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Violence against woman: 
media landscape



Scope of analysis

Geography

Platforms

Period

Ukraine

From 1st January 2019 to April 2021

Issue Violence against woman, Istanbul Convention



BASE AUDIENCE
“Progress and Solidarity”
self respect, personal goals, diversity, social 
justice, equality, helpfulness, responsibility 

MIDDLE AUDIENCE
“Safety and Familiarity”
security, social order, family, love, 
spirituality, helpfulness

TOP AUDIENCE
“Order and Traditions”
authorities, social order, security, 
traditions, conservative

Three main segments of the audience values can be defined



• Main narratives present
• Main challenges of communication

General media landscape



YOUTUBE AND INSTAGRAM

Insights

Mostly consist of Russian similar content, create the distance from the issue in Ukraine.  
However, have a high audience engagement and are potential channels for spreading stories 
about violence and communication with wider audience

FACEBOOK
Has a lower audience engagement comparison to other platforms, but higher number of 
publication. Content is more formal and educational. The main platform for Ukrainian actors. 
One of the main platforms for communication with base loyal audience and one of the main 
platforms for conservative narratives

MEDIA
Mostly concentrate on cases of violence and events. Main topic is abuse of the child. Has the potential to 
spread the awareness about the issue on thematic events



Note: Each bubble is a post, video or news. Bubble size relates with engagement

Facebook has a high number of posts but low audience involvement. It is the main platform of 
Ukrainian actors.

YouTube and Instagram are the platforms where the audience engagement is concentrated. Are 
full of Russian content.



WIDE 
REPRESENTATION OF 
RUSSIAN CONTENT 

Challenges of communication

Create the perception that the issue is 
worse there, take away attention from 
the problem in Ukraine. 

VARIETY OF TOPICS AND  
TYPES OF CONTENT

Distracts the audience attention. 
Interfere creating a unified picture of 
the VAW issue

VALUE GAP 
WITH MIDDLE 
AUDIENCE

Communication in 2020-21 consist 
strong calls for action, many creative 
content, meanwhile middle audience 
graves for safety and feeling of 
familiarity 



YOUTUBE

Narratives on each platform
FACEBOOK
• Informational and educational content from 

good actors
• Conservative actors’ activity on opening 

shelters
• Politicians advocating for national law
• Reposts from media
• Comedian content

• Influencers campaign against violence.
• Celebrities' scandals about domestic violence
• Educational webinars from experts 

(phycologists, activists)

MEDIA

• Cases of violence (mostly sexual)
• Reportage of thematic events
• Political advocacy for law or 

Istanbul Convention

INSTAGRAM

• Interview, talk-shows and documentaries 
about domestic violence

• Educational content from good actors
• Bloggers review on news about violence
• Comedian content



Discussion around “written 
consent on sex” after adoption 

od law about domestic 
violence

VAW days
2020

Note: Each bubble is a post, video or news. Bubble size relates with engagement

VAW days
2019 

• Violence during pandemic;
• Cases of violence and rape in 

Kagarlyk;
• Petition against Istanbul 

Convention

FACEBOOK. Significant increase in the number of publications after April 2020 on all platforms. 
COVID-19 quarantine reveled social energy around the issue of domestic violence



Facebook. In 2019 main actors were NGOs, the Police and news media. In 2020 religious actors 
become active

Most 
interactions:

Most 
publications:

2019 2020-21



0 1 2 3 4 5 6

Politician / Political party

Police

Other

TV-program

News portal/Local news

NGO/CSO

Actors. 2019

Actor

Note: analysis of 20 posts during VAW days with the most numbers of interactions

0 1 2 3 4 5 6

Other

Relogious figures

Informative pages

Artist / Entertainer

Politicians

President's wife/office

Teacher's communities

NGO/CSO

Actors. 2020-21

Actor

Facebook. Communication become more diverse during VAW days in 2020-21



Analysis of 20 the most popular Facebook posts during 2020-21

FACEBOOK. Lot of opinion-makers and drivers of the society joined the anti-violence campaign in 
2020-21



Note: analysis of 20 posts with the most numbers of interactions

Domestic violence Sexual violence Other Domestic violence Other

0 2 4 6 8

Consent on sex

Against women

Against children

0 1 2 3 4 5

Against women

Violence in Church

Criminal liability

Against children

0 2 4 6 8 10

Against children

Violence during pandemic

8 of March, other campaign

Against woman

FACEBOOK. sexual and domestic violence against children was the main topic in 2019. After the 
quarantine one issue dominating in the conversation - domestic violence. Violence against woman 
and anti-violence campaign become visible. 

