





of Armenia’s population trust public service television.! Television remains the
primary source of news for a large portion of the population, particularly among
older audiences and in rural areas, where national broadcasters are seen as the
most accessible and familiar channels for information.? Radio and print media are
however steadily declining. Although print media consumption has never been
this low since its existence in Armenia, established outlets of these formats still
play a significant role in shaping public opinion and providing an interpretation of
ongoing daily events.? Internews Network's 2024 research on freedom of speech
and media consumption in Armenia reveals how Armenians access news and
information across different platforms. Traditional television and online news
websites remain the most used media outlets, accessed by 80% and 73% of
respondents, respectively. However, consumption patterns show generational

differences and platform shifts.*

In recent years, however, social media platforms have been steadily gaining
importance in Armenia’'s media landscape.® Younger audiences increasingly turn
to Facebook, YouTube, Telegram, and, more recently, TikTok for real-time updates,
alternative viewpoints, and direct access to journalists and public figures. Many
traditional media outlets have adapted by strengthening their online presence and

actively distributing content through social networks. While traditional media

remains dominant, the growing influence of social media signals a gradual shift

toward more diverse, digital-first news consumption habits.®
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EU efforts to produce an image of itself

During the 2020s, the preconditions for reliable EU image production, distribution
and consumption have changed in almost all aspects. Digitalisation, generational
consumption habits, calls for a more integrated EU, and the conservative backlash
show that messaging needs to occur via other technologies, to other types of
consumers, about another kind of EU. Interviewees confirmed that the EU
intensified its efforts in recent years to promote a coherent and reliable image

through coordinated visibility campaigns and public diplomacy initiatives.

This renewed emphasis emerged in response to a decade marked by crises, as
well as the economic and energy security shocks following the COVID-19 pandemic
and Russia’s full-scale invasion of Ukraine, but also in response to the lessons
learned from Brexit. Institutions such as DG COMM and EEAS increasingly sought
to reframe the EU not merely as a bureaucratic structure but as a protector of
common values and tangible benefits."" Campaigns like “NextGenerationEU”'? or
“EU for You”'3 in Serbia and “EU for Georgia”# in the neighbourhoods exemplified
a strategic shift from policy explanations toward values, storytelling and the
highlighting of human-scale examples of solidarity, pluralism and security. This
also resulted in a dispersion of various local topics across the EU and the candidate
countries, enabling the combination of evidence-based messaging with human
stories and emotions, with content and campaigns reaching 31 million people in

2023"> and 35.4 million in 2024.7®

However, communicating a coherent image of the EU is also a challenge, as this

image is contradictory. Intensifying in the 2020s, but having its roots in the 2010s,
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reliance on legacy media, which were already outdated before the COVID 19
pandemic and were becoming less and less effective compared to algorithm-

driven content.?®

Lastly, one of the most significant underlying challenges of EU communication is
the lack of resources and human capacity. Several EU officials mentioned that the
main problem in successfully disseminating an image of a reliable EU is the lack of
time and the smallness of the teams. Although they rely heavily on local
multiplicators, the initial phases of every communication effort emanate from the
local EU headquarters in the respective countries. In hostile environments, where
both domestic and foreign malign influences employ overpowering resources to
spread disinformative images and narratives, most EU efforts are focused on
countering these with fact-based and precise counteractions. However,
countering this never-ending flood consumes an immense amount of capacity
from teams, which are incomparably smaller than those producing malicious
content. Countermeasures, such as pre-bunking or debunking usually take time.
Moreover, although the goal of such communication is — as an EU official pointed
out - “elegant professionalism” and not aggressive visibility, these efforts often
come too little too late, despite the immense work these delegations and

representations invest in them.
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The EU image on Armenian social media

Since the 2010s, Armenia’s relationship with the European Union has undergone
a profound transformation. In the 2020s public attitudes toward the EU have
become even more positive, reflecting a growing desire for closer integration with
Brussels.?® Accordingly, policy decisions and communication efforts went hand in
hand. In March 2024, the European Parliament adopted a resolution confirming
that Armenia met the Maastricht Treaty Article 49 requirements?’. This decision,
alongside ongoing dialogue on visa liberalisation and the EU's 1270 million
Resilience and Growth Package, generated unprecedented interest in EU-Armenia
relations. Public opinion reflects this enthusiasm: according to a 2023
International Republican Institute (IRl) poll, 86% of Armenians expressed
satisfaction with their country's relationship with the EU, while only 50%
maintained a favourable view of Russia, which is a dramatic reversal of attitudes

compared to the immediate post-socialist period and the 2000s.%8

However, these developments have also introduced new risks. As Armenia’s
political orientation gradually shifted westward, other external actors intensified
their hybrid and information warfare efforts.?° pro-Russian and pro-Azerbaijani
media and social media channels, many of which operate in Russian, have
launched coordinated campaigns portraying EU engagement as an instrument of
geopolitical manipulation, cultural domination, or economic dependency.?® The
EU Monitoring Mission in Armenia has been a frequent target of such narratives,

often described in disinformation campaigns as a Western intelligence operation
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Risks in Armenia

