime.  
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Another success factor found out from the empirical research is keeping track of the 
trends. 

2. Keeping track of the trends 

The last one could have two meanings: listen to your audience, implementing the newest 
technologies 

           A) Listen to your audience 

In order to attract more readers the online newspaper must be directed towards the read-
ers‟ preferences. In other words, writing the articles in a way that will gain interest for the 
audience, knowing already what the audience wants to read. One way to find that out is 
through communication. As what the founder of the Ukrainska Pravda states “you can 
make every news look interesting”.   

The Ukrainska Pravda is really one of the few online editions which pays a close attention to 
the audience‟s demand. It has a very close relationship with its readers. There is no doubt 
that this is a positive factor, since what is "closer" to the publication of the reader more in-
terested in the newspaper that the reader would like to read. The newspaper must have di-
rect contact with its audience, otherwise the confidence and interest will decrease, and this 
is unacceptable in the online media industry. In the example of the Ukrainska Pravda, we 
can clearly identify what positive impact this factor has and we can just say that this is an 
integral part of successful development of this newspaper. The online edition must fight 
for every reader, as the competition is high and the loss of any reader might play a huge 
role. Social media is a tool for keeping in touch with the readers and gets to know their pre-
ferences.    

b) Implementing the newest technologies 

Technology development goes twice as fast today as it was 20 years ago. The technology 
we use today will become outdated tomorrow. Thus, staying tuned with the innovations is 
a vital factor that will give the company a competitive advantage. According to the business 
development manager Oleksii Fedko, the Ukrainska Pravda “is the first in Ukraine to im-
plement the new innovative technologies” ( Fedko,11.04.2012). Therefore, the results 
matched with the previous studies and research done by Smallbone et al. on the sectors of 
the economy in Ukraine as they argue that the need to view innovation as one of the strat-
egies used by firms to maintain and improve their competitiveness. Implementing the new-
est technologies also includes using them in order to improve the content and make it 
more interactive. 

In order to be interesting for the reader you have to include not only text, but videos and 
pictures as well. Moreover, this was found in the empirical data that has been collected. 
One of the respondents Mustafa Naem has stated that “almost every news must be accom-
panied with photos and videos, because the audience prefers to see more interactive con-
tent with extras than read just plain text”( Naem, 11.04.2012). 

3. Launching the news first 

It is no secret that the success of any online newspaper, depends on factors such as reada-
bility and rating. Every edition should pay attention to the trends in order to increase those 
factors. To gain a niche in this market, you need to stand out among other editions. The 
Ukrainska Pravda, in turn, is a leader in this field. The secret is simple - "to be first every-
where and always in catching the event." Fresh and relevant information is the key to suc-
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cess of any online edition. A lot of people read newspapers because they want to know 
what is happening in their country or abroad. Experience shows us that the Ukrainska Prav-
da effectiveness of this method, but we must not forget that "to be first," first highlight 
what that event is - a task for professionals, as the processing and rapid supply of informa-
tion, and quality of the articles may decrease. Therefore, news and any events should always 
be compact, concise in order to generate interest. 

4.    Exclusiveness 

Increasing the number of viewers and daily readers on online newspaper‟s website is very 
dependent on the kinds of news that are posted. It is well known that the exclusive news is 
way more interesting than standard news. Exclusivity is one of the core competences of the 
Ukrainska Pravda. A good journalist can be described in two things: an ability to skillfully 
present information and to play with information. A journalist shall obtain information and 
present it so that people would be interested to read it, and it should also record any event 
happening first. Unfortunately, in recent years, many journalists use the technique of 
"copy-paste" - this is unacceptable, the news should be "fresh" and unique. Readers want 
to receive exclusive information, and sometimes be involved in it. Thus, any form of in-
formation should be not only diverse, but also be concise. This helps to achieve a particular 
level of trust between the reader and the author. Therefore, the news in the Ukrainska Prav-
da is exclusive, independent, and written in quite an enthralling language. 