2019 2020-21



FACEBOOK 2019. Most popular topics

News and TV-channels
• Cases of violence (violence of pastor, violence against children)
• News about successful law against domestic violence and criminal liability for the violence



FACEBOOK 2019. Most popular topics

NGOs/CSOs
• Educational video about consent on sex “If the person don’t drink tea don’t force her”
• Governmental measures against violence
• Instructions on how to fight violence. Small actions against it 



FACEBOOK 2019. Most popular topics

Communities
• Punishment of child sexual abusers
• Violence against children



FACEBOOK 2019. Most popular topics

Police
• Cases of violence against children
• VAW campaign



FACEBOOK 2020-21. Most popular topics

TV-programs/channels
• Talk-shows about extreme cases of violence



FACEBOOK 2020-21. Most popular topics

President’s wife / Politicians
• Charity activity
• Investigations of cases of violence. Information on how to get help
• President’s wife activity. Collaboration with other politicians



FACEBOOK 2020-21. Most popular topics

Religious figures/ communities
• VAW days
• Shelters for victims of violence
• Petition against Istanbul Convention



FACEBOOK 2020-21. Most popular topics

Artists/ Entertainers / Activists
• Collaborative activity
• Personal opinion on violence. Calls for actions
• Petition to support Istanbul Convention



FACEBOOK 2020-21. Most popular topics

Teachers communities
• VAW days. School events



Scandal around 
celebrity victim 

blaming

Debates around Russian 
law that decriminalize 

violence.
Campaign against it

Break the circle. Artists 
against violence

Break the circle of violence

INSTAGRAM AND YOUTUBE. Mostly Russian content. Increase numbers of publications during 
VAW days, but low engagement.



Debates 
around law that 
decriminalize 
domestic violence 

Huge campaign 
against it in Instagram. 
“I didn’t want 
to die”

5,1m 
interactions
In total

RUSSIAN CONTENT ON YOUTUBE AND INSTAGRAM: debates around law about domestic 
violence

11m 
views
In total

Creates the perception that the situation is worse in Russia. In 
Ukraine we have a working law against violence Is a great example of spreading the awareness about the issue and 

engaging the audience  

PositiveNegative



“I want to explain my awful 
expression…”

754k interactions

Educational movie 
“But what have I done 
to help?”

4,3m views

RUSSIAN CONTENT ON YOUTUBE AND INSTAGRAM: scandal around celebrity blaming the 
victims of domestic violence

Rase the awareness around the topic. Shows that 
victimblaming can’t be tolerated. Concentrates too much on the scandal

PositiveNegative



Ukrainian popular content on YouTube: comedian shows, episodes about domestic violence

Law about sex in Ukraine.

3.1m views

Once upon Poltava. 
Domestic violence 

1.3m views

Dizel show. 
Domestic violence

1.3m views

Spread the narrative that violence can’t happen in “normal” families and 
the problem is overrated. 

PositiveNegative



Ukrainian popular content on YouTube: TV-talk shows. Personal stories of celebrities 
or  extreme cases of violence, including violence of mother against child 

Big violence against a little woman. 
Concerns everyone.

132k views

Punishment for non-hidden violence. 
Concerns everyone

131k views

Violence can happen only in families with difficult circumstances or among mentally ill people. 

PositiveNegative



Other content on YouTube: talk-shows and documentary films. 

“Beats you means beats you”
1,7m views

“Men don’t cry”. Ordinary men asks 
phycologists to help stop violence

47k views

Effective way to educate the audience about the issue. Similar Ukrainian content 
starts appear.

