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Abstract
In this paper, media reading is understood as a specific subculture within the 
system of reading culture. Media reading is regarded as the dominant and most 
regular type of reading over a long period, which has a significant impact on 
modern cultural and social processes. The authors argue that Russian society 
continues to be characterized by a high social culture of verbal information 
consumption, which is largely a consequence of the types of reading activities 
that have been developing and taking roots specifically in the domestic reading 
culture. Those types were based, on the one hand, on traditional book reading, 
and on the other, on the reading of newspapers and magazines, which, on the 
whole, ensured the unity of reading culture. The study shows that whereas news, 
professional and reference materials are consumped in the digital environment, 
in the print environment the absolute dominance belongs to fiction. This 
confirms the functional division of formats, i.e. digital for operational, working 
and reference information, print for in-depth leisure reading of literary texts.

Keywords
Reading, media reading, print and digital media, socially beneficial reading, 
reading strategies.

Introduction
The impact of changes in reading culture on the society in the context of 
digitalization has been actively analyzed since the 1990s. In this vein, the issue 
of reading within the framework of the ‘information revolution’, which traces 
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back to Marshall McLuhan’s concept of the ‘Gutenberg revolution’ (McLuhan, 
2003: 202; McLuhan, 2005: 247) and which became a model for subsequent 
media transformations (Eisenstein 1979), are addressed, for example, in 
the works of Harnad (1991), Fang (1997), Drucker (1998), Cummings  
(2016).

Russian researchers, when analyzing the transformations that have taken 
place in reading at various historical stages, draw upon the concept of ‘reading 
culture’ (Askarova, 2004). In characterizing the Russian culture of reading, 
which was formed on the foundation of the printed book, one can speak of its 
relative stability over the centuries and its focus on the printed text. The 20th 
century brought radical changes to Russian reading culture, as the number of 
readers grew rapidly thanks to a large-scale campaign to eradicate illiteracy 
carried out in the early Soviet period. The ‘concept of the mass Soviet reader’ 
that had been shaping during that period absorbed various contradictions of 
social development and, at the same time, was undermined from within. At the 
same time, the formation of new reading cultures did not diminish the basic 
culture of book reading: on the contrary, reading cultures at different levels 
mutually enriched the practices of the reader, satisfying their evolving interests, 
tastes and demands. Thus, diverse forms of reading activity, based on the one 
hand on traditional book reading and on the other on newspaper and magazine 
reading, created a unified culture of reading.

The emergence of a new segment in the Russian media landscape – glossy 
magazines showcasing lifestyle and consumer trends – also had a significant 
impact on reading habits. Glossy magazines in Russia developed later than 
in other regions, during the 1990s but, according to researchers, they had a 
significant impact on changes in media consumption and reading culture as a 
whole. This type of media, “on the one hand, is closely linked to the audiovisual 
media system; on the other, is involved in the processes of fashion formation 
and circulation; and thirdly, claims the role of culture” (Dubin, & Zorkaya, 
2008: 5). A whole culture emerged of “assigning values, packaged in a bright 
glossy cover and aimed at a target youth audience. The mass circulation of 
such publications clearly indicates that the main buyer of this literature is by 
no means someone who can afford the goods advertised in such publications. 
People are buying a dream that is unattainable” (Tkhostov, & Surnov, 2006:  
26).

A shift in general paradigms inevitably leads to a change in the primary 
means of communication. McLuhan points out that whilst in the pre-literate 
era the spoken word was the original form of transmitting knowledge and 
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information, the era of literacy, and subsequently the Gutenberg era, brought 
about a culture of the printed word. Following this logic, in the context of 
the media revolution a new method of information transmission emerged, 
that is audio reading (Antonova, & Kruglova, 2024: 108–120; Filippov, 2021:  
79–95).