5.  Uniqueness 

Every company wants to be unique in one way or another. Therefore, the ones that achieve 
it become successful over the time. If the company is called unique it means that is the only 
one of its kind. The uniqueness is included in itself: having a good team, take a shot at the 
right moment, high quality and exclusive content, knowing how to attract and keep the au-
dience. Those are universal parts of uniqueness of a company. That applies to the Ukrains-
ka Pravda to a certain extent and in some particular moments. Moreover, the uniqueness 
can have another aspect -the entrepreneurial spirit within the organization. That is to say 
the freedom employees have to express their own opinions and come up every time with 
something new and interesting. Mustafa Naem describes the atmosphere within the organi-
zation as unique. He also states that “if I want to write an article I don‟t even have to in-
form Alena”. “Nevertheless she takes the final decision whether the material to be pub-
lished or not and we trust her, since she has never made a mistake”(Naem,11.04.2012). 
Thus, taking right decisions in turbulent times could be extraordinary however it‟s a strong 
component of success. Haati argues that “successful entrepreneuring is thus about the abil-
ity to make correct judgments in conditions of uncertainty with the accrual of consequent 
“rewards”.(Haati, 1995).   

6.  Having good team 

In order to stay competitive in the industry and maintain its leading position the company 
needs to attract and hire skillful employees. The vice-editor of the Ukrainska Pravda Sergei 
Leshenko, for instance, is one of the best journalists in Ukraine. He has received numerous 
awards for “best journalist of the year”. However, attracting top journalists in the company 
is easier said than done. The competition in the online media business is tremendous, thus 
all companies fight for having the highly skilled labor, which will then give a competitive 
advantage for those willing to attract it. 
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7.5 Business model of the Ukrainska Pravda 

 

A business model includes financial flows, an operational level of the business, its underly-
ing fundamentals and exchange activities, which allow a business to run successfully. The 
whole business model process in an online newspaper can be explained briefly - attracting 
more companies to advertise on the website by increasing the number of readers (viewers). 
That‟s how the Ukrainska Pravda makes money and sustains its revenue streams over the 
course of time. Therefore, this contradicts what Picard (2000), argues that a business model 
is a fundamental concept. However, it‟s not as of critical importance for the news media as 
it is in other industries. Furthermore, an online newspaper is drawing attention for its sub-
scription fee model system, where readers pay for the news or just for ad-free pages. These 
can be other revenue streams which an online newspaper can use to gain profit, but not yet 
executed by the Ukrainska Pravda. As the chief editor and owner Alena Pritula states in one 
of the interviews “we are planning to launch a membership system where our readers can 
pay and have the content without ads”( Pritula, 12.4.2012). On the one hand, this could 
help the company to gain additional profit, but, on the other hand, it might decrease the 
number of readers by losing some. “Our priority is rather to satisfy our readers and get 
more overtime, than make money by all means” states Alena. Therefore, some contradic-
tions arise in the business model of the company and the main goals. 

Figure № 4 Ukrainska Pravda’s business model 

 

 

 

 

 

 

 

 

 

 

 

 

 

The figure above describes the business model process in the online newspaper Ukrainska 
Pravda. The first part of the model-key partners, activities and resources is the fuel that 
drives the engine in order to gain profit. The second includes in itself the outcomes meas-
ured with the number of readers, which consequently attracts advertisers. 
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The key partners can be divided into two groups: suppliers and strategic alliances. Interfax 
Ukraine is the supplier in this case from which UP buys news content and the strategic 
partner is the online newspaper “Correspondent” with which it has a partnership in terms 
of subscribing and exchanging readers. Furthermore, the Correspondent is both a competi-
tor and a partner, since their focus groups are different. 

The key activities of the company are described as innovation and diversification. The in-
novation as a key resource is derived from the interview with one of the respondents- the 
business developer director Oleksii Fedko where he states that “we are first of all online 
newspaper companies in implementing the newest innovative technologies”( Fedko, 
11.04.2012). In terms of diversification the company tries to cover a broader range of au-
dience by focusing on specific groups. For example, they launch sub-websites such as Tab-
loid, Economic truth, Champion, Life, Historic truth attached to the main website of the 
Ukrainska Pravda. 