Abuse of men
1m views

“Toxic relationship”. Violence in 
ordinary life

10k views

PositiveNegative



Aim of the post. 2019

Call for small action

Informative posts

Government actions or call for actions

Aim of the post. 2020-21

Call for strong action

Informative post

Report about antiviolence measures from NGO/Politicians

Call for action/ Informative post

VALUE GAP: on Facebook instead of informative and helpful posts become more encouraging and 
emotional. It consists strong call for action. 
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Break the circle of violence

4,1m views

Artists against 
violence.
Break the circle.

2,3m views

VALUE GAP: on YouTube the most promoted social advertisement in 2019 appealed to the core 
values of middle audience. The similar advertisement in 2020 hits base audience mainly

• Tell simple stories
• Creates the feeling of 

familiarity
• Give hope

• Talk about social 
justice in general

• Celebrities don’t 
represent the violence

• Emotion of anger



VALUE GAP: in 2020 the most popular posts consists value of love, mutual support, unity and help

Violence is antichristian. Ukrainians already 
choose to say “No” to the violence
Values: love, unity, spirituality

Congratulations on the 
charity award.
Value: charity, 
humbleness, love

Domestic violence during pandemic
Value: love, respect in the family, 
spirituality



TOP-REACH NEWS. News about violence during pandemic and governmental measures against it

16m reach 14m reach



TOP-REACH NEWS. Cases of sexual violence against minors

16m reach 14m reach



TOP-REACH NEWS. Violence against celebrities. News about not proven violence against man 
might discredited movement against violence 

12m reach 11m reach 11m reach



TOP-REACHED NEWS. The most popular cases of violence were rape in Kagarlyk and attack on the 
train. Spreading the emotion of indignation and rage, show ineffectiveness of the system. Новини
сфокусовані на несправедливому поводжені з жінками, неефективності системи

11m reach 6,6m reach



* Analysis of 20 news with the most Facebook interactions. Total interactions: 120k. 

Sexual violence Domestic violence Other

Sexual violence

Against children/minors

Against women

Women raped by Police 
(Kagarlyk city)

Domestic violence

Against children

Against women

Educational content about 
victims

Media:

News: sexual violence and violence against children are the most engaging topics in 2020-21.



• The place in general media landscape
• Main actors and narratives 
• Main challenges of communication

Istanbul Convention



NO EXPLANATION 
FROM GOOD ACTORS

Insights

• Media started actively advocate for 
Convention and spreading news 
about 8 March 2020

LOW VISIBILITY
• Convention arises in 

communication only during 
thematic events (petitions) and 
after 8 of March 

NATIONAL LAW

• The name doesn’t associate with 
gender-based violence.

• Another document with the same 
name exist

OPPOSITION AGENDA

• Clear and unified message from 
opposition on all platforms.

• Convention spreads gender and 
LGBT ideology; provoke increase 
of violence in other countries; is 
the project from the West 

• News about effectiveness of 
national law against domestic 
violence are spread by both good 
and bad actors

NAMING PROBLEM

• Convention framed as necessary, 
but no detailed explanations and 
arguments provided

MEDIA ADVOCACY



LOW VISIBILITY. Convention in general media landscape

206k 
int.

2b int.

Instagram

YouTube

197k 
int.

6b int.

VA
W

ge
ne

ra
l

Is
ta

nb
ul

 
co

nv
en

tio
n

180k
Int.

780k 
int

Facebook
pages

40k
Int.

200k 
Int.

Facebook
groups



Note: Each bubble is a post, video or news. Bubble size relates with engagement

LOW VISIBILITY. Till 2020 Istanbul Convention was poorly represented on all platforms.   

Petition to support 
Convention.
Activists and media

Petition against
Convention
Huge support among 
groups

News about 8 
of March
Spread by 
media



Note: Each bubble is a post, video or news. Bubble size relates with engagement

LOW VISIBILITY. Posts with most engagement are from both good and bad actors. Bad actors 
provides detailed arguments against Convention.

Convention is 
framed positively, 
but mentioned 
briefly

Congratulations of activist

Convention is framed 
negatively,
It is radical feminism 
agenda 



OPPOSITIONAL AGENDA. Spread the same information on all platforms. 

GENDER IDEOLOGY
Convention has “hidden LGBT agenda”, is dangerous for the kids. Poland raised against LGBT ideology



OPPOSITIONAL AGENDA. Involve experts and lawyers into legalization of the messages 

CONVENTION IS NOT EFFECTIVE
In doesn’t fight violence. Increases the level of domestic violence in other countries. Even Turkey withdrawn from it. 