In Russian academic context, the term ‘media revolution’ and the related 
concepts of ‘digital intelligence’, ‘digital capital’ and ‘digital citizen’ are used in the 
works of Lizunova and Pavlenko (2020), Vartanova et al (2021), Bereznyakova 
and Kozlova (2022), Dunas (2022), Bodrunova and Nepiyushchikh (2024), 
and others. At the present stage of media transformation ‘media time’ as a new 
category of communication is emerging. A surplus of visual (screen-based) 
media output and a lack of verbal (book-based) media output has been noted 
(Kirichek, 2024: 121–132). At the same time, the classical triad of ‘author –  
publisher – reader’ is transformed into the triad of ‘platform – algorithm – 
user’ (Gillespie, 2014: 167–169, 172–174). This essentially transforms content 
production into a continuous reactive process based on platform logic (van 
Dijck, & Poell, 2013: 5–7), which replaces expert curation with the principle of 
computable relevance (Helmond, 2015).

The main feature, which has become a way of the individual primary 
socialization (Mamedov et al, 2025; Smirnova, Denisova, & Mamedov, 2025) 
is the network structure of media and communication infrastructure, which 
provides the opportunity to organize virtual interactions via chats, blogs, 
posts, etc., in addition to the ability to meet the audience’s informational, 
entertainment, etc. (Basovskaya, 2021: 71).

With the rising popularity of digital reading media, leisure reading is 
undergoing a transformation process. However, the reasons for readers to adopt 
e-book reading or to stick to traditional printed books are mainly unknown. 
Therefore, Schwabe et al (2022) explored demographic and motivational 
differences between print readers, digital readers, and readers using reading 
media. Comparing comprehension outcomes in print and digital reading is a 
growing area of research but little is known about the reading processes that 
these media entail. The study by Yu-Cin Jian (2022) involved an eye-tracking 
experiment with 50 undergraduate students to investigate the differences in 
reading processes in print and digital media. “The findings indicate that reading 
in print versus digital media employs different cognitive strategies with those 
reading in print showing more selective and intentional reading behavior” (Yu-
Cin, 2022: 12).
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In the early stages of social media’s development, some researchers viewed 
it as a means of addressing the problem of information gaps – a form of ‘passive 
learning’ for people who did not seek to obtain up-to-date public information 
through traditional channels. However, the results of empirical studies showed 
that social media users, on the contrary, do not demonstrate awareness of current 
events, unlike readers of print media. At the same time, there continues to be a 
fairly high level of interest in reading in Russia on a general scale. According to a 
study by VTsIOM and the Russian Society ‘Znanie’ for December 2025 (VTsIOM, 
2025), 62% of Russians read or listened to at least one audiobook in a year. 
The average number among readers is nine books a year; residents of Moscow 
and St Petersburg read more: an average of 13 books a year; people with higher 
education also read more actively – 11 books; 7% of Russians read 30 or more 
books over the past year, and 2% read over 100 books. Over the past ten years, 
the proportion of Russians who say they like reading has risen from 48% to 66% 
(Ibid, 2025).  

International studies demonstrated a correlation between reading 
habits, measured by the extent of exposure to printed media, and reading 
comprehension skills. It was shown that the potential mechanisms underlying 
these relationships lie in a ‘virtuous circle of reading’, in which the correlation 
between time spent on reading and reading comprehension is reinforced (Mol, 
& Bus, 2011). The ongoing evolution of digital reading devices, constant access 
to such devices, and the new types of reading material available (e-books, social 
media, digital media, etc.) are shaping different reading habits. The expansion 
of access to digital devices in the modern era is occurring at the expense of a 
decline in traditional reading (Merga, & Roni, 2017). The displacement theory 
implies a significant decline in print reading and a sharp rise in the consumption 
of digital media across all age groups. Since online texts generally have rather 
low linguistic quality (Snow, 2010) and are often created for quick and brief 
use, such an increase in the frequency of reading in digital format has an impact 
on the development of comprehension skills and the general level of literacy 
among readers.