Armenia’s information environment is entering a higher-risk cycle ahead of the
2026 parliamentary elections, where manipulative narratives are designed less to
persuade policy than to amplify fear, threat perceptions, and identity-based
polarisation. Interviewees consistently described a “speed and reach” gap:
adversarial narratives move faster, use more emotional framing, and concentrate
distribution in Telegram-first ecosystems, while official responses arrive later and
remain fragmented across actors and channels. Interview feedback also highlights
a “practicality gap”: audiences respond poorly to declarative messaging when it is
not paired with clear “what changes for me” steps—especially on procedural EU
themes (mobility, opportunities, eligibility) rather than ideology. In the pre-election
window, this gap lowers the threshold for polarisation because emotionally

framed narratives dominate the first exposure.

It was repeatedly described in the interviews that mobility and visas as a
“relationship test” where communication failures quickly turn into reputational
damage. Individual cases of delays or refusals, especially when procedures feel
opaque, rapidly turn into emotionally charged stories on Telegram and are
reposted on Facebook or YouTube as “proof” of EU double standards. Even when
consular decisions are legally sound, the absence of simple, proactive
explanations in Armenian allows political actors and high-reach channels to frame
these experiences as evidence of insincerity in the broader EU-Armenia

partnership narrative.

A specific vulnerability concerns younger audiences. EU-related messages are
often perceived as overly official and low-salience for everyday consumption, and
despite overall positive attitudes toward EU-Armenia cooperation, the conducted
(anonymised) interviews suggest lower support among youth, who rely more on
social platforms than professional media and are more exposed to Telegram- and
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Recommendations

In Armenia’s pre-election environment, strategic and crisis communication is no
longer a reputational add-on but a resilience requirement: without timely,
platform-native messaging and a coordinated response, “speed and reach”

asymmetries will continue to advantage manipulative, fear-based narratives.

- Adopt a two-tier response model to close the speed gap without sacrificing
accuracy. Tier 1 (hours) publishes short Armenian-language clarifications (“what
we know / what we don’t know yet / where to check updates”) and links to a single
“living explainer” page that is continuously updated. Tier 2 (days) publishes full
rebuttals and context pieces, including sources and longer format explanations.
This structure reduces the information vacuums that Telegram-first channels
exploit, preserves credibility, and is realistic under small-team constraints—

especially during high-velocity pre-election cycles.

- Address the “format and language” mismatch. EU-related messages are
often perceived as overly official and low-salience for everyday consumption,
reducing their reach among undecided groups and younger audiences. Armenian-
language content is essential for credibility and scale, and cooperation with local

creators can improve accessibility and relevance of the content.

- Create a lightweight EU Armenia communications coordination mechanism
(monthly calendar + weekly short sync during spikes + shared Q&A/asset library +
crisis trigger list), chaired by the EU Delegation with Member State embassies and
key implementers. This aims to reduce fragmentation and accelerate consistent

Armenian-language clarification across channels.

- Close the Telegram gap with a minimum viable model focused on reducing
the “unanswered claim” advantage rather than “winning Telegram.” Maintain an

official Telegram channel that posts short Armenian clarifications linked to longer
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explainers, publish a standing weekly Q&A (“myths/questions of the week”), and
build a small relay network (civil society, independent media, regional pages) that

can repost clarifications quickly.

- Formalise escalation workflows with major platforms to limit spillovers and
amplification. Given Telegram’s limited responsiveness, the practical leverage
point is often Meta, YouTube and X, where reporting and enforcement pathways
are clearer. Establish named liaison points (EU Delegation/embassies + a civil
society partner), define standard evidence packs (URLS, screenshots, timestamps,
reach signals, and cross-posting patterns), and run rapid reporting routines during
high-risk periods. Where relevant, prioritise actions that reduce algorithmic
amplification and paid distribution of demonstrably manipulative content rather
than attempting wholesale takedowns. This makes the response more consistent,

auditable, and feasible under small-team conditions.

- Move from ad-hoc influencer spending to a creator compact approach:
select a small, politically diverse cohort of Armenian-language creators (including
regional voices) and co-produce platform-native explainers with clear integrity
safeguards (verified facts, source access, rapid correction norms), allowing
constructive criticism to preserve credibility. Complement this with a “digital
ambassador” function focused on platform liaison and escalation—helping

partners navigate reporting and crisis coordination with major platforms.

- Introduce an Expectation Management Protocol for mobility/visa issues
that is reused across the Delegation, embassies, and implementers: separate
political dialogue from operational reality; provide simple “how it works” steps and
timelines; publish a consistent “what we can't influence” disclaimer; and add
signposting (where to apply, common refusal reasons, appeal options, fraud
warnings). Include a rapid-response clause for viral “visa scandal” claims

circulating on Telegram.
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