Nevertheless, we need one more piece in order to complete the infrastructure part of the 
business model - the key resources, which include exclusive materials and professional 
journalists. The vice-editor Sergei Leshenko has been rewarded a few times for “the best 
journalist of the year” in Ukraine. The director of Interfax Ukraine- Alexander Martynenko 
mentions that “Leshenko and Mustafa make good materials” and describes the Ukrainska 
Pravda as an online newspaper “that knows its audience and how to keep it with its quality 
content”( Martynenko, 09.04.2012).   

The second part of the model is a reflection of the first one. Therefore, it shows the out-
comes depending on the way the first one is executed. The main revenue stream comes 
from advertisement. Therefore, it confirms the two ways of revenue streams for an online 
newspaper-subscription fees and advertising given by Driscol, et al. (2005), with a slight 
difference that subscription fees are a future project for the Ukrainska Pravda.  
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8 Conclusion 

The purpose of this study was to analyze how the online newspaper company Ukrainska Pravda operates in 
the media industry in the context of transition economy and define the critical success factors. Thus, in this 
section the research questions will be answered, discussion will be made and suggested further research will be 
given. 

 

8.1 Conclusions 

 

Research question 1: What are the success factors of the online newspaper Ukrainska 
Pravda and what is their contribution to the prosperity of the company? 

Based on the empirical findings the authors derived six success factors of the online news-
paper Ukrainska Pravda that were profoundly analyzed in the previous section. Therefore, 
they showed a significant contribution to success of the company. The authors found im-
portant to discuss the factors which were vital for the Ukrainska Pravda during its history, 
otherwise the external factors or breakthrough moments. Furthermore, external respon-
dents highlighted that the right time and niche which was filled by the Ukrainska Pravda 
were among success factors. 

First of all, the idea to look for grants from western sources was a wise decision which al-
lowed the newspaper to survive the years when the Internet advertising market was ex-
tremely low, compared to the other media advertising markets, and newspaper could make 
profit from advertisements.  

The date when the newspaper started was the date of the Ukrainian national referendum. 
In fact, it was a very important event in the history of independent Ukraine and a good 
strategic move to start an online newspaper with such an intriguing name as Ukrainian 
Truth. Moreover, one of the founders of the newspaper George Gongadze had already 
been a well-known opposition journalist. Therefore, his name also served as an attraction 
to the new online resource. The significant as well as tragic breakthrough point for the 
newspaper was his sudden disappearing and further investigation. The number of readers 
increased enormously to 3500 readers a day which was quite a lot for that time. Thus, the 
co-founder and chief editor of the Ukrainska Pravda stressed that their personal loss be-
came a boost factor for the company.  

The “Orange revolution” as a catalyst of the democratization of the media industry allowed 
the Ukrainska Pravda to start making profit from advertising.  The fact the newspaper has 
always been oppositional towards the government stopped people to advertise there before 
the “Orange revolution”. Thus, since 2005 the newspaper became profitable. There are al-
so factors of success which root within the company. 

However, the competitive advantage that the online newspaper gained by being pioneer 
does not work alone. Therefore, other factors are needed in order the company to maintain 
its top position in this highly competitive industry.  

Keeping track of the trends, for instance, proved to have a significant contribution for suc-
cess of the Ukrainska Pravda. By being always the first online newspaper to innovate and 
implement the newest technology the media holding has maintained its position as a leader 
in the online newspaper industry in Ukraine. 



  

 
44 

Moreover, the online newspapers have the advantage to communicate the news immediate-
ly due to the speed of the Internet. Thus, they do not face the obstacles to wait until the 
day after in order to launch the news. Therefore, the time of transmitting the information 
from the footage to the online newspaper‟s website in the news form is crucial in the online 
newspaper business.  

Furthermore, this factor is closely connected to the exclusiveness of the news. The success 
of the  online newspaper goes also hand in hand with the quality and the exclusiveness of 
the content. Thus, the more exclusive the content is the bigger numbers of readers the on-
line newspaper can get. 

In terms of internal structures in the Ukrainska Pravda another factor that has been ex-
tracted from the empirical findings is uniqueness. The family atmosphere and the informal 
relationships between the employees within the company are so unique that sometimes 
cannot be explained verbally. Therefore, this creates an entrepreneurial spirit that is vital 
and contributes to the final results of the company.   