The ‘concept of the reader’ (Askarova, 2010) presupposes the 
existence of a system of interrelated notions regarding the role and 
place of the reader, the priority of certain categories of readers, and the 
characteristics of reading behavior in accordance with established notions 
of socially beneficial and socially harmful reading. Two key, conflicting 
strategies of reader behavior were formed in the process: the strategy of 
satisfying hedonistic needs and the strategy of socially useful reading. 
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It appears that this approach is applicable to media types of reading as  
well.

Thus, we can make several assumptions. First, in the process of shaping 
social culture at the individual and collective levels, the role of regularly 
consumed information, disseminated in print, electronic and online formats, is 
significantly increasing. Second, in the context of the media revolution, we can 
speak of the emergence of stable categories, namely ‘media time’ and ‘media 
reading’. Third, when a person consumes media products varying in content 
and format it happens through two modes of assimilation: verbal (‘reading – 
reflection’) and visual (‘reading – viewing/scrolling’). Fourth, the selection of 
information consumed within the total volume of media time is directly linked 
to key strategies of reading behavior, namely the strategy of satisfying hedonistic 
needs or the strategy of socially beneficial reading. Fifth, despite the dominance 
in the contemporary communicative space of visual (screen-based) media over 
verbal (reading-based) media, Russian society continues to move towards a 
culture of verbal information consumption.

Methods
Interdisciplinary concepts for media literacy studying range from linguistics 

and semiotics to sociology and mass communication theory; consequently, a 
wide range of methods is warranted: questionnaires, experiments to identify the 
characteristics of the perception of different types of media texts (eye-tracking), 
and expert interviews. This article presents the results of the first stage – the 
questionnaire survey.

The goals of this study are the following ones: to analyze media reading 
as a subculture within the broader culture of reading; to highlight its specific 
characteristics in the context of digitalization; and to outline trends in the 
transformation of the audience’s attention as a reading subject. In this study, 
media reading is understood as the dominant and most regular type of reading 
over a long period, which continues to have a significant impact on culture and 
social processes. 

Herewith, the following hypothesis is suggested: reading as a vital part 
of culture, and media reading as its subculture are currently changing, 
with new reading strategies constantly emerging. In the current context of 
digital development, further varieties of reading culture are appearing. The 
subculture of digital reading is also being integrated into its core structure, 
exhibiting causal links with both book-based and media-based reading cultures. 
Under the influence of media revolutions (i.e. restructuring of the logic of 
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knowledge affecting all levels of communication and cultural forms) and as a 
consequence of a surplus of visual and a lack of verbal media output, we can see 
a proliferation of new reading cultures. Furthermore, it should be noted that 
Russian society as a whole is characterized by a high social culture of verbal 
information consumption, which is largely a consequence of the role of the mass 
media and regular media reading as a traditional instrument for transmitting 
concentrated national socio-cultural experience. In this vein, a functional 
analysis of the verbal and visual modes of assimilating information received 
via the media, i.e. ‘reading-reflection’ and ‘reading-viewing’ are increasingly 
important. Those are based on two main strategies of the reading behavior, 
namely the strategy of socially useful reading, related to the subculture of 
media reading; and the strategy of satisfying hedonistic needs, which is related 
to reading choices determined by the reader’s own personality, tastes and  
capabilities.

The authors have conducted an online survey between November 2025 
and March 2026 addressing following research questions. First, what are the 
audience’s main reading preferences, and what proportion of reading culture is 
accounted for by media reading; second, what are the main reading strategies; 
and third, what are the main trends in the development of reading culture 
within possible return to traditional media reading (in-depth, attentive, slow) 
caused by digital information overload and its rapid consumption. The ‘snowball 
sampling’ method was used to form the sample, allowing for the creation of 
groups with specified socio-demographic parameters, as well as access to closed 
age groups.