OPPOSITIONAL AGENDA. Spread the same information on all platforms. 

PROJECT FROM THE WEST
Authorities are pressured to ratify Convention only in interests of the West. Although it is bad for the country economy 



OPPOSITIONAL AGENDA. Similar narrative spreading Russian actors on Instagram. Additional 
meaning of convention – “radical feminism ideology”



SUPPORTERS' AGENDA. Supportive content gives a brief information about the importance of 
Convention or focuses discussion on oppositions’ agenda

Interview with activist before 8 of March.
Why is the signing of the Istanbul 
Convention blocked?

Personal opinion about 8 of March. Congratulations with the 
charity awards



Note: posts are from personal pages. It is not included into general statistic due to limitations of the research tool. 

SUPPORTERS' AGENDA. Influencers cooperation to promote the petition
the combination of personal opinion/story of violence and 
creative content. Key learning: empathy to the problem and 
provided solution 

the campaign reached only base audience, 
because wasn’t spread further. No hashtag 
were used



MEDIA POSITIVE FRAMING. Media is the main advocate for the Convention. Use positive framing 
in the headlines. 

Turkey withdraw the 
Convention is a “step 
back” 

Positive illustrations of 
women's  protests in 
Turkey 

Spread the news about 8 
of March and Convention 

The Council of Europe is 
concerned about 
Poland's intention to 
withdraw
9,7m reach 

Urgent problem of 
domestic violence
8,5m reach 

Crime in Kagarlyk. Why 
do we need a 
convention?
7,5m reach 

6,1m reach 

6,9m reach 

5,9m reach 



* Analysis of 20 news with the most Facebook interactions. Total interactions: 1k. 

Against Support

Support

8th March

The content is more protestive

Turkey left the Convention

Against

Poland fights LGBT ideology

Council of Church against 
Convention

We don’t need a convention?

MEDIA POSITIVE FRAMING. opposition is also active in media. Has lower number of reach, but 
high number of interactions. Engaging supportive content is mostly about 8th March.



NATIONAL LAW. Till 2019 the main argument for ratification of Convention was criminalization of 
domestic violence.  After 2019 domestic violence is criminalized by national law.  



OTHER MEASURES. Other measures such as cat-bot for victims and shelters creates the 
perspective that national actors starts dealing with the problem of violence without international 
support 



NAMING PROBLEM. Another document about international trading has the same naming.



CONCLUSIONS

Till March of 8 the Convention was mainly the subject of debate between activists 
and the conservative opposition.

After 8 of March Convention become visible for the wider audience on the media 
and through the influencers.

However, educational campaign were mostly spread among base audience. Middle 
audience heard simple and emotional oppositional arguments and news about 
national anti-violence measurements.

All that creates the confusion around Convention and it’s necessity.



• What are key learnings from this narratives?
• Which emotions, values and stories to code in 

content to move the narrative?
• How to involve middle audience into the movement 

to support Istanbul Convention?

Recommendations



Show simple and relevant stories, raise the feeling of empathy. Make the audience rethink common situations, break the myths 
that violence is extreme, far away or only among celebrities. Make simple but viral content

Child: “Beats you” doesn’t mean “loves you”. 
“Loves you” mean “hugs you”.

Prohibition to work is not a sign of care

Woman: “Honey, I got a job offer.”
Man: “Are you starting again? I earn 
enough, you’d better think about dinner!”

Emotions: 
Familiar - common
Empathy

Values: 
Love
Compassion
Safety

Emotions: 
Familiar - common
Fear

Values: 
Respect
Freedom

Beats you – doesn’t mean love 
you. 

Apply to the stories, create the feeling of familiarity with the middle 
audience

https://www.youtube.com/watch?v=9I6lTKHd-Eo&list=PLV4zy1apmIUYVF6VvVjU0Uf10oGD877KW&index=4&ab_channel=UNFPAUkraine
https://www.youtube.com/watch?v=31JOojbH0ds&list=PLV4zy1apmIUYVF6VvVjU0Uf10oGD877KW&ab_channel=UNFPAUkraine


Mother: “That happens…Beating you wife is 
a sign of love”

Teacher: “Why are you crying? He just likes 
you”

Man: “Where have you been?! You have to 
be at home straight after work!”
Neighbor: “It is none of my business”

Man: “Where have you been? Where is your 
pension pay? Give it to me!”