Least but not last is that the above factors would not have been achieved without a good 
team behind it. The key employees in an online newspaper company are the journalists. 
They are the people who transform certain facts and information and produce content out 
of it. The Ukrainska Pravda’s team consists of the journalists that have been awarded as top 
journalists in Ukraine. Moreover, the company has a very good team of people who take 
care of finance, marketing and business strategies, which play an important role in the de-
velopment and success of the Ukrainska Pravda. Thus, the human resource factor in terms 
of having a good team is inextricably linked to the rest.  

 

Research question 2: What is the influence of the government and situation in the media 
industry on the online newspaper business considering the Ukrainska Pravda as an example 
in the context of transition economy? 

Over the twelve years of the Ukrainska Pravda’s existence the relations between the gov-
ernment and media industry have been tightly connected and influenced the development 
of the online newspaper. In terms of government relations, censorship was an important 
phenomenon for the Ukrainska Pravda. Year 2000 was the second term of Kuchma‟s presi-
dency. That period 1999-2004 censorship reached its culmination according to the respon-
dents. Through the “temniki” authorities controlled the content on the TV channels, radio 
and printed media. However, this was the push to explore the Internet environment which 
was beyond the control of the government. The period of Yuchenko presidency 2005-2010 
was rather free of censorship. At that time the Ukrainska Pravda  was not among few inde-
pendent sources as many TV channels, printed newspapers got the content which was not 
moderated by the government authorities. However, the important thing in Ukrainian me-
dia industry is the owner of the source and his or her interests. Thus, the quality and inde-
pendency of the content are dependable on the role of the TV channel, radio or the printed 
newspaper of the owner. Thus, most of the private media sources are used as an informa-
tional tool or support for the main business of the owner. In this context the Ukrainska 
Pravda is owned by the chief editor and thus is the main business for her. As a result, in or-
der to be profitable it should provide quality content and consider the preferences of the 
audience. A TV channel, radio station, web site or the printed media which is not depen-
dent on its audience, because it is financed from external sources, does not provide quality 
and truthful content. However, even if the Ukrainska Pravda is a business for business, its 
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content might be moderated due to personal preferences of the owner, but in that case if 
the content is too subjective the audience will be lost. Thus, the ownership of the media 
sources plays a vital role in terms of content and profitability and there are very few inde-
pendent media sources which have revenues from its main activity. The Ukrainska Pravda is 
among few online newspapers which works by the standard business model based on the 
advertising revenues as it was one of the first online newspapers and by the time of the 
“Orange revolution” Ukrainska Pravda had a lot of readers and advertising started to work 
for them. 

 The reason for low profitability of online newspapers business is a small Internet advertis-
ing market which doesn‟t allow new companies to exist on the profits from advertising. 
Three reasons which were found for that are a low level of the Internet penetration, an av-
erage level of ICT Development Index and a high percentage of older population. 

Digitization of media according to the respondents should change the situation in the near 
future. Specifically, the penetration of the Internet and a number of users will increase, thus 
the market will also grow. In that case, it would be possible for new companies to enter the 
market. For such newspapers as the Ukrainska Pravda digitization will have a dual effect like 
growth of the audience and profits but at the same time the threats from the new competi-
tors. 

 

8.2 Discussion 

 

The study shows that media industry and the government in transition economy are very 
dependent on each other. The politicians influence as much as they can in order to change 
the political situation in the country towards the chosen side. Thus, most of the TV chan-
nels, newspapers radio stations do not show the real situation in the country. 

However, there is a new industry that can‟t be so easily controlled by the government and 
this is the online media industry examined in this paper trough the company Ukrainska 
Pravda. The authors have got an insight of how the company operates and what is so 
unique about it that makes it successful, profitable and independent at the same time. 

Furthermore, the study shows one successful online newspaper company that has been 
contributed from the digitization; unfortunately this cannot generalize the whole online 
media industry in Ukraine. More than half of the population in the country does not even 
have an access to Internet and are skeptical about the online news. 