Questionnaire included the following sections: questions aimed at 
identifying the quantitative and qualitative characteristics of the respondents’ 
reading habits; a scaled questionnaire designed to analyze the reading 
process and its main features; socio-demographic characteristics of the 
sample. Content analysis and comparative analysis were used to process 
the empirical data. The survey involved 100 respondents (47% men; 53% 
women), native Russian speakers, who were divided into three main age groups  
(see Figures 1 and 2):

(A) 16–23 years old, school pupils and those in secondary vocational 
education, as well as university students (32 respondents);

(B) 24–45 years old, employed in various professional fields (47 respondents);
(C) 46–65 years old, employed in various professional fields (21 respondents). 
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Figure 1
Distribution of respondents by type of activity
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Figure 2
distribution of respondents by level of education

Source: Authors.
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Results 
The first set of questions addressed the quantitative and qualitative 

characteristics of respondents’ reading habits. First of all, respondents were 
asked to select preferred formats of information consumption (Table 1):

Table 1
Use of various formats for obtaining information 

(%, multiple answers were permitted)
Formats Group A Group B Group C Total

Digital texts 
(books, newspapers, magazines, 

etc. on the Internet)
90,6 93,6 71,4 88

Printed texts 
(books, newspapers, magazines, 

etc. in paper format)
87,5 59,6 76,2 72 

Audiovisual formats  
(videos, reels, stories, etc.) 68,8 78,7 61,9 72 

Images 
(photos, graphics,  
infographics, etc.)

71,9 55,3 28,6 55 

Audio formats  
(audiobooks, podcasts, etc.) 21,9 46,8 42,9 38

Source: Authors. 

The results show a clear age-related difference, i.e. preference for digital 
texts peaks among the 24–45 age group. Compared with this group, interest in 
digital texts is three times lower among respondents aged over 45. Printed texts 
are distributed almost evenly between groups A and B (28 responses in each), 
indicating a sustained interest in paper media among young people and middle-
aged individuals. In Group C, the number of selections drops to 16; however, 
this figure is comparable to the selection of digital texts in the same group 
(15), suggesting that print and digital formats are equally valued by the older 
audience. Audiovisual formats (videos, reels, stories) are most popular in Group 
B (37 responses), accounting for 51,4% of the total number of selections for this 
format (n=72). Audio formats (audiobooks, podcasts) show a marked ‘peak’ in 
Group B (22 responses – 57,9% of all audio format selections, n=38). Groups A 
and C show similar but low figures (7 and 9 responses respectively).	

The second question was related to the type of texts consumed in digital 
formats (Table 2).
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Table 2
Types of texts preferred when using digital formats 

(%, multiple answers were permitted)
Digital content Group A Group B Group C Total

News 59,4 78,7 85,7 74 
Reference and educational materials 68,8 72,3 76,2 72

Professional materials related to 
work 46,9 74,5 57,1 62 

Analytical and journalistic articles 59,4 57,4 66,7 60 
Online comments and discussions 31,3 44,7 47,6 41

Fiction 50,0 31,9 42,9 40

Source: Authors. 

Across all groups, demand for fiction in digital format was minimal. This 
result may indicate either a continued preference for printed books for leisure 
reading, or the use of other channels for accessing fiction, such as audiobooks. 
At the same time, fiction turned out to be the leader across all age groups when 
respondents were asked about their preference for reading texts in printed form 
(Table 3):

	 Table 3
Types of texts preferred when using print formats 

(%, multiple answers were permitted)
Print media Group A Group B Group C Total

News 3,1 2,1 4,8 3
Reference and educational materials 28,1 21,3 19,0 23

Professional materials related  
to work 31,3 38,3 38,1 36

Analytical and journalistic articles 6,3 6,4 9,5 7
Fiction 75,0 74,5 81,0 76

Source: Authors. 

Group B is the most active consumer of printed materials across all 
categories, with the exception of educational materials, where Group A leads. 
Group C expressed a preference for printed fiction, whilst consumption of all 
other printed materials in this group is minimal.