Emotions: 
Familiar - common
Empathy
Sorrow
Hope

Values: 
Compassion
Progress
Unity
Respect

Call for action:
It's time to call things by their 
names, no one deserves violence. 
Without any "but".

Break the circle of violence 
Warning: framing only men as abusers might repel a 
wider audience

Show that old conservative or USSR believes are dysfunctional. Create the new value of respectful and supportive couple, who are
stronger together.

Break the old believes and give hope for a better future

https://www.youtube.com/watch?v=ZGoWmM3nZAU&ab_channel=UNFPAUkraineUNFPAUkraine


“We have been going in circles since the violence
has happened.
Do not bully or beat.
Do not push, do not break.
We count again to overcome this conspiracy.
Do not threaten, do not mock.
Do not intimidate, do not laugh.
We count further, not for the world and not for 
morality
Do not despise, do not control.
Do not humiliate, do not offend.
The countdown will end, and society will ask,
Will you get out of the circle of violence?”

Ukrainian artists against domestic 
violence - Break the circle

Warning: opinion-makers are authority for the base 
audience. Middle audience needs the feeling of 
familiarity.

Emotions: 
Indignation
Anger

Values: 
Unity
Bravery
Challenge
Freedom

Call for action:
We can handle the violence only 
together. You have to choose if 
you are with us or not.

Involve influencers and artists to show that the problem is important and urgent. Everyone should contribute to the movement.

Challenge the audience to wake up. Show that we can handle 
violence together. Include man into the movement

https://www.youtube.com/watch?v=AqOsuaou8qQ&ab_channel=UNFPAUkraine


“I didn’t want to die”
#ЯНеХотелаУмирать
2019 - Russian campaign against domestic 
abuse

To support Istanbul Convention
2020 - Ukrainian campaign for signing the 
petition.

“I am not afraid to say”
#ЯНеБоюсьСказати
2016 - Ukrainian campaign against sexual 
abuse 

Emotions: 
Empathy
Indignation

Values: 
Compassion
Bravery
Unity
Safety
Progress

Message:
Violence is more common that we 
think. 

Involve influencers to share personal story or opinion and make the problem visible. Involve base audience to the activity with 
hashtags and simple creative content.

Add the personal touch to the movement



“She didn’t mind. She was afraid and 
couldn’t say “No”

“Boys are boys. Are people and should 
respect others’ boundaries and the law”

“She was raped. He raped her”

“Protect your daughter. Educate your son.”

“We can’t change the society. We will fight 
for our safety until we get it.”

Emotions: 
Indignation
Anger

Values: 
Consent
Respect
Education

Message:
Teach boys not to be violent, not 
girls to protect themselves

Use simple messages to educate the audience. Create the different perception of ordinary situations.

Challenge your audience to rethink the common believes 



“Social experiment. Beating the child on 
public”

“Hit the girl”

“What do you like about the girl”
“Make something tender for the girl”
“And now hit her!”

Emotions: 
Surprise
Compassion
Fun

Values: 
Respect
Love
Safety

Call for action:
Create a better world for your 
children.
Teach boys not to be violent

Explain heavy and difficult phenomenon of violence on the simple example with kids. Add humor or warm situations to reduce the 
feeling of fear for the child.

Next generations is always the main concern of middle audience



Make Convention understandable and relevant for the middle audience. Use stories to explain the necessity of ratification the
Convention.

Explain Istanbul Convention with stories

“Crime in Kagarlyk and gender-based 
violence. Why is the Istanbul Convention 
for Ukraine?”



Postmen / UNFPA Ukraine - Break the Circle of Violence (case)

The campaign “Break the circle” become big and successful in 2019, when it was the main campaign and included different types
of activities. 

Concentrate on one main idea and spread it wildly

https://www.youtube.com/watch?v=U0HV5vJL8jc&ab_channel=Postmen


Thank you!