  

8.3 Further research and contributions 

 

For further research the authors can recommend analyzing more companies within the on-
line newspaper business in the context of transition economies. The penetration of the In-
ternet in the developing countries is still low, however it shows increasing in the last decade 
the trend will most likely maintain the same. Therefore, the online media as a business in-
dustry will develop in the future even more. 
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Furthermore, the authors would also like to suggest a further research of companies from 
another niche within the online media industry (including TV channels and printed news-
papers that use Internet to diversify) in Ukraine and in other transition economies. Moreo-
ver, the future studies could be also focused towards the traditional media companies, the 
ones that do not use internet as tool of diversifying.   Thereafter, these future studies will 
not only allow the researchers to compare the different online news companies, but also 
the tradition to the online media within one single transition economy and the media indus-
tries between the different countries with transition economies. 
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Appendix  

 

1. Semi structured in-depth interview template 

Interview for the master thesis  

Online newspapers in transition economy: Success factors 

The purpose of this study was to define the factors of success of the Ukrainian online 
newspaper Ukrainska Pravda and the influence of media industry within the context of tran-
sition economy. 

The information obtained through this interview will be used only for scientific purposes at 
Jönköping International Business School (JIBS), Jönköping, Sweden. 

 

I. Characteristic of the transition period in the economy and media industry 
 
1. What is the situation with freedom of speech in the media: TV chan-

nels, Internet and printed media? 
 

2. Could you describe the situation in the media industry 12 years ago? 
 

3. Could please tell us about the situation in the media sector in 
Ukraine during the period 2000-2005? 

 
4. Could you explain the differences in the media sector and the situa-

tion in the country as a whole between the two periods- before and af-
ter the Orange Revolution? 

 
 

5. How does the political situation influence the media? 
 

 
 

 

II. Ukrainska Pravda as a company 
 
1. Could you explain how does the management structure in the company 

look like? 
 

2. Who take care of finance and market strategy of the company? 
 
3. Can you please tell us about your mission and vision? 
 
4. What do you think about the environment within the company? 
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III. Ukrainska Pravda’s Business Model 
 
1. How do you receive materials and transform them into news then? 

 
2. How does your business model look like and where your revenue 

streams come from? 
 

3. What kind of advertisements there are mainly on your website and why 
would companies choose you to advertise their businesses? 
 

 

IV. Success factors of Ukrainska Pravda  
 
1. What do you think stays behind a successful online newspaper? 

 
2. What is it so unique about Ukrainska Pravda ? 

 

 

V. Influence of digitization on media industry and social media engagement 
 
1. What impact has the technology and in particularly Internet on the me-

dia? 
 

2. Do you think the innovation and the new technology will help the media 
companies and in particularly the online newspapers, to make more prof-
it? 

 
3. How does the digitization transform the media market? 
 
4. How do the social networks influence the media and in particularly UP? 

 

5. How do you see the future of printed newspapers? 
 

 

 

Thank you for your time and the answers! 
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Figure № 5 Ukrainian Internet advertising market overview 

Ukrainian Internet Advertising Market Overview 
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CRISIS 
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2008 

Total amount of the entire advertising market 1 096 million $ 
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Table № 6 Ukrainian advertising market overview in millions USD 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Internet 1 1 1.5 2.5 6 12 13 18 35 55

TV 85 130 165 237 390 467 351 253 339 421

Radio 8 9 13 20 26.5 34 21 15 25 34

Printed media 38 60 81 131 176 228 194 129 279 308

Outdoor 28 60 86 116 151 187 135 83 101 127  

Graph № 3 Ukrainian advertising market overview in millions USD 
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Table № 7 Ukrainian advertising market growth in % (USD) 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Internet 0 50% 67% 140% 100% 8% 38% 94% 57%

TV 53% 27% 44% 65% 20% -25% -28% 34% 24%

Radio 13% 44% 54% 33% 28% -38% -29% 67% 36%

Printed media 58% 35% 62% 34% 30% -15% -34% 116% 10%

Outdoor 114% 43% 35% 30% 24% -28% -39% 22% 26%  

 

 

 

 

 

 

 

 



 Appendix 

 
54 

Graph № 4 Ukrainian advertising market growth in % (USD) 
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