Table 4 shows the distribution of respondents’ answers according to their 
reading purposes:
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Table 4
Reading purposes (%, multiple answers were permitted)
Reading purposes Group A Group B Group C Total

For educational purposes 93,8 85,1 52,4 81
To solve work-related tasks 21,9 74,5 52,4 53
To obtain up-to-date (news) 

information 68,8 78,7 85,7 77

For general cultural development 90,6 83,0 66,7 82
For leisure and entertainment 84,4 70,2 71,4 75

Source: Authors. 

As the data analysis showed, educational goals show a distinct age-related 
pattern: the peak is found in Group A (30 responses) and Group B (40 responses), 
accounting for 70% of all selections of this goal (n=81). Goals related to solving 
work-related tasks have a clear ‘professional peak’ in Group B (35 responses / 
66%). Obtaining up-to-date (news) information is most in demand in Group 
B (37 / 48%). It is noteworthy that the motivation to follow the news remains 
relatively stable in older age groups compared to other goals. General cultural 
development shows a virtually linear decline with age, with 47,6% of Group B 
selecting this option. 

The next task was to identify respondents’ expectations of reading. Table 5 
presents the distribution of respondents’ answers to this question:

Table 5
Expectations of reading (%, multiple answers were permitted)

Expectations from reading Total
Enjoyment 68

Practical benefit 60
Opportunities to gain new knowledge 81

General development, satisfying curiosity 79
Relaxation 60

Source: Authors. 

The most significant expectations for all respondents were ‘the opportunity 
to gain new knowledge’ and ‘general development and the satisfaction of 
curiosity’. The main gender difference was observed in expectations regarding 
the relaxing function of reading: women were almost 2,5 times more likely 
(20,9% versus 9,3%) to see reading as a way to take their mind off things and 
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to relax. Cognitive motivation (new knowledge + general development) was 
observed in both gender groups, though it is slightly stronger among women 
(50,4% compared to 42,7% among men), whilst the expectation of enjoyment is 
also more common among women (22% compared to 16%), whereas practical 
benefits are sought almost equally.

The survey allows us to draw the following main conclusions. First of all, 
respondents continue to see reading as an opportunity to acquire new knowledge 
(23,3%), serving to enhance general development and satisfy curiosity (22,7%) 
to a slightly greater extent than merely for the purpose of enjoyment (19,5%) 
or practical benefit (17,2%). Group B (aged 24–45) is the most active one, 
particularly in terms of reading for educational, professional and cultural 
development purposes. Group A (aged 16–23) shows high scores for educational 
purposes (30) and cultural development (29), which corresponds to the age-
related task of acquiring an education and broadening one’s horizons. Group C 
(aged 46–65) shows consistently low scores across all purposes (ranging from 
11 to 18), which may indicate both a decline in overall reading activity and a 
narrowing of the range of motivations for reading (the exception being news 
content, which remains relatively significant for the older age group). 

Furthermore, 44% of respondents devote at least 1–2 hours a day to reading 
digital content (news feeds, social media posts, journalistic publications on 
social media, messaging apps and media websites, comments and discussions on 
posts and other publications, e-books, etc.), whilst 30% spend the same amount 
of time on print media. Group B (aged 24–45) is the most active consumer of 
most formats (digital texts, audiovisual formats, audio formats). Group A (aged 
16–23) shows a balanced interest in digital and print texts, images and video, 
but lags significantly behind Group B in terms of audio formats. Group C (aged 
46–65) maintains a moderate preference for printed texts, whilst consumption 
of digital, audiovisual formats and images in this group is significantly lower.

