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Abstract : Characteristics of the Web as a channel of information dissemination - accessibility and openness, interactivity and
multimedia news - become wider and cover the audience quickly, positively affecting the perception of content, but blur out the
understanding of the journalistic work. As a result audience and advertisers continue migrating to the Internet. Moreover,
online targeting allows monetizing not only the audience (as customarily given to traditional media) but also the content and
traffic more accurately. While the users identify themselves with the qualitative characteristics of the new market, its actors
are formed. Conflict of interests is laid in the base of the economy of their relations, the problem of traffic tax as an example.
Meanwhile, content monetization actualizes fiscal interest of the state too. The balance of supply and demand is often violated
due to the political risks, particularly in terms of state capitalism, populism and authoritarian methods of governance such
social institutions as the media. A unique example of access to journalistic material, limited by monetization of content is a
television channel Dozhd' (Rain) in Russian web space. Its liberal-minded audience has a better possibility for discussion.
However, the channel could have been much more successful in terms of unlimited free speech. Avoiding state pressure and
censorship its management has decided to save at least online performance and monetizing all of the content for the core
audience.  The  study  Methodology  was  primarily  based  on  the  analysis  of  journalistic  content,  on  the  qualitative  and
quantitative analysis of the audience. Reconstructing main events and relationships of actors on the market for the last six
years researcher has reached some conclusions. First, under the condition of content monetization the capitalization of its
quality will always strive to quality characteristics of user, thereby identifying him. Vice versa, the user's demand generates
high-quality journalism. The second conclusion follows the previous one. The growth of technology, information noise, new
political challenges, the economy volatility and the cultural paradigm change – all these factors form the content paying model
for an individual user. This model defines him as a beneficiary of specific knowledge and indicates the constant balance of
supply and demand other conditions being equal. As a result, a new economic quality of information is created. This feature is
an indicator of the market as a self-regulated system. Monetized information quality is less popular than that of the Public
Broadcasting Service, but this audience is able to make decisions. These very users keep the niche sectors which have more
potential of technology development, including the content monetization ways. The third point of the study allows develop it in
the discourse of media space liberalization. This cultural phenomenon may open opportunities for the development of social
and economic relations architecture both locally and regionally.
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