In digital format, fiction proved to be the least popular (9,9%); preference 
is given to news (18,3%), reference and educational materials (17,8%), as well 
as materials related to professional activities (15,3%), which, on the whole, 
was fairly predictable. Less expected was the respondents’ negligible interest in 
reading comments and discussions (only 10,9%). In print format, professional 
(21,6%) and educational materials (20,1%) continue to be used, whilst 
analytical or journalistic articles (3,6%) and news (1,5%) are no longer popular.

The key difference between print and digital reading can be summarised 
as follows: whereas news, professional and reference materials have leading 
positions in the digital environment, in the print environment fiction reigns 
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supreme (17 to 35 responses compared to 9–16 for educational materials and 
8–18 for professional materials), confirming the functional division of formats: 
digital media for up-to-date, practical and reference information; print media 
for in-depth leisure reading of literary texts. 

The main limitation of this study is the sample size and the use of snowball 
sampling which may not fully represent the diversity of the Russian society. In 
this vein, future research can employ stratified samples and combine surveys 
with behavioral metrics (e.g. digital reading logs, eye-tracking) to obtain a 
more objective picture and to explore the long-term effects of digital reading on 
comprehension and literacy, especially among younger generations. It would also 
be valuable to study the role of audiobooks and podcasts as emerging formats 
that blur the line between oral and written culture. Comparative research across 
different countries could shed light on whether the Russian pattern of strong 
verbal culture is unique or a part of a broader trend. 

Conclusion 
Today, modern “giants” of capturing human attention: social networks, 

podcasts, chats, etc. compete with traditional reading objects. The audience 
attention is a resource for which there is an active struggle, and social networks 
and digital media platforms are becoming so-called “attention brokers” 
(Vartanova, 2025). In the current context of digital development, various 
forms of reading culture continue to take shape, whilst the subculture of digital 
reading is also becoming integrated into its core structure; this subculture has 
causal links with both print and media-based reading cultures. 

The study revealed that news, professional and reference materials are 
leaders in the digital environment, while literary reading is absolutely dominant 
in the print environment. This confirms the functional separation of formats: 
digital – for news, work and reference information, print – for in-depth leisure 
reading of literary texts. Thus, media reading, as a more dynamic and operational 
one, prevails in the digital format, while book reading retains a relatively stable 
position in the traditional print format.

Media reading in this context is regarded as the dominant and most regular 
type of reading over a long period, which is having a significant impact on culture 
and social processes. Since media reading culture is a significant subsystem of 
reading culture in terms of scale, a scientific approach to reading culture as 
a whole appears appropriate for studying the processes occurring within it, 
including the dynamics of the concept of the reader. The subculture of digital 
reading is being integrated into the structure of reading culture, and has causal 
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links with both book-based and media-based reading cultures. Thus, the most 
important characteristic of the ‘media concept of the reader’ is the regular use 
of the same source of current information. It is precisely this regularity that 
not only creates the conditions for systematic reading but also forms a kind of 
paradigmatic relationship that influences the system of relations in society as a 
whole. The language of the media, in this context, possesses a kind of cultural-
genetic code, which changes as new models and attitudes are selected from 
reality.

Despite the influence of media revolution, Russian society as a whole is 
characterized by a strong social culture of verbal information consumption, 
which is largely a consequence of the role of the mass media and regular media 
reading as a traditional instrument for transmitting concentrated national socio-
cultural experience. Analysis of the data obtained from the survey suggests that, 
in the contemporary Russian socio-cultural sphere, the strategy of satisfying 
hedonistic needs is not dominant, clearly yielding to socially beneficial media 
reading. Women demonstrate a broader spectrum of expectations from reading, 
including hedonistic, relaxation and cognitive components, whereas men are 
more oriented towards pragmatic and cognitive aspects, with a noticeably 
lower demand for emotional release. This can largely be explained by the 
distinctive nature of the types of reading activities that have developed and 
become entrenched specifically within the domestic reading culture, since, on 
the one hand, they were based on traditional book reading, and on the other, 
on newspaper and magazine reading, which generally ensured the unity of the 
reading culture